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Abstract 
Electronic Commerce (EC) / Electronic Business (EB) has been (and is expected to 
continue to be) a dynamic, rapidly evolving area of technology, requiring skilled people 
with up-to-date knowledge and skills. The global community has required (and still 
requires) tertiary academic programs to prepare and train these people quickly. In the late 
nineties, following a tidal wave of tertiary EC program development in the United States, 
new tertiary programs began to appear in the Asia-Pacific (AP) region to satisfy this need, 
over a very short period of time. This research project aims to examine whether the 
development and effectiveness of tertiary EC/EB educational programs can be enhanced 
through employing a particular marketing paradigm. Four regions - Australia, New 
Zealand, Hong Kong SAR and the Republic of Singapore — were selected from the AP 
region, for this study. Based on a review of marketing literature, an inductive approach is 
adopted to build a model for new educational service product offerings. I also provide a 
description and comprehensive analysis of EC/EB education, and explore the model 
empirically, examining how it applies to the way EC education programs have been 
developed, to date.  
Essentially, this project consists of two major activities: theory building and theory 
testing — and is divided into three parts. 
Part 1: Preliminary study — literature review for theory building. This section of the 
thesis provides a literature review of the domains of curriculum development, EC/EB 
program development and management, EC/EB component models and new service 
product development. 
Part 2: Understanding the Marketplace — quantitative analysis. This section comprises 
five major surveys which provide an understanding of EC/EB education.  
Part 3: In-depth analysis — qualitative research for theory testing. This section discusses 
the results of the multiple case studies of EC/EB degree programs undertaken over a five-
year period. 
The results of this project highlight both theoretical and practical aspects of the topic. In 
terms of the theoretical aspect, I provide a contribution to existing theory concerning the 
planning and development of new tertiary education programs.  
Research into academic course development in the past has tended to assume that all 
program development is pedagogically based and influenced. There is an assumption that 
people only develop academic programs and academic courses for pedagogic reasons.  
What this research project has done is to suggest that there are, in fact, many possible 
reasons for developing new programs and that, although these reasons might be 
pedagogic in nature, they can also be industry-focused, and market-oriented in the 
following ways:  
• the university is shaping the way it is perceived by the public - that is, the market; 
• the university is highlighting where its expertise lies. 
This led me to a form of new service product development consistent with the new image 
of the university. There is a clear need for diverse models for program development 
which accommodate the dynamic roles of modern universities. My research project 
develops such a model based on conditions in the Asia-Pacific region, and discusses 
findings arising from the overall project, which can be used to improve new educational 
program offerings in future, in both the Asia-Pacific and, I suggest, in other regions. This 
potential use of my findings highlights the practical contribution made by the research 
Project. 
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Chapter 1 
Introduction 
 
 
“Well begun is half done.” 
~ Aristotle ~ 
 
 
The rapid and on-going changes in computer and communications technology, 
combined with the increasingly globalised nature of business, have put considerable 
pressure on providers of education of all types — both commercial eLearning 
providers, endeavouring to assist companies with their day-to-day learning needs 
(Reckmann & Swatman 2003) and the “traditional” providers of advanced education, 
the universities — to keep their offerings consistently up-to-date. Universities, in 
particular, are finding the pressure to constantly amend their educational offerings in 
ways dictated by the market-place a considerable challenge. The issues facing 
today’s universities are particularly well-described in a list of key concerns produced 
by York University in Ontario, Canada: 
“Changes and restructuring in higher education - 
We are witnessing fundamental changes in [the] higher education system, fueled in part 
by series of government decisions (private universities, etc.). Little help is coming from 
government and most of the new funding that is coming is tied or targeted. The 
government priorities for education are also heavily guided by a focus on job training 
and employment after graduation. 
These pressures coincide with the convergence of a multitude of key pressures including, 
a growth in demand for University education, faculty recruitment requirements and on-
going demand for innovation to drive efficiencies in the system. 
These changes and pressures are not all unique to Ontario or Canada and we are seeing 
trends and strategies in other jurisdictions: 
• Increased competition amongst institutions for best students and best faculty 
members. 
• Need for educational institutions to focus and define their “niches”, their “best 
practices” in order to excel within their strategic framework. Try not to be all 
things to all consumers of education. 
• Removal of bureaucratic boundaries within institutions in order to become more 
nimble. 
• A rise in collaboration at multiple levels, in many cases enabled by technology: at 
an administrative level between departments; between faculties; between 
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institutions at a programmatic level as well as in libraries, support and services; 
amongst students for learning. 
• Students will require diverse education due to “life-long learning” needs, 
multiple careers, changing workplace, etc. 
• Increasing influence of “for profit” business elements - new and increased 
competition coming from the likes of … I.T. learning institutes, e-colleges, etc.”  
(York University 2001) 
In much of the world, universities are also becoming dependent on fee-based 
educational programs, as government funding support is steadily eroded by the 
competing demands of the other, increasingly-expensive programs for which today’s 
governments must provide, such as health, defence or transport. Cost-recovery-based 
education programs, of course, are naturally market-driven to a greater extent than 
the purely educationally-focused programs which universities have offered in the 
past. In Australia, for example, “selling education overseas is now worth A$5 billion 
a year to the Australian economy, while universities earn more than A$1 billion in 
fees from the 150,000 foreigners they enrol” (Maslen 2003) and the New Zealand 
education export market earns more than that country’s wine exports (New Zealand 
Ministry of Economic Development 2003). 
The domestic fee-paying education market is also becoming increasingly important 
to universities – with graduate course-work programs, in particular, being seen as the 
major vehicle for attracting interest from local students willing to pay fees for further 
education. Until now, little research has been undertaken into new educational 
offerings – although the theory of new service product development, which stems 
from the marketing discipline, has much to offer a researcher interested in the 
development of new educational programs at the tertiary level (Swatman & Chan 
2001).  
An excellent example of the need for rapid development of higher education 
programs is the relatively recent emergence of electronic commerce as a key global 
business strategy, and the consequent sudden need for educational EC programs in 
the higher education sector. When I commenced this research project in 1998, I 
began by investigating the phenomenon of EC education at the higher education 
level. Two years later, my research program changed direction, focusing on the 
advantages to be gained by a consideration of the development of EC program 
offerings as new service product development. 
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This research project involved an in-depth investigation into the nature, development 
and marketing of Electronic Commerce (EC) and Electronic Business (EB) tertiary 
education programs, in four countries within the Asia- Pacific (AP) region: Australia, 
New Zealand, Hong Kong Special Administration Region (Hong Kong) and the 
Republic of Singapore (Singapore), during the period 1999 to early 2003.  
1.1 Background to the Project 
My original research project, which commenced in August 1998, was entitled ‘An 
Electronic Commerce Curriculum Model in Higher Education’. At that time, 
relatively few universities were offering EC programs/degrees in the AP region. The 
purpose of the original project was to provide a curriculum model which could be 
widely adopted by universities for developing their own EC programs.  Eighteen 
months later, however, in early 2000, the state of the tertiary EC education market 
had changed dramatically. A survey I conducted of universities within these four 
regions in early 2000 suggested the rate of development of EC degree offerings (at 
both undergraduate and post-graduate levels) was explosive. Many universities in the 
region now offered EC degrees or subjects, while EC program diffusion in North 
America was higher still (Chan and Swatman 2000a). The need for a specific 
curriculum model for EC programs – my original research topic – was clearly no 
longer of such importance. 
To ensure that my research project retained its currency and relevance, I modified 
my research topic to focus on program development of EC/EB programs using the 
Marketing paradigm of New Service Product Development, as it appeared that the 
phenomenon of rapid development of EC/EB programs and the reactive nature of 
many of the EC/EB offerings had more in common with the development of new 
service products as addressed in marketing theory and practice, than it did with 
pedagogy. 
1.1.1 Introduction to the Internet and EC/EB  
The Internet has revolutionised computing, communications, business, government, 
individual existence and indeed, virtually every facet of global society, in a truly 
remarkable fashion. The Internet has a world-wide broadcasting capability, and is a 
mechanism for information dissemination, and a medium for collaboration and 
interaction between individuals and their computers without regard to geographic 
location (Leiner et al. 2000). The history of the Internet can be traced back to 1969, 
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when the US Defense Department commissioned ARPAnet to research computer 
networking. Later that same year, the first five nodes (UCLA, Standford Research 
Institute, UC Santa Barbara, University of Utah and BBN1), went online. In 1972, 
Kahn and Cerf developed the Transmission Control Protocol / Internet Protocol 
(TCP/IP) which enabled network-based processing. In 1983, TCP/IP was approved 
as the communications standard for ARPAnet, which led to the first definition of an 
Internet as a connected set of networks using TCP/IP. In 1988, the first businesses 
began to connect to the system for research purposes. In 1990, ARPAnet ceased to 
exist, and the network was officially referred to as the Internet (Applegate et al. 
1999, pp.94-97; Cerf 2001; Leiner et al. 2000; Slater III 2002). 
In 1989, Berners-Lee created the World Wide Web (WWW), a hyperlinked interface 
to the Internet which drove commercial use of the Internet and has been a key 
component of EC since 1993, when the first graphics-based browser, Mosaic, 
became available. EC emerged from the convergence of several major information 
technologies (for example, the WWW) and business practices (Zwass 1996, p. 4). 
Figure 1-1 summarises the evolution of the Internet.  
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Figure 1-1 A Brief Summary of the Evolution of the Internet 
Reproduced from: Slater III (2002) 
 
                                                 
1 BBN - a group headed by Frank Heart at Bolt Beranek and Newman  
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An Australian government publication (Commonwealth of Australia 1999) noted that 
the spread of the Internet around the globe occurred in four ‘waves’:  
• Wave One – the USA, Canada and the Nordic countries. These countries have 
almost achieved critical mass as information societies. 
• Wave Two – the rest of the European Union, Australia, New Zealand, Japan, 
The Republic of Korea, Taiwan, Singapore and Hong Kong. These economies 
took up the Internet enthusiastically in the 1990s and some are now virtually 
indistinguishable from Internet pioneers in Wave One countries. 
• Wave Three – developing counter across South East Asia, China, Brazil, 
Argentina, South Africa , Egypt, and smaller island states such as Tonga, Fiji, 
Barbados and French Polynesia. Uptake of the Internet has been growing 
rapidly for the past two or three years, albeit from a low base. 
• Wave Four – least developed countries or countries that deliberately shun 
Internet use. It seems unlikely the Internet will have any significant impact on 
these countries during the next few years. 
(Commonwealth of Australia 1999, p. xxii) 
The Internet and the WWW quickly became the major drivers of EC which, 
following the creation of the NASDAQ index, has become one of the most widely-
discussed and rapidly-growing phenomena of the business world. New types of 
business have continued to evolve within this New Economy and, with them, new 
business models (or modified versions of traditional business models) to cater for the 
new business activities and transactions which are taking place. Along with the many 
positive developments have come some issues and concerns, such as security and 
privacy threats extending to levels previously unanticipated. In later years, the term 
Electronic Business became fashionable, as an alternative to — or according to 
many, encompassing - Electronic Commerce. These days, both terms are 
commonplace and well-accepted in both practice and theory, although formal 
definitions differentiate the terms and their meanings (see Chapter 4 for a detailed 
discussion of this topic).  
I leave the topic of EC and EB until Chapter 4, and proceed to look at the types and 
development of EC/EB programs at tertiary levels, created to address the sudden 
market demand which followed the rise of the dot.com phenomenon. 
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1.1.2 Types of EC/EB education programs  
In this section I provide some background relating to the different types of programs 
available outside formal tertiary institutes, because EC/EB programs are typically 
offered by both academic and non-academic institutions. 
Programs offered outside the traditional academic environment are generally short 
term – typically ranging in duration from several hours to several months. Such 
programs are often provided to employees in the form of in-service training, 
increasingly as elements of company organisational learning strategies. These short 
courses also target those who want to learn particular new skills and knowledge 
within a short time period (C3 Digital 2002). 
EC/EB short courses were designed for people with a computing background looking 
to learn some business skills, people with business backgrounds looking to improve 
their IT knowledge, and even for complete beginners in both areas. The contents of 
such programs provided an overview to course attendees on subject such as, for 
example, introductory EC and how EC might be useful in business. Advanced topics 
covered typically included e-marketing, technologies such as the WWW, electronic 
payment systems and payment security. These courses are frequently offered as face-
to-face workshops, or in online delivery mode by e-learning companies, EC solutions 
companies or what in Australia is known as Technical and Further Education 
(TAFE) (Australian Correspondence Schools 2003; IBM Virtual Campus 2003; 
IGNITE 2000 and WorldWideLearn 2003). Such courses are often ad hoc in content, 
and highly flexible. 
Tertiary institutional EC/EB programs, on the other hand, typically target people 
desiring or requiring specialist qualifications for their future or current vocation. 
Since 1998, many new academic programs in EC/EB have been developed globally, 
a number of these in the region studied – the AP. Not all institutions have developed 
entire, distinctive specialist EC/EB programs, however. Some institutions chose to 
add EC as a specialisation within existing bachelors and undergraduate degrees 
programs (Chan 2003).  
1.1.3 Introduction to EC/EB tertiary education  
Many new EC/EB programs were offered to the market during the years 1998 to 
2000. Research investigating these programs and their concepts included work by 
Hampe (1998), McCubbrey  (1999) and Wang and Williams (1997), as well as my 
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own publications from this research (Chan & Swatman 2000a; Swatman & Chan 
2001).  I investigate and report a representative range of this earlier research into 
EC/EB higher education in greater depth, in Section 2.2. 
1.1.3.1 EC/EB education in North America  
In North America, one of the earliest resources for EC/EB education was (and still is) 
ISWorld Net. Its e-commerce web site2 provides information on selected EC/EB 
courses in the United States, books and teaching cases for EC/EB. The University of 
Vanderbilt launched its first Master of Business Administration (MBA) EC Major in 
1995 (Vanderbilt 2002). Thereafter, EC courses emerged quickly with Davis (1998 et 
al., p.36) identifying nearly 50 United States and Canadian university-based EC 
courses for which syllabi were available on the WWW from 1995-1998. Nickell 
(1999) reported that while in 1998 only two American universities offered accredited 
degrees in EC, by 2000 there were 7 bachelors degrees with a major in EC, 15 
EC/EB masters programs, and 47 masters degrees with an EC/EB concentration 
(AACSB 2000a; 2000b; 2000c). 
There have been many researchers concerned with EC/EB education during this 
earlier period – among whom are included Professor James Dutt of Bloomsburg 
University (Dutt 1997) and Professor Shouhong Wang of the University of 
Massachusetts Dartmouth, U.S.A. (Wang 1998). Recently, the Americas Conference 
on Information Systems (AMCIS) held a Workshop on Teaching EC in Dallas in 
August 2002. Some useful research into EC education was reported by Dean and 
Nasirin (2002).  
1.1.3.2. EC/EB education in Europe 
A good source of information about EC/EB education in Europe can be found at 
European Union Online (European Commission 2003). 
A common EC curriculum at post-graduate level, possibly the best-known EC/EB 
education program in Europe, is shared by several international business schools, and 
organised by the Global eManagement (GeM) consortium. GeM’s EC program is run 
through official co-operation between a number of high-status business schools and 
universities (mainly in Europe, although there are also a small number of American 
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2  ISWorld Net's EBusiness Course <http://www.magal.com/iswn/teaching/ebusiness/index.cfm> 
participants). The program has been endorsed by the European Commission and by 
G7’s Information Technology group3. 
An international EC conference has been held in Bled, Slovenia every June since 
1988. This conference focuses on topics of importance to both EC/EB research, as 
well as education, with a specialist workshop on graduate programs in Electronic 
Commerce having been run every year since 1999. Various issues, including the 
content, organisation and marketing of EC/EB graduate programs, are widely 
discussed during these workshops. At the 2002 Bled EC conference, a workshop on 
the future of EC education programs was held, with several participants suggesting 
EC programs had unlimited lifespan, while others believed the programs’ heyday 
was over, forecasting only several years left for such programs to run. In 2003, for 
the first time in four years, there will be no EC/EB education workshop (which may 
or may not be significant). 
1.1.3.3 EC/EB education in the AP Region 
As mentioned in Section 1.1.1, AP countries are represented within the second and 
third waves of Internet diffusion and, as one would expect, EC/EB education in this 
region was slower to emerge than in either North America or Europe. EC research, 
however, is conducted at many universities in the region, including (inter alia) 
research into smart cards and on-line innovation at the University of Wollongong; 
EC security at the University of New South Wales; applications of EC in small 
business at the University of Southern Queensland; and EC in New Zealand at 
Massey University (CollECTeR 2002). The Australian federal government’s 
National Office for the Information Economy (NOIE 2002) examined the role of EB 
in education sectors by presenting several established cases. Other research papers on 
EC education in AP are numerous, including (for example) Braithwaite, Fountain 
and Joyce (1997) and Zhang and Chau (2002). Little research, however, has been 
undertaken into the provision of a comprehensive picture of EC higher education 
programs in the AP overall – which is a focus of my research project. 
                                                 
3 GeM consortium, the participating universities are: 
Athens University of Economics and Business in Greece; 
Copenhagen Business School – Denmark; 
Erasmus University Rotterdam - The Netherlands; 
Monterrey Tech – Mexico; 
Norwegian School of Economics and Business Administration – Norway; 
University of Cologne – Germany; and 
Reykjavik University – Iceland. 
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< http://www.gem.cbs.dk/>  
1.1.4 EC/EB educational programs as service products 
A considerable amount of research has been undertaken in the area of new product 
and new service product development since the beginning of the 1990’s (for 
example, Mahajan & Wind 1991; Wind & Mahajan 1997; Lovelock 1991). I will 
review this research extensively in Chapter 2. For now, I simply introduce the 
concepts to enable reader to understand the development of my research question. 
 Johne and Storey (1998, p.185) define a service product as:  
the predominately intangible core attributes which customers purchase. 
To distinguish these from physical products, they suggest that the characteristics of 
service products include the following: 
• Service products are predominantly intangible (even though efforts may be 
made to make them more tangible, for example by supporting financial service 
products with attractive looking plastic cards). 
• Service products are predominantly process rather than “things”. 
• Service products are often variable in quality because service is commonly 
produced and consumed simultaneously. Customers of services risk buying an 
outcome and/or experience which they cannot fully assess prior to purchase. 
Johne and Storey (1998, pp.187-188) 
Figure 1-2 shows that universities, too, have a value chain which must be considered 
by the developers of new programs and courses.  Universities which do not consider 
the ‘purchaser’ behaviour of their ‘service product’ (in this case, both the student and 
the ultimate employer of that student) run the risk of creating a valueless product. 
The Tertiary Education Value-Chain
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Figure 1-2 The Tertiary Education Value-Chain 
Reproduced from: Clarke (2000) 
 
Chapter 1                   9                             
Universities have gradually moved toward a fee-for-service mode of operation, over 
the last decade. For example, the Australian government recently suggested a change 
to its existing Higher Education Contribution Scheme (HECS), which will increase 
still further the amount students are expected to contribute to the cost of their own 
education4 (The Age, 14 May 2003, p.8 of the Budget 2003 special section), and 
Hong Kong (The Government of Hong Kong Special Administration Special Region 
2003) cut university grants by 1% in 2003-04, with some reports suggesting a further 
large reduction of the tertiary education budget in 2004 (Wenweipo5, 6 Mar  2003). 
While the majority of European governments (with the notable exceptions of Britain6 
and the Republic of Ireland) continue to provide free education at the tertiary level, 
governments in the much of the rest of the world (and particularly in the AP region) 
are increasingly placing the responsibility for funding education on the shoulders of 
the universities themselves. Students must now, more than ever before, be prepared 
to pay for their own education. The universities, under increasing pressure to fund 
not just major capital works but even day-to-day running expenses, have 
endeavoured to enrol as many students as possible to cover costs and make sufficient 
profit to allow expansion and development. This process is complicated by 
governments’ growing awareness of the possibilities of educational self-funding. For 
example, a special report on the Australian Federal Budget for 2003, in the specialist 
higher education newspaper Campus Review, notes that: 
“The federal government's plans to meet much of the cost of its increased spending on 
higher education by charging students more have been extended to the burgeoning 
education export industry. Education Minister Dr Brendan Nelson's promise of an extra 
A$113 million to "support and expand" international education will largely come from 
the foreign students he hopes to recruit. Critics say the industry will suffer as a result of 
the sharp rise in student fees and higher registration charges for institutions. Chief 
operating officer for [commercial overseas student recruitment firm] IDP Education 
Australia, Greg Gallaugher, said that while it was pleasing the government was 
introducing a number of initiatives, particularly low interest loans to assist Australian 
students study overseas, the industry was effectively being levied to fund in large part the 
package of programs.”     (Maslen, 2003a). 
                                                 
4  Note that Australian tertiary students now pay one of the highest rates in the world for their 
education. 
5 Wenweipo is a Chinese local newspaper. The comment in this article suggests that the budget for 
university grants for 2003-04 was promised by the government in 2001 for a period of 3 years. Hence 
there is a small amount (1%) cut in 2003 budget. In 2004, with the new ‘three year’ budget for 
university grants, there may be a big cut. 
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6 And even the British government is beginning to debate the issue of free tertiary education once 
more. 
The overall implications of fee-for-service education 7  for academic program 
development has placed pressure on university administrations to offer programs 
which are as attractive as possible to prospective students, and which promise the 
best possible outcomes (generally interpreted by students as meaning the best future 
employment prospects) in a bid to increase enrolments. This has led to a switch from 
the traditional model of pedagogically-oriented new degree program development 
towards one which focuses on student numbers as its primary objective: 
“Universities will continue relying, ever-increasingly, on non-government sources of 
income - most notably that provided by their students. And, because of the reforms 
outlined in the budget, the students will also continue, ever-increasingly, to be 
dominated by the well-to-do” 
(Maslen 2003a). 
 
As universities target the domestic market, they find themselves increasingly forced 
to provide educational programs which meet the needs and desires of working 
people, who focus almost exclusively on degrees and diplomas which will assist 
them in gaining new jobs, or will help them to do better in their current positions. 
Clearly, such programs are likely to be more market-oriented than those of the past – 
and it became increasingly obvious to me, during the course of my research project, 
that universities wish in to successfully target this market would gain from taking a 
new service product approach. EC/EB educational programs, being particularly 
subject to market perception (a topic I discuss in greater detail in Chapters 6-8), 
made an especially good exemplar of this trend. 
1.2 Research Questions 
Having described the background of this research project in Section 1.1, I am now 
able to formulate the research questions for this project. 
Are universities flexible enough to develop their EC/EB programs effectively 
through:  
a) explicit recognition of their market-oriented nature; and  
b) engagement with the concept of new service product development? 
                                                 
7 The Australian Treasurer announced the budget for education as: 
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From 2005, universities will have flexibility in setting fees for Commonwealth-support places. They 
can cut fees. Except for teaching and nursing, they can increase fees to a maximum of 30% above 
HECS. It is up to the institution whether it wants to attract students, and up to the student as to 
whether the course offers value. Universities will be able to specialise in their areas of strength. (The 
Age, 14 May 2003, Budget2003 p.7)  
 In order to answer these principal research questions, I found it necessary to further 
sub-divide the major question into a number of subsidiary research questions (SRQ), 
as follows:  
SRQ1.  What are the relative roles of pedagogy and market orientation in 
constructing EC/EB tertiary educational programs?  
SRQ2.  What are the features of the development of educational service 
products  the degree programs?  
SRQ3.  What is the nature of EC/EB degree programs?  
SRQ4.  Are EC/EB programs service products?  
SRQ5.  How have universities made use of new service product concepts in 
creating EC/EB programs? 
SRQ6.  How could new service product development be better used in 
creating programs? 
 
1.3 Scope of the Research 
As already mentioned in Section 1.1.1, there have been four “waves” in the 
development of the Internet and the World Wide Web. When this research project 
started at the end of 1998, EC education was available mainly in the United States 
and Canada, both heavily involved in the first wave of Internet development (refer to 
Section 1.1.3.1 above). Australia, New Zealand, Hong Kong and Singapore came 
into their own in the second wave, at which time EC education was still in its 
infancy. With my background of significant involvement in tertiary education, both 
in Hong Kong and Australia, coupled with my academic network in tertiary 
education within Singapore and New Zealand, I chose to restrict the project scope to 
these four countries/areas.  
As mentioned earlier, EC education ranged from half day short courses for industry, 
to postgraduate programs at universities.  Since the majority of short courses were 
(and are) ad hoc and thus fairly dynamic in terms of content, they presented great 
difficulties for my project in that they represented moving targets, rather than stable 
foci of study. I therefore excluded short courses from my domain of study. In 
addition, Masters by research and PhD courses are individually tailored by 
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supervisor and student to suit the particular needs of the student – and I have 
therefore excluded them from my research scope, too. Hence, this research project 
focuses on EC/EB education in the following types of programs: Bachelors, Masters 
by course-work, Graduate Certificate and Graduate Diploma, presented by 
universities in Australia, New Zealand, Hong Kong and Singapore – that is, four 
major, well-developed countries/regions within the AP.  
1.4 Limitations of the Research 
The limitations of this research project are: 
1. Only four areas Australia, New Zealand, Singapore and Hong Kong were 
selected to be studied as representing the AP region, and I excluded other 
countries such as Japan, South Korea, Indonesia, the Philippines, 
Thailand or Vietnam. The major reasons, in addition to those I have 
already stated in 1.3 above, are that these countries do not fall within the 
second wave of Internet development; and that limitations in the 
resources and the language ability of the researcher precluded my 
studying all the countries within the AP. 
2. The project participants were EC/EB academics, a group of busy people, 
and it was very difficult to get them involved whole-heartedly in the 
surveys and interviews. Moreover, not all of them could afford to spend 
time participating in the second round of interviews or in filling out the 
survey forms after they had completed their first round participation. 
3. New EC/EB academic programs emerge at an extremely fast rate and, as 
a researcher, it is difficult to keep up with the latest information. In fact, 
in these past few years, I have spent endless hours to monitor the launch 
of all new EC/EB programs in a non-stop manner8.  Nonetheless, the 
reader should note that I cannot claim to be aware of every individual 
course or program – particularly after May 2003, when I stopped 
gathering data. 
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8 My web site listing the EC/EB programs in the AP region can be found at www.deakin.edu.au/~elsie 
or www.elsiechan.com 
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1.5 Outline of Thesis 
This Thesis comprises nine chapters, as outlined below: 
• Chapter 1 overviews the background to this research project and provides 
the research rationale, research questions, scope and limitations. 
• Chapter 2 reviews existing literature in the areas of curriculum development, 
EC/EB education, and new service product development, establishing a 
theoretical foundation for the empirical work which follows. 
• Chapter 3 describes and justifies the research methods employed in this 
research project. 
• Chapter 4 reviews EC/EB, and develops a component model of EC which 
serves as the foundation for the study of EC/EB academic programs. 
• Chapter 5 analyses the advantages and disadvantages of existing new service 
product offering models. Based on these models, I derive a new educational 
service product offering model (NESPO).  
• Chapter 6 presents results from three major surveys from 1999 to 2001 and a 
follow-up survey in 2002, which provide an understanding of EC/EB 
educational programs during that period, and suggest how these programs 
incorporate elements from the NESPO model. 
• Chapter 7 comprises an analysis of two major components of the NESPO 
model: a study of EC/EB careers and a study of EC/EB degree program web 
sites. The data for both these studies were gathered via the Internet. This 
analysis provides readers with an understanding of the EC marketplace, and 
suggests how these programs incorporate elements from the NESPO model. 
• Chapter 8 consolidates results from the multiple case studies of EC/EB 
degree programs and discusses findings relevant to the NESPO model. 
• Chapter 9 provides findings and draws conclusions for the project, as well as 
suggesting future research directions. 
 
 
 
Chapter 2 
Influences of new service development on EC/EB 
educational programs 
 
 
“To be sure of hitting the target, shoot first and whatever you hit, call it the target.” 
~ Ashleigh Brilliant ~ 
 
 
In mid 1998, when I first began to undertake research into EC educational programs, 
(at that time, the term EC was more popular than EB) there were not many 
universities which offered such programs in the AP region. I did a thorough survey 
of EC programs in the AP region by emailing the Heads of all the appropriate 
Schools within the universities in the region, and by studying the web sites of 
educational organisations and ISWorld EC web sites (I will discuss the result of these 
data gathering activities in Section 6.1 of this thesis). I also developed an EB 
component model which formed the basis for my survey of EC/EB curricula in the 
AP region, which I discuss in Chapter 4 of the thesis. 
The results from the surveys I undertook between 1999 and mid 2000 showed that 18 
Australian universities out of 39 (46.2%) were offering EC/EB undergraduate and 
postgraduate programs; as were 2 out of 3 (66.7%) universities in Singapore; 3 out of 
8 (37.5%) universities in New Zealand; and 6 out of 8 (75%) in Hong Kong (Chan 
and Swatman 2000a; Swatman and Chan 2001). The situation I found in Hong Kong 
was supported by Kwok (2000) who stated that: “the first ever degree programme in 
Electronic Commerce was started less than a year ago (1999) in Hong Kong. By this 
September (2000), nearly all the universities in Hong Kong will offer some form of 
Electronic Commerce degree or diploma programme”. I also observed that around 
that time academics began to make use of the term EB rather than EC for their new 
programs. As we know, there are some differences in these terms and I will explain 
these in Section 4.2 of the thesis. 
Following this sudden growth of EC/EB educational programs in the AP region circa 
2000, it was clear that I would need to change the focus of my research. Instead of 
developing a generic curriculum model for tertiary EC/EB educational programs, 
which would almost certainly be out of date before I finished the thesis (or, at the 
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very least, would be redundant – because all the universities in the region would 
already have such a curriculum) I decided to investigate the basis on which these 
educational programs were developed.  
Having considered the motivation and activities involved in creating timely and 
popular EC/EB degree programs, I felt that it would be both interesting and valuable 
to discover the extent to which the developers of such programs were making use of 
new service product techniques. It was clear that the market was playing a major role 
in the various universities’ desire to create these new degrees, and a number of 
factors caused me to focus on the new service product topic (which is a specialist 
field within the marketing discipline). 
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Figure 2-1 EC/EB Educational Programs: New Service Product 
Figure 2-1 illustrates the way in which the various aspects of the literature review 
provided in this Chapter led me to set the topic EC/EB educational programs into the 
context of existing research into new service product development. The literature 
review has provided a thorough survey of appropriate literature in the four reference 
fields: curriculum development models; EC/EB education at tertiary level; markets 
and competition in tertiary education and new product and new service development, 
and concludes that a pedagogic approach is neither sufficient, nor even truly 
appropriate, for offering new EC/EB educational programs. I therefore believe that 
there is a need to use the new educations service product offering (NESPO) model 
when offering a new program in this fast-paced and rapidly-changing environment. 
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2.1 Curriculum Development Models 
As I have already mentioned, the original idea on which this research project was 
based was the development of a curriculum model for EC/EB degree programs for 
tertiary education in the AP region. Despite the major change of direction which the 
project underwent during 2000, it is clear that the issue of curriculum development is 
still one which must be considered as a part of the revised research topic. In this 
section, therefore, I discuss two curriculum development models: the strategic and 
the systematic. These two models are chosen for discussion because they are relevant 
to the development of a degree ‘program’ as a whole, rather than merely relating to 
the development of a single ‘course’ (or ‘subject’ or ‘unit’, depending on the 
terminology used within the reader’s academic environment). These two models are 
also interesting because they represent two completely different approaches to this 
area. 
Before we can analyse the development of a curriculum, however, it is important to 
ascertain the particular higher education paradigm within which we are siting our 
discussion. The two relevant models – the holistic and the aggregative models – are 
defined by the Nuffield Foundation (1976, pp. 34-35).  
• University education is traditionally identified with the holistic model. This 
means three to four years of continuous study in one university. Study is 
sequential and involves work primarily associated with a single discipline. In 
this holistic model, the institutional life of both students and teachers centres 
on the department9, the organisational correlative of the discipline and, within 
the department, on the year or class. However, once it is argued that 
disciplines are not seamless wholes, that they can be sub-divided in various 
ways, that something of them can be studied without studying everything, 
then the way lies open for the introduction of a smaller, more flexible unit of 
academic currency.  
• In the aggregative model of higher education, the basic academic unit is no 
longer the degree program: it is the course, unit, subject or module. The 
emphasis within this paradigm is less on the community and more on the 
curricula, teaching methods and assessment. The ongoing changes in 
                                                 
9 In the AP region, as in much of the Anglo-American academic world, the term ‘Department’ is 
increasingly being replaced by that of ‘School’. For the remainder of this thesis, therefore, I shall use 
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university education within the AP region have made the holistic model less 
relevant than the aggregative – and discussion from this point on is therefore 
based upon the second of these paradigms.  
The aggregative model is increasingly being adopted by tertiary institutions – not 
only within the Asia-Pacific region, but also within the U.S. Walker & Black (2000, 
p. 196) state that the dominant approach to United States business education is 
patterned after the Harvard University model of a core. The theory behind the model 
is that knowledge should be compartmentalised into courses (or subjects); that these 
courses are then combined and integrated into cores, and that cores are combined 
into curricula. All the EC/EB degree programs in the AP universities I studied make 
use of the aggregative paradigm for their curriculum development. The specific 
curriculum development models I discuss in the next section naturally also fit within 
this paradigm. 
The aggregative model which most universities have adopted leads to changes in the 
ways in which curricula are developed. As early as 1977, the Carnegie Foundation 
for the Advancement of Teaching (1977, p.29) listed a number of external influences 
which had an impact on the undergraduate curriculum within America universities. 
Figure 2-2 shows these forces. 
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the term School to refer to the basic administrative grouping within which a particular degree is 
taught. 
 
Figure 2-2 External Influences on the Undergraduate Curriculum 
Reproduced from: Carnegie Foundation for the Advancement of Teaching (1977, p. 
29) 
In the 25 years since the Carnegie study was undertaken in 1977, it is clear that a 
number of significant additional influences (in particular, market forces and rapidly 
changing technology) have also had an impact upon curriculum design.  
Ratcliff (1992) suggest that there are two primary types of model explaining the 
undergraduate curriculum: an institutional-structural model and a student-
development model. The instructional-structural model describes what is intended by 
the institution and in contrast, the student-development model describes the 
interaction between a student and the educational environment which produces the 
learning experience. In my discussions of curriculum development models I refer 
only to the institutional-structural model.  
Finally, before I discuss the strategic and systematic curriculum development models, 
I quote the guidelines for quality assurance in university course (or program) 
development and review by the Australian Vice-Chancellors’ Committee (AVCC 
1992). Effective program development will include the following seven steps: 
1. The establishment of administrative mechanisms and procedures to ensure that 
administrative, academic and resource implications are thoroughly examined and 
that there are well publicised and commonly accepted routes for course 
development proposals to be considered, rejected, revised and/or adopted.  
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2. Development of preliminary plan and discussion within universities, stating the 
perceived need for the course and setting out the relationship of the proposed 
course to the university's mission and strategic plans. Initial proposals for courses 
may spring from departmental innovation, special reviews undertaken in response 
to advances in knowledge, university restructuring, inter-departmental discussions, 
evidence of demand arising from consultations with students and graduates, 
discussions with professional bodies or employers, or in response to perceived 
national or local priorities. 
3. Preparation of a formal detailed proposal. 
4.Wider consultation involving and inviting comment from the community, relevant 
professional associations, students and groups largely composed of academic and 
professional peers to assess matters such as the demand and necessity for the 
course and the amount of support which can be given to it.  
5. Detailed proposal to be subjected to formal accreditation processes of the 
university involving the senior academic bodies of the university.  
6. Inclusion of the course in the university's educational profile.  
7. Establishment of review mechanisms and timetables.  
The AVCC guidelines suggest a set of generic steps to develop a new course 
effectively. In the next section I am going to discuss two different curriculum 
development approaches: strategic and systematic models, and contrast their 
recommendations with those provided by the AVCC. 
2.1.1 Strategic model (Foster 1993) 
Foster (1993) in the Higher Eduction Research and Development Society of 
Australasia (HERDSA) Green Guide No. 15 suggests a strategic model for 
developing a new university program. He suggests that when developing a new 
program, strategic behaviour and thinking is essential.  
Strategic behaviour and thinking means it is broad in scope, considering global matters 
rather than being focussed only on detail, it is long term rather than concerned with 
current problems and it is outward as well as inward looking, in that the effects of forces 
outside the department are taken into account, as are the views and contributions of 
those extra-departmental bodies, groups and individuals who have legitimate interests. 
(Foster 1993, p.3) 
There are two loops to represent the strategic planning process for designing 
university programs, as Figure 2-2 shows:  
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Figure 2-3 The Strategic Planning Approach for Developing a New Program 
Reproduced from: Foster (1993, p.5)  
 
The upper loop represents the policy analysis phase. Foster (1993) identifies 
strengths, weaknesses, opportunities and threats (SWOT analysis) of that phase, 
which starts with an initial formulation of an ideal vision, then adds the strengths and 
weaknesses of internal factors, such as: the organisation, the academic program and 
the people involved in it. Next, account is taken of stakeholders’ interests and 
external environmental issues, then opportunities and threats are considered. An 
analysis of the values of the organisation and of the people in it provides an 
additional source of data for the articulation of the mission statement. The lower loop 
of Figure 2-2 takes the vision, values and mission of the institution and uses them to 
inform the design and development of the curriculum by means of the practical 
necessities through which they will be implemented.  
The benefits when a whole program is designed strategically are improvements in 
cohesion and integration. Since the design is grounded in an agreed vision of the 
purposes of the program, it is possible to ensure that every component contributes to 
this vision and, since the whole program is being developed as a single enterprise, 
the relationships between the components can be seen explicitly and taken into 
account.  
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We can see that Foster’s strategic approach for developing a new program includes a 
similar function to step No. 2 of the AVCC (1992) guidelines for effective program 
development  stating the perceived need for the course and setting out the 
relationship of the proposed course to the university's mission and strategic plans. 
Foster believes that a degree program might be expected to retain a recognisable 
identity for a span of five to ten years, although a subject in a rapid-evolving 
discipline such as computer science might be out of date in as short a period as three 
years. This suggests that in areas such as EC/EB, where the ‘state-of-the-art’ moves 
extremely rapidly, it might well be difficult to calculate how long an existing 
academic program could exist without major modification – or, perhaps, leads us to 
wonder whether such programs might need to be updated on an on-going basis. 
In the next section, I discuss an alternative approach to curriculum development: the 
systematic model. 
 2.1.2 Systematic model (Diamond 1989) 
Diamond developed his systematic model for developing a new degree program in 
the early 1960s, although it has since undergone a number of significant revisions. 
Figure 2-4 shows a systematic model for educational program development. 
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Figure 2-4 A Systematic Model for Educational Program Development  
Reproduced from: Diamond (1989, p.7) 
 
The systematic model has two basic phases: first, project selection and design and 
second, production, implementation, and evaluation. Diamond says there are five 
major characteristics which, when combined, differentiate this model from most 
others: 
1 .It forces those using it to think in ideal terms. 
2. It encourages the use of diagrams to show structure and content. 
3. It relies heavily on the use of data. 
4. It encourages the team approach. 
5. It is politically sensitive. 
     Diamond (1989, p. 7) 
In the systematic model, the emphasis – in contrast to that of the strategic model – is 
on a thorough planning of the details of the program itself. Basic planning inputs are 
considered but this model has a narrower view of what should be practised in 
developing programs.  
Both the strategic and systematic models clearly and thoroughly describe the steps 
for developing new programs. The advantages of the strategic model are that the new 
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program will conform to the mission and vision of the organisation (the university); 
and that the stakeholders’ interests have been taken into account. Hence a co-
ordinated and uniform new program will be developed in the university. It avoids the 
danger of “market-share cannibalisation” which is caused when different 
schools/departments within the same university offer effectively similar courses or 
programs which compete with one another. The advantage of the systematic model, 
by contrast, is that the essential procedures for developing new programs have been 
clearly illustrated, establishing effective guidance for a less-experienced program 
developer. 
However, both of these approaches have a number of deficiencies in terms of 
meeting today’s new program development needs. Some critical elements at the 
planning stage which will affect the success of new programs have not been 
considered – neither model takes into consideration elements such as: 
facilities/technologies requirements, or the availability of adequate staff expertise to 
develop or deliver the new programs. These models are therefore unable to cope with 
the complex, fast-pace and stringent technological demands of rapid, market-driven 
curriculum development. 
Other discussions on curriculum development include, inter alia: Dressel (1971, pp. 
267-281), who suggests eleven different curriculum models for general university 
programs; or Ristau and Roth (1977, pp. 157-158), who discuss a philosophical 
foundation for program development. None of these, however, adds significantly to 
the two models described above – and, in the interests of space, I have omitted a 
detailed discussion of these authors’ contributions. 
In the next section, I discuss EC/EB education and examine whether the current 
EC/EB curricula are using specific curriculum development models. 
2.2 EC/EB Education at the Tertiary Level 
Before I discuss the literature of EC/EB curricula, I briefly discuss why I have 
focussed on the need for EC/EB education in the AP region.  
2.2.1 The need for EC/EB education 
As I mentioned earlier, prior to 1999 very few EC/EB programs were offered in 
universities in the AP region. Around 2000, however, there was a sudden burst of 
interest in this area. A number of universities began to offer such programs at a very 
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rapid rate – which may have been due to the demand for graduates with knowledge 
and skills in this field. 
Firstly, the need to teach EC/EB was motivated by significant worldwide employer 
demand for graduates. Despite the bursting of the dot.com bubble in April 2000 
(Buckman 2000; Fingar & Aronica 2001, pp. 253-261) and the rather later telecoms 
crash of 2002 (The Economist 2002; Freeman 2002), there is still a need for EC/EB 
skilled employees for internet-related jobs among brick-and-mortar companies (IT 
Skills Hub 2003). The OECD (2002) reports that EC has the potential to transform 
economic activity, but transactions are taking off more slowly than predicted in the 
years before the bursting of the dot.com bubble. However, electronic transactions 
continue to grow and the Internet is increasingly used for purchasing (OECD 2002). 
This article also points out that the need for Information Communication and 
Technology (ICT) skills at all levels of competence is of continuing concern, 
suggesting an on-going demand for EC graduates over the coming years. I discuss 
this phenomenon in greater detail in Section 7.1. 
Secondly, university Departments or Schools without EC/EB offerings risk losing 
students interested in this area. Employers seeking graduates with EC knowledge and 
skills also motivate universities to offer these programs (Dean and Nasirin 2002, 
p.380; Wheeler 2002, p.204). A thorough discussion of universities’ activities in 
response to this demand is found in Section 6.3.2. 
Thirdly, government promotion provides another major impetus for universities to 
offer EC/EB programs, as the following summary illustrates. In the late nineties, 
member governments of the Asia-Pacific Economic Cooperation (APEC) tried to 
find ways to encourage and facilitate greater participation by Small and Medium 
Enterprises (SMEs)10 in the online economy and global commerce. The Asia Oceania 
Electronic Marketplace Association (AOEMA)11 worked with APEC to propose a 
project for identifying best practices for SMEs planning to implement EC. This 
report was compiled in October 2001 (AOEMA 2001) and shows clearly that 
                                                 
10 SMEs definitions differ widely in the APEC region, and depend on the phase of economic development as well as their 
prevailing social conditions. Various indexes are used by member economies to define SMEs, such as number of employees, 
invested capital, total amount of assets, sales volume and production capability. The most commonly used index is the number 
of employees.  
Source: APEC Survey on Small and Medium Enterprises < http://www.actetsme.org/archive/smesurvey.html#p1> 
 
11 AOEMA is a not-for-profit international association dedicated to the promotion and development of electronic commerce in 
the Asian region. Since 1996, it has been focused on the issues that SMEs have with the implementation of electronic 
commerce. During that time it has worked closely with APEC in order to access the broadest range of SMEs through 
government contact. 
 
Chapter 2 25 
 
governments in the AP region had espoused regional promotion of EC with great 
enthusiasm. 
In Australia, throughout 1998-99 the Australian Government played a significant role 
in the development of the Organisation for Economic Corporation and Development 
(OECD) Guidelines for Consumer Protection in the Context of Electronic 
Commerce, which provide guidance for businesses around the world. In 1999, the 
then Minister for Financial Services and Regulation, Joe Hockey, appointed an 
Expert Group of leading industry and consumer professionals to advise him on 
consumer protection in EC. The Expert Group looked at how the OECD Guidelines 
could be translated into practical tools for business and developed Building 
Consumer Sovereignty in Electronic Commerce: A Best Practice Model for Business 
(Commonwealth of Australia 2000) which, on its release, was one of the world's first 
self-regulatory responses to the OECD Guidelines. Other examples of Australian 
government initiatives in the EC arena include the Western Australian Electronic 
Commerce Centre, which is run by the Western Australian Department of Industry 
and Technology (Department of Industry and Technology 2002) and the federal 
Attorney-General’s Department (2002) web site, which gives legal and policy advice 
on a range of EC issues. 
In Hong Kong, the Chief Executive of Hong Kong, Mr Chee Hwa Tung, set a vision 
for Hong Kong to be “a leader and not a follower in the information world of 
tomorrow”, as well as to use Information Technology (IT) to retain its competitive 
edge and to drive overall economic expansion (Hong Kong Digital 21 Strategy 2001, 
p.4). In November 1998 the Government initiated the development of Hong Kong as 
a leading digital city (Digital 21 199912). Demand increased as the Hong Kong 
Government began to provide encouragement for EC activities (see Daily 
                                                 
 
12 To realise the Chief Executive's Information Technology (IT) vision, the Information Technology and Broadcasting Bureau 
of the Hong Kong Special Administrative Region Government commissioned the 1998 Digital 21 Strategy in November 1998. 
The strategy focused on building Hong Kong's information infrastructure and putting in place the right environment for e-
business to prosper. 
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Information Bulletin 1998 13 ; Daily Information Bulletin 1998a 14  and The 
Government of Hong Kong Special Administration Region 199915). 
 In Singapore the government launched an Electronic Commerce Plan in 1998, to 
stimulate the widespread adoption of EC in Singapore, and to strengthen Singapore’s 
position as an international e-commerce hub (Chen 2001, p.9). In addition, the 
Singaporean government has its own web site which encourages its citizens to move 
to EC (Info-communications Development Authority of Singapore 2000). In 2000, 
the Singapore government set aside S$150 million to make the e-government action 
plan a reality. Mr. Tony Tan Keng Yam, Deputy Prime Minister and Minister For 
Defence said, “Governments all over the world have a major role to play in realising 
the socio-economic potential and benefits of the internet economy for their industries 
and their citizens.” The e-government action plan includes the establishment of a 
broadband network  Singapore ONE  and more than 99% of homes, all schools 
and many public libraries and community centres have access to this network. The 
government has also put in place a secure infrastructure to support EC (McNulty 
2000). To further strengthen the adoption of EB and increase EC transactions among 
businesses in Singapore, the Infocomm Development Authority of Singapore (IDA) 
and Singapore Productivity and Standards Board (PSB) has put in place a S$30 
million incentive programme, known as the e-Business Industry Development 
Scheme, which is still in existence in Singapore (as at February 2003). The money 
provided by this project is designed is to fund companies which already have some 
EC capabilities and which are seeking to further their activities in this area; and 
which have the ability to generate a large volume of online transactions. The 
applications for funding are evaluated on a case-by-case basis and one of the 
selection criteria is that projects will bring more client/supplier companies online 
(Infocomm Development Authority of Singapore and Singapore Productivity and 
Standards Board 2000). The Singaporean government is encouraging its SMEs to 
move into the EC environment. 
                                                 
13 In April, 98, Mr Donald Tsang, the then Financial Secretary, stated that the market conditions for mass market E-commerce 
would  ripen progressively over the coming years and during this time governments would have some precious breathing space 
in which to address the relevant issues which are appropriately their responsibilities in the promotion and facilitation of E-
commerce.  
 
14 In June, 98, Mr Tak Hay Chau, the then Secretary for Trade and Industry, at the meeting of the Asia-Pacific Economic Co-
operation (APEC), announced a work programme developed by the APEC Task Force on Electronic Commerce. 
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15 In Feb., 99, Mr K C Kwong, the then Secretary for Information Technology and Broadcasting, when addressing members of 
the business associations of Germany, Australia, Austria, France, Singapore and Hong Kong, said, "Our aim is not only to 
provide more efficient and better quality public services to the community, but also to encourage the community to accept 
electronic commerce as an integral part of daily living." 
In New Zealand, the Minister responsible for EC is the Minister for Information 
Technology. This position has been held by Hon Paul Swain since 1999 and the 
Government has consistently maintained a web site on EC policy and initiatives, 
including the EC strategy and regional broadband initiatives (New Zealand Ministry 
of Economic Development 2002). In March 2001, the New Zealand government set 
up the Electronic Commerce Action Team (ECAT) which is a group of private sector 
representatives tasked with driving the uptake of EC in New Zealand. ECAT set up a 
government funded project, nzecommerce.co.nz for providing quality assistance to 
New Zealand business (nzecommerce.co.nz).  
These limited examples show clearly that governments in the four AP regions 
studied were eager to move to EC in the late nineties – and that this enthusiasm has 
shown little or no sign of waning, despite the bursting of the dot.com bubble and the 
subsequent press claims that “eCommerce is dead”. With both government and 
employers still comparatively enthusiastic about EC/EB, it is hardly surprising that 
universities, searching for attractive degree programs to entice fee-paying students, 
would be equally enthusiastic about offering EC/EB courses and full degree 
programs.  
But what should these EC/EB programs contain? In the next section, I provide a 
literature review of tertiary EC/EB programs. 
2.2.2 Literature of EC/EB learning and teaching issues 
Before I start to investigate EC/EB curricula, I would like to examine the literature 
on EC/EB teaching and learning issues, as Helsby (1999) suggested because they are 
very much part of the curriculum. Helsby (1999) in Knight (2001) states:  
The expectation that higher education will help students to become more autonomous 
compounds that complexity and draws attention to curriculum scholars’ view that 
curriculum is more than just content. It can be defined as a set of purposeful, intended 
experiences. It may be divided into at least four parts: content, organisation, learning 
and teaching methods, and assessment. 
The relevant literature is discussed below. 
Teaching EC development courses (subjects) needs to cover both business concepts 
and the application of technology and tools (Surendra 2000). Projects on teaching EC 
concepts by using simulation techniques in order to provide students with real 
experience of EC include, for example, Parker and Swatman who developed a series 
of web-based business simulations: Teaching Realistic EDI and Telecommunications 
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(TREAT) (Parker and Swatman 1997), later extended into Teaching Realistic 
Electronic Commerce (TRECS) (Parker and Swatman 1999). Joyce (1998) describes 
a virtual electronic teaching environment, the Deakin Electronic Trading Community 
(DETC), which was developed by staff within the Deakin University School of 
Information Systems to demonstrate the principles of EC to students. Rosenbaum & 
Davenport (2000), used a pedagogical strategy of problem-centred learning, and a 
virtual economy  a simulation of a competitive marketplace for information 
products and services which provides a challenging, student-centred learning 
environment where students are experiencing EC in real time. Hajnal & Riordan 
(2002) used a simulated company experience, where students can come to appreciate 
what business functions are, and where they can experience some of the challenges a 
firm faces on the road to becoming an integrated, EB enterprise. 
Teaching EC technology by means of a team-project technique is also found in the 
discussions of Chan (2002) and Rob (2002). Through this technique, opportunities 
are provided for students to develop real-life EC systems. Bartholome and Olsen 
(2002) mention that students of Business Information Systems Department at Utah 
State University are required to complete an internship of at least 300 hours working 
with a business in some phase of their EC course. These examples show how 
individual EC subjects are being developed and implemented in order to relate EC 
concepts to real life situations to enhance students’ experience. They also imply that 
teaching has been moving from a primarily lecturing-based style of pedagogy which 
promotes passive learning, to an active learner-focused style. EC has seen a 
proliferation of interdisciplinary teaching (Crable, Walker & Gunnarsson 2002; Ge & 
Sun 2000) and EC courses are often designed for multidisciplinary programs 
(Dhamija, Heller and Hoffman 1999). Lang and Zhao (2000) discussed the role of 
EC in the transformation of Distance Education. Vogel and Klassen (2000) analyse 
the iMBA program of the Faculty of Business, City University of Hong Kong to see 
how the management, teaching and learning culture has been affected by networked 
learning. Attributes of EC introduction and adoption are drawn upon to explain and 
predict emergent cultural change in faculty involved in networked learning. Vogel 
(2001) organised a conference on developing a dynamic, integrative, 
multidisciplinary research agenda in EC/EB in Salzburg, Austria, with active 
participation from educators and researchers from around the world. Recently, Zhang 
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and Chau (2002) describe how one university in China created and incorporated EC 
courses with native reference tools, indicating that the trend continues. 
In the next section, I look at EC/EB curricula. 
2.2.3 EC/EB curricula  
EC/EB emerged in North America in the early ‘90s. The first popular, user friendly 
Web browser, NCSA Mosaic, was introduced in 1993 (NCSA Mosaic 2002). This 
browser began to bring people and business to the Web. By the mid 90s, many 
universities in the United States and Canada started to offer EC/EB programs (see 
Section 1.1.3.1). But, surprisingly, not many journal papers discussed the issue of 
EC/EB curricula.  
Ngai and Wat (2002) did a survey of nine journals16 and thirty-five IS publication 
outlets17. From these publications, they identified 275 EC articles from 1993 to 1999 
and catagorised them into four broad EC research categories: applications, 
technological issues, support and implementation and others. However, only 7 
articles were found in the education and training sub category within the application 
category. Perhaps even more surprisingly, of these seven articles, not a single paper 
discussed EC/EB curricula. I therefore extended my search to business education 
journals, some IS and EC conference proceedings, the Americas Conference on 
Information Systems in 2000, the Educational Resources Information Center (ERIC) 
database – and finally identified some articles on EC/EB curricula. 
However, there is still a limited number of references in the literature, perhaps 
because it is still ‘new’, or perhaps because academics do not think that curriculum is 
an interesting research topic. The following quotations may shed some further light 
on this topic. 
Diamond (1988, p.2) notes that:  
in many instances, the faculty involved in course development activities have devoted 
significant time and energy despite the fact that often they received little recognition for 
their efforts, no matter how successful these projects were.  
 
                                                 
16 The nine journals included the: Communications of the ACM, Decision Support Systems, IEEE 
Computer, IEEE Internet Computing, Information and Management, Information Management and 
Computer Security, International Journal of Electronic Commerce, Internet Research and Journal of 
Organizational Computing and Electronic Commerce. 
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17  Ngai and Wat’s 35 publication outlets were based on Walczak, S. (1999) A re-evaluation of 
information systems publication forums 40 (1) pp.89-97. 
Dutt  (1997, p.6) adds that: 
curriculum development is a complex task, particularly in a rapidly evolving field such 
as information systems. There is always the danger that a course developed in reaction 
to an industry need will become obsolete in several years as technology changes.  
Sagi (2000, p.2) makes the point that:  
Developing an EC course is very challenging.  
And Siau and Davis (2000, p.21) warn that: 
E-Business is changing every day and every hour. What was true one month ago may no 
longer be true today. 
In the next section, I review the literature on EC/EB program curricula and see 
whether academics have applied any curriculum development techniques or theories.  
2.2.3.1 Earliest EC curricula 
One of the earliest reports in the literature about EC curricula was from Australia in 
1997 where Deakin University offered an undergraduate EC specialisation 
(Braithwaite, Fountain & Joyce 1997). The program bridged the operations, 
communications, management and marketing requirements of industry. Table 2-1 
shows the structure of the EC Majors. 
 
Table 2-1 Structure of EC Majors of MIS Degree at Deakin University in 1997  
Source: Braithwaite, Fountain & Joyce (1997) 
Bachelor of Commerce 
Six Unit from: 
Master of Commerce 
Four units from: 
Unit Description 
LEVEL ONE 
Business Information systems Business Information Systems Provides a basic understanding of 
computers and communication systems. 
LEVEL TWO 
(At least 2 units) 
Systems Implementation A Systems Implementation Provides a basic understanding of human-
computer interaction and software 
concept. 
Information Systems 
Networks 
Business Communication 
Networks 
Provides essential skills and knowledge in 
computer based communication systems. 
Introduction to Business on 
the Internet 
Commerce over the Internet Provides exposure to practical skills and 
knowledge in using services available on 
the Internet, and experience in new 
business practices and opportunities. 
Electronic communication and 
Information sources 
 (offered by School of Computing and 
Mathematics) 
LEVEL THREE 
(at least two units) 
Advanced Internet 
Applications 
Internet Business Applications 
Development 
Extends students’ knowledge and 
experience of the tools available for 
Internet and Intranet communication. 
Electronic Commerce Electronic Commerce Discuss a variety of fundamental concepts 
associated with electronic commerce 
including EDI, EFTPOS, and trading over 
the WWW, and elaborates on associated 
issues including security, business impact, 
technology and legal aspects. 
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Bachelor of Commerce 
Six Unit from: 
Master of Commerce 
Four units from: 
Unit Description 
Information Systems Project  Gives students the opportunity to 
consolidate the skills they have acquired 
by applying them to the development of a 
business-oriented web site or similar 
project. 
Electronic Document Design  (offered by School of Computing and 
Mathematics) 
The table shows us that the subjects in the earlier EC programs made use of many 
existing IS subjects. 
About the same time, in the United States, Dutt (1997, p.2), then at Bloomsburg 
University, found that the various IS model curricula developed in the past twenty 
years did not deal with EC in any significant way. He suggested that an integrated 
approach which both focused on EC studies and provided students with the 
opportunity to conduct actual EC operations would be a more appropriate way of 
teaching this increasingly important area of IS.  
Wang (1998), based on an Internet survey undertaken during summer 1997, 
suggested one of the earliest EC curricula. He identified twenty MBA programs and 
fourteen undergraduate programs in the US which possessed significant components 
of EC. He believed that EC programs were essentially industry-independent but 
associated with the background of IT. He summarised the common characteristics of 
these programs into a curriculum structure for EC, as shown in Figure 2-5.  
 
Figure 2-5 A Curriculum Structure for EC  
Reproduced from: Wang (1998, p.32) 
We can see that the curriculum structure of early EC borrowed from existing 
academic areas such as IS, accounting and law. 
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The literature of the late 1990s shows an increasing emphasis on specific aspects of 
EC, as institutions responded to the variety of demands from the market. Davis et al. 
conducted a survey on online EC courses (subjects) in Canada and the United States. 
As at March 1998, there were about 50 courses offered (Davis et al. 1998, p.36) and 
the authors categorised EC programs into four major groups: 
 General “business-centric” Electronic Commerce majors. 
 Business-oriented Electronic Commerce majors or concentrations taken in 
association with a certain amount of training in information systems. These 
programs usually are associated with an MIS department. 
 Electronic commerce programs with a specialized focus within business. The 
focus is usually on marketing. 
 Hybrid management/technical “Techno MBA” programs with Electronic 
Commerce in the title.  
(Davis et al. 1998, p. 22) 
Still later in the decade, a number of additional articles on EC/EB curricula were 
published. These either describe EC/EB programs within the author(s)’ own 
institutions or provide a survey of EC/EB programs in a number of universities 
within a region. Although these articles do not add greatly to the overall 
understanding of EC/EB curriculum development, they do show the basis on which 
many of the courses taught were being developed. In the next section, I summarise 
these EC/EB curriculum articles from 1997 to 2002. 
2.2.3.2 EC/EB curricula 1997-2002 
The summary of the EC/EB curriculum articles from 1997 to 2002 is listed in 
Appendix II. I divide these EC/EB curriculum articles into 2 categories: local and 
regional. Local means the curriculum was intended only for that particular university. 
Regional refers to a focus on an area, i.e. many universities. I have also divided the 
articles into those which focus on graduate programs (masters, post graduate 
certificates/diploma); and those which focus primarily on undergraduate programs 
(bachelors). I examined about twenty papers on EC/EB curriculum and Table 2-2 
summarises the EC/EB curricula research articles from 1997 to 2002. For a 
description of each paper, please refer to Appendix II (EC/EB research papers on 
curriculum). 
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Table 2-2 EC/EB Curriculum Research Papers from 1997-2002. 
 Undergraduate programs or 
individual subjects 
Graduate programs 
 
local 
Braithwaite, Fountain and Joyce (1997) 
Brookshine, Williamson and Wright (2000) 
Ee(2001) 
Hecht (2000) 
Sagi (2000) 
Siau and Davis (2000;2000a) 
 
Chan and Knight (2000) 
Fedorowicz and Gogan (2001) 
Jenkins (2001) 
McCubbrey (1999) 
Nickerson (2000) 
 
 
regional 
Davis (1998) 
Dutt (1997) 
Etheridge, Hsu and Wilson (2001) 
King, Frank and Platt (2001) 
O’Hara (2000) 
Wang (1998) 
 
Chan (2001) 
Dean and Nasirin (2002) 
Durlabhji and Fusilier (2002) 
Etheridge, Hsu and Wilson (2001) 
King, Frank and Platt (2001) 
Mahrer and Brandtweiner (2001) 
Novitzki (2002) 
O’Hara (2000) 
Wang (1998) 
 
 
Among all these curriculum research papers, very few discuss the development of 
overall curricula. Examples of this broader approach are Dean and Nasirin (2002), 
Wheeler (2001) and Fedorowica and Gogan (2001). 
Dean and Nasirin (2002) focus on the development of EC/EB education within the 
structure of an MBA program, suggesting two models for EC courses (subjects) and 
curricula at the masters levels. These authors studied the EC offerings of MBA 
programs and non-MBA programs by the top fifty UK business schools and suggest 
two different approaches for implementing EC content within a curriculum: the 
integrated, interdisciplinary (refer to the Recommended Curriculum Model of Figure 
2-6 below); and nonintegrated approaches (Refer to the Problematic Curriculum 
Model of Figure 2-6 below). 
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Figure 2-6 EC Content Delivery Models for Masters Level 
Source: Dean and Nasirin (2002, p.384) 
The first approach  integrated, interdisciplinary – is the one which these authors 
recommend. Within this model, courses offered by business school teaching 
departments such as Marketing, Accounting, IS and other disciplines include some 
EC content, together with traditional content in their core course offerings. In this 
way, all students obtain some EC principles within the context of the respective 
discipline, whether they plan to specialise in EC or not. This approach also suggests 
that students obtain prerequisite subjects prior to taking the EC specialisation. 
The authors found that the second approach  non-integrated – led to a number of 
potential problems. Using the example of a specific MBA degree program, they cite 
the case of an EC survey course (possibly they are referring to a general introduction 
to, or survey of, EC) which was offered early in the sequence of classes then 
followed by the traditional courses. They found that this structure led to two quite 
separate problems: understanding on the part of the students of the EC survey course; 
and the staffing of the courses themselves: 
• in terms of student understanding, the authors found that it was not effective 
to talk about EC marketing, for example, without an understanding of basic 
marketing principles and strategies; 
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• in terms of staffing the course, they also found that staff assigned to teach the 
EC survey course faced the difficult task of trying to stay abreast of topics 
and evolving practice and theory across multiple disciplines. 
There is another disadvantage to this model  as EC principles become accepted as 
part of reference disciplines, topics taught in the course eventually also appear in the 
courses offered by each business discipline. This “content erosion” means that 
faculties who invest in lecture content become unable to use their preparation over 
many offerings of a course. A lot of wasted course preparation effort results from this 
early multidisciplinary course.  
The Dean and Nasirin article has the potential to cast considerable light on the issue 
of integrated vs. non-integrated EC/EB academic curriculum development. 
Unfortunately, however, it appears that these authors have concentrated their efforts 
on discussing the problems brought about by teaching an inter-disciplinary course 
into an MBA program, rather than considering the broader issue of how to create an 
integrated EC/EB curriculum per se. As a result, although they make some very 
useful points about the need to link course content in an effective manner across 
disciplines, they do not add significantly to my discussion of the way(s) in which 
EC/EB curricula are actually being built. 
Wheeler (2000) suggests three design principles for EB curricular initiatives and, in a 
later article, adds two further principles for designing and executing an EB curricular 
revision within Schools of Business at both undergraduate and master’s levels. The 
five principles are: 
1. Design for the end state – examine whether e-business is an area of study, such 
as the academic discipline of marketing, or more of an interdepartmental 
process such as business process reengineering. 
2. Design for speed – the landscape of e-business is changing rapidly, an a 
curriculum’s relevancy is dependent on engaging the speed imperative. 
3. Design for an evergreen evolution over time – similar to trees that adapt to a 
range of climates and stay green all year, the governance of an e-business 
curriculum must enable adaptations toward the end of ‘e’. 
4. Design to cultivate absorptive capacity – absorptive capacity has been defined 
at the organizational level as “… the ability of a firm to recognize the value of 
new, external information, assimilate it, and apply it to commercial ends. …” 
The prior knowledge of a firm and its individuals affects a firm’s absorptive 
capacity. Our concern is to cultivate absorptive capacity at the individual 
student level. 
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5. Design for global commerce in a connected-world – an e-business curriculum 
must incorporate an international view at its very core, rather than treat it as a 
separate set of topics added on at the end of a course. 
   Wheeler (2002, pp.204-209)  
Wheeler (2002) also argues that three end states for EB curricula seem possible: 
1. An integrated set of courses that composes an e-business major. 
2. A collection of topic eBusiness courses 
3. e-business concepts being diffused into existing courses without a special e-business 
offering 
   Wheeler (2002, p.205) 
Wheeler (2002) addresses the five principles in designing EB curricula. These 
principles may at first sight appear rather simple, but executing them within the 
political framework that always exists in university curricular revision is not nearly 
so simple, i.e. it is very hard to implement in practice. Hence a more practical way 
for developing EC/EB program offerings becomes essential. 
Fedorowica and Gogan (2001, p.318) believe that some professors feel accelerated 
expectations for curriculum development and professional development activities 
conflict with their research agendas. To solve this problem, they suggest two ‘new’ 
processes for developing fast-cycle EB curricula, and demonstrate these by a case 
study of Bentley College in Massachusetts. The two processes are research-driven 
curriculum and stakeholder-driven curriculum initiatives.  
Research-driven curriculum development is where new subject materials are 
generated and introduced into the curriculum within the first six months of an 
ongoing research effort. Stakeholder-driven curriculum development starts with an 
analysis of stakeholder needs and preferences. The stakeholders here include 
students, alumni, current and potential employers, and benefactors. The stakeholder 
driven curriculum development processes came in two waves. In the first wave, a set 
initiative enhanced faculty members’ awareness by having key stakeholders 
providing knowledge about best practices in several IT-intensive business activities. 
In the second wave, the stakeholders helped to define and scrutinize the development 
of several new graduate programs. 
Both research-driven curriculum and stakeholder-driven curriculum development 
processes can give rise to a need for new or directed resources and reconsideration of 
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existing policies and practices. However, both of these processes rely considerably 
on the availability of internal staff/stakeholders’ expertises which may lead to 
coherency of the whole program.  
Since these three articles are clearly of considerable interest to anyone investigating 
EC/EB curriculum development, I examined the advantages and drawbacks of all 
three sets of recommendations – Dean and Nasirin’s (2002) integrated and 
interdisciplinary development approach for masters programs; Wheeler’s (2002) five 
principle for designing EB programs; and Fedorowica and Gogan (2001) fast-cycle 
curriculum development strategies to the EC/EB program development – very 
carefully; and have drawn a number of conclusions from them:  
Firstly, the majority of the published articles relate to the US, with only two 
academic discussions of EC/EB curricula in the AP region having been written 
(Braithwaite, Fountain & Joyce 1997; and Ee 2001). Even these papers only covered 
the authors’ own institutions, Deakin University and Curtin University of 
Technology, leaving  a gap in the research relating to EC/EB education in the AP 
region. I hope that my own findings relating to EC/EB programs in the AP region 
have gone at least some way towards closing that gap (Chapter 6, in particular, 
contains the results of my major surveys of institutions and individuals developing 
such programs in the region). 
Secondly, it is evident that technology is central to EC/EB, so that the rapid changes 
in technology make demands for constant changes in curricula. The question of how 
much lead-time for development is available for EC/EB programs is of critical 
importance but is not discussed in the literature except in Fedorowicz and Gogan 
(2001). The contributions of my research to this issue are discussed in Chapter 8.  
Thirdly, it is clear that EC/EB programs were offered by different institutions over 
very short periods of time, e.g. in the United States (US), about two-thirds of the 75 
departments which responded to Dutt’s survey did not teach EC courses at either the 
graduate or undergraduate level and did not plan to add one in 1996 (Dutt 1997, p.2); 
and yet 20 postgraduate programs and 14 undergraduate programs were found in 
1997 (Wang 1998, p.33 ); five times more courses were being offered in 1999 than in 
1997 (Sendall 1999) and more than 77 EB programs at AACSB-affiliated business 
colleges programs were available in 2000 (only the AACSB-affiliated programs are 
counted in this survey – note that some US universities are not AACSB-affiliated) 
(Etheridge, Hsu & Wilson 2001, p.328). Growth in EC graduate programs from 
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February to November 2000, within several months, increased 109% (Durlabhji & 
Fusilier 2002).  
In Australia, the growth rate was particularly fast, with 30 out of 38 universities 
offering such courses in 2002 (Chan 2003; Australian eBusiness Guide 2001, pp. 
577-597). In Hong Kong, only one EC subject was offered in 1995 (Singtao 2000) 
and only one university started to offer an EC program in 1999 (Kwok 2000). But by 
2003, 7 Hong Kong universities out of 8 offered EC/EB programs. The relevance of 
this ultra-rapid program development is clear – no matter which development 
approach one favours, it is difficult to see how the developers can ensure the highest 
possible quality within the time available. 
Finally, the literature seldom shows no evidence of the use of curriculum 
development theories for these new programs, nor of the use of any theories to 
support the findings of the authors writing on this topic. Only four papers (see 
Fedorowicz and Gogan 2001), discuss curriculum development technique, with only 
three further papers (Dean and Nasirin 2002; and Wheeler 2000, 2002) discussing 
approaches to integrating EC content into academic educational programs. It is also 
interesting that these four papers are among the most recent of those published on 
EC/EB curriculum issues. The lack of established theory on this topic left me largely 
to make my own way in identifying curriculum development approaches and 
techniques; and led me to make use of empirical data-gathering to establish just what 
was happening in the Asia-Pacific region in terms of academic EC/EB program 
development. I discuss these findings in Chapters 6-8 and the theory which informs 
this research project can be found in Chapter 5. 
In the next section, I consider the role of pedagogy and market orientation in EC/EB 
programs. 
2.3 Role of Pedagogy and Market Orientation in EC/EB Programs  
I have discussed the role of pedagogy in EC/EB programs, particularly the teaching 
and learning issues, curriculum development method and the content of the 
curriculum in Section 2.2. There is little evidence of the use of pedagogical theories 
in developing new EC/EB programs, as the last column of Appendix II shows. From 
the literature, there are very few discussions about the pedagogical issues of EC/EB 
programs. 
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In the late eighties, universities were shifting into a phase where the curriculum was 
market-driven, in an economic sense. Jones (1990, p.161) illustrates this by the case 
of the Commerce Faculty of the University of Auckland. 
Over the past four years (1986-90) at the University of Auckland, first year enrolments 
in Commerce have more than doubled to a point where new enrolments each year will 
approach to a thousand and still not satisfy the demand. The reasons for this wish to 
graduate in Commerce are not hard to divine. Commerce students are more 
‘employable’ than almost any other cohort (according to figures published annually by 
the NZ Vice Chancellors’ Committee), and they earn salaries which are significantly 
higher than graduates who emerge with other degrees. This is an international 
phenomenon.  
The new EC/EB programs will bring income to the universities, particularly as the 
majority of these programs are fee-based. This is absolutely true in both the Hong 
Kong and Australian situations, where all the EC/EB masters degree programs are 
fee-based. Students have to pay a large amount to study an EC/EB program, (see 
discussion later in Section 8.4.4). This situation is very similar to that of the 
universities in the United States – or, indeed, almost anywhere within the English-
speaking or Anglo-influenced academic community.  
The situation is different for those countries where there is no charge for education, 
for example, Germany. In Germany, the term ‘university’ implies a certain quality of 
education  higher rather than further  something which makes university 
education qualitatively different from other forms of education that occur after initial 
education (Jarvis 2001). Higher education is free, and the German government 
sponsors almost all funding of universities. Business schools, in the sense in which 
this term is used in the English-speaking world, are unknown in German state 
universities (although there are a few, rather small, private universities which have 
Anglo-style business schools offering MBAs – many of them teaching primarily 
foreign, i.e. non-German, students), and it is interesting to note how few EC/EB 
programs are offered in German universities, in comparison with the English-
speaking world in general and the AP region in particular. 
Nowadays universities in the AP region are under-funded by governments. This 
ensures that they earn income by responding to demands from potential fee-paying 
students or their employers (Jarvis 2001, p.8). Education has become a commodity to 
be sold in the marketplace of learning (Shumar 1997). Basically, it is not education 
that is the commodity, it is knowledge, since this has become a knowledge society 
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(Stehr 1994). In the marketplace, the significance of knowledge is well illustrated by 
Lyotard (1984, p.5) quoted in Jarvis (2001, p.9). 
Knowledge in the form of an informational commodity indispensable to productive 
power is already, and will continue to be, a major – perhaps ‘the’ major – stake in the 
world-wide competition for power.  
EC/EB degree programs are a commodity of ‘new’ knowledge, and there was thus a 
demand from the market for the development of such programs.  
The new programs, driven by market demand, have been developed over a very short 
time period, leaving little time to think about the needs of pedagogy. The 
universities’ purpose is to assemble a service product  new EC/EB degree 
programs which can and should be done efficiently. Therefore, I would argue that 
EC/EB programs which have emerged during these few years, are more oriented to 
the market than to pedagogy. 
In the next section, I discuss the tertiary education as a market. 
 
2.4 Markets and Competition in Tertiary Education  
There was rapid growth in university enrolments in all the OECD countries after the 
Second World War (Williams 2000, p.150). In Australia, higher education was free 
prior to 1974. In 1980 a small charge for overseas students was introduced, and in 
1985 fees began to apply. In 1988 the Higher Education Contribution Scheme 
(HECS) was introduced (Williams 2000, p.156), albeit originally at a very low level 
(A$250 per annum). Since then (1987) competition has existed in Australian higher 
education (Marginson 2000), with tertiary institutions having considerable discretion 
to set their own course priorities. Over the past decade and a half there have been 
substantial shifts in the distribution of courses across the sector in response to labour 
market developments and student demand. (Department of Education, Training and 
Youth Affairs 1998). Marginson and Considine (2000, p.3) studied 17 such cases in 
Australian universities, and found the following changes in the universities studied: 
• Forms of university governance and academic work that survived previous 
restructures are now under more direct assault. In many places, claims to 
privilege and special status outside the market have been rejected. 
• Strong increasingly independent forms of executive control give expression to 
the contemporary university’s idea of itself as an ‘academic enterprise’. We 
have chosen the title The Enterprise University to symbolise the emergent 
institutional type. 
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They claimed that universities are moving to the form of some sort of ‘enterprise’ 
and they further describe some characteristics of the Enterprise University as: 
• University purpose is now defined by forms of strong executive control. 
• University missions and governing bodies start to take on a distinctly corporate 
character (drawn not so much from business, itself as from an ‘ideal form’ 
corporation modelled in public sector reform), marketing mediates much of the 
relationship with the world outside, and performance targets are superimposed 
on scholarly honorific 
• Driving these changes is a redefined internal economy in which under-funding 
drives a ‘pseudo-market’ in fee incomes, soft budget allocations for special 
purposes and contested earnings for new enrolments and research grant. 
• Some elements of this ‘market’, particularly the education of international 
students, are driven by a frankly commercial and entrepreneurial spirit, now a 
key (though by no means always dominant) element of the enterprise culture. 
(Marginson & Considine 2000, p.4) 
There has been increasing pressure on Australian academics to undergo 
metamorphosis to become more commercialised service providers in the higher 
education ‘industry’. Students are attracted to universities through marketing and 
promotion activities which inculcate the perception that the student is a customer 
(Brennan & Bennington 1998). And this phenomenon is not restricted to Australia – 
Moogan, Baron and Harris (1999) examined the decision-making behaviour adopted 
by candidates hoping to gain admission into higher education institutes in UK. Their 
surveys suggested that potential students find the decision-making process to be 
complicated and risky, and that they spent a lot of time exploring, investigating and 
examining all the evidence. With the introduction of student fees in 1998 in the UK, 
prospective students became even more selective and searched for institutions which 
could offer the best value for money.  
In Hong Kong, the University Grants Committee (2002) announced the Higher 
Education Review 2002 on 26 March. One of the recommendations was to create 
extra capacity at senior years of universities for new entrants and to introduce a 
credit accumulation and transfer system to facilitate student mobility. This 
recommendation further encourages universities in Hong Kong to compete with one 
another for the in-take of students with academic excellence. 
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Kotler and Fox (1995, pp.4-5) point out that “making a direct comparison between 
university and business would have been shocking a few decades ago”. The mindset 
of the public at large had changed significantly from the time when: 
Educational institutions educated students, relying on money from intuition and gift to 
pay teachers; salaries and the other expenses of operating their programs. Their aim 
was to impart knowledge and skills that would improve the lives and work opportunities 
of their graduates. Businesses, in contrast, aimed to make a profit, defined in narrowly 
financial terms. Education and business were considered distinct “worlds” with little or 
nothing in common. 
However, Kotler and Fox (1995, p.6) believe that when educational institutions 
encounter problems such as a decline in the number of prospective students, 
donations, and other resources in the face of mounting costs, they would tend to shift 
to a marketing-oriented approach in order to attract more students. 
The higher education sector is moving from ‘education’ to ‘business’ can be further 
demonstrated by NOIE’s report on EB in education sectors (NOIE 2002). NOIE 
provides a scan (March and September 2001) of the different way EB is currently 
being used in the higher education in Australia and New Zealand. The findings are 
illustrated below. 
 
• Deakin University demonstrates the breadth of its initiatives in the field of 
eCommerce, that is online financial transactions. Deakin University is also 
developing its broader eBusiness capability, for example with links between the 
front office delivery of online learning and the back office processes that 
support the front office services, such as online library systems. 
• University of Western Australia provides a snapshot of its current activities and 
future plans in eBusiness. The University is particularly active in facilitating 
online payments. 
• Flinders University is a typical position amongst Australian universities at 
present: the university is focusing on online student enrolment, online fee 
paying and eProcurement. 
• Curtin University has participated in an online auction process for 
travel(hotels), with Optus involvement. 
 
Other examples of EB plans or developments in the higher education sector 
in Australia include: 
 
• The University of NSW has called for tenders for an eProcurement system. 
• The West Australian government is piloting an eProcurement initiative (the 
GEM project) and some West Australian universities are waiting to participate. 
• The University of Melbourne operates a procurement and workflow system 
(electronic in-tray) that uses digital signatures and eliminates internal 
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paperflows associated with orders, staff leave etc. The University also has 
systems which allow student online fee-payment via B-Pay or Australia Post. 
NOIE (2002, pp.44-50) 
 
New Zealand universities are actively embracing eBusiness. For example,  
 
• The University of Waikato in Hamilton, New Zealand, is very clear about the 
challenges that eBusiness might address. The university is also piloting 
eProcurement, developing student and staff portals, undertaking national 
research and conducting experiments with marketplaces and digital exchanges. 
• The University of Auckland recently tested in the Faculty of Arts an 
eProcurement system called OneZone and plans are now in place to extend the 
system to the whole university. The University of Auckland is aware of the 
benefits of eProcurement and is pleased with the technology selected and the 
collaborative arrangements established with the supplier. 
Furthermore, universities use different ways of EB can improve service to their 
diverse clientele (Blustain et al.1998).  
2.5 New Product Development 
The nature of the market is competitive. The dynamics of customers, competitors and 
technologies prompt companies to review and reconstitute the product they offer to 
the market, that is, requiring the development of new products to replace current ones 
(Levitt 1960). New Product Development (NPD) possesses similarities to EC, being 
a cross-functional activity which has been reflected in the disciplines that have paid 
significant attention to it (Maylor 1997).  
… These include marketing and strategy (e.g. Craig and Hart, 1992), economics (e.g. 
Schmookler, 1966) and sociology (e.g. Kanter, 1983), in addition to operations 
management (e.g. Chiesa et al., 1996)… 
(Maylor 1997, p.1196) 
The American consultants Booz Allen Hamilton 18  developed one of the most 
recognised NPD models (Booz, Allen & Hamilton 1982). In their model, the stages 
of developing new products were identified as new product strategy, idea generation, 
idea screening, concept development and testing, business analysis, product 
development and testing, test marketing and launch. In the next few paragraphs I 
briefly summarise the literature on new product development. 
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18 Booz Allen Hamilton is a management and technology consulting firm which provides services for 
international corporations and government clients around the world. 
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Maidique and Zirger (1984) found new product successes to be characterised by a 
high level of top management support. Cooper and Kleinschmidt (1987), however, 
found less proof of top management influence, discovering that many new product 
failures often have top management support. Cooper and Kleinschmidt (1990;1990a) 
suggested some factors for the success of new product.  
In Hart’s (1993) survey of British manufacturing firms, business people themselves 
defined the dimensions of new product success – both financial and non-financial – 
to be technology, cost and price and time-to-market. Mahajan and Wind (1991) 
conducted a survey of 69 firms to assess the role of 24 new product models. They 
found that the use of new product models was not widespread but that, despite their 
infrequent use, developers tended to use these models to improve the success rate of 
new products, as well as to identify problems with the product and alternative 
marketing strategies. Urban and Hauser (1993) suggested a new product design 
process for customers' needs.  
Wind & Mahajan (1997) addressed 18 critical issues in NPD, believing that current 
approaches to NPD and marketing research and modelling for NPD were inadequate. 
Rao (1997) noted a need for advanced books on research methods and models for 
NPD which would include some of the recent methodological advances in the 
analysis of customer perceptions, preferences and choices. Moorman and Miner 
(1998) believed that planning for NPD was an important aspect of effective 
marketing management and decision making, although improvisation can sometimes 
be a valuable and effective approach to marketing action.  
Saban et al. (2000) presented the results of a survey of 212 diversified businesses, 
which suggested that organisational learning does have an impact on new product 
performance, and should be considered a critical component in the NPD process. 
Around the same time, Filson and Lewis (2000) found that the difficulties 
encountered in the implementation of new product development processes come up 
against habits and attitudes that have developed over years, and are affected by the 
extent to which the cultural characteristics of a company (SME) influence the overall 
change process. Keller (2001) provided important evidence that cross-functional 
groups in research and NPD can deliver better technical quality, faster schedule 
performance, and better performance through the indirect effect of external 
communications.  
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2.6 New Service Development 
 
Lovelock et al. (2001) notes 
 
As Theodore Levitt (Levitt 1974) observed some two decades ago: 
 
We live in an age in which our thinking about what a product or a service is must be 
quite different from what it ever was before. It is not so much the basic, generic central 
thing we are selling that counts, but the whole cluster of satisfactions with which we 
surround it. 
I discussed NPD in the previous section. In this section I discuss New Service 
Development (NSD) and outline the differences between NPD and NSD and ways in 
which new service development relates to the offering of a new educational program.  
Financial services, health care, telecommunications service and education are 
services which can be involved in NSD. Doubtless, education may be considered as a 
service or service product (Corkindale et al. 1989, p.210; Lovelock 2001, p.47). 
These services can be sold either to customers or to other businesses, or sometimes to 
both. The actual service offer is only produced when customers interact with those 
who serve them.  
The major differences between new products and new services are captured under 
four main characteristics. They are intangibility, heterogeneity, simultaneity and 
perishability (Johne & Storey 1998; McGuire 1999)  
• Intangibility – services are predominantly intangible. They are processes 
(cannot be touched) rather than “things”. 
• Heterogeneity refers to the heterogeneity of output produced by firms 
claiming to produce the same service. The heterogeneity characteristic means 
that it is difficult to establish standards for the output of a service firm, and 
even more difficult to ensure that standards are met each time the service is 
delivered.  
• Simultaneity means that services are typically produced and consumed at the 
same time.  
• Perishability  services are perishable, i.e. they cannot be inventoried. 
 
Chapter 2 47 
Scheuing and Johnson (1989) developed a normative model of the new service 
development process. Johne and Storey (1998) review the literature on the new 
service development process and identify six key themes: 
1. The corporate environment;  
2. The process itself; 
3.  The people involved; 
4. Analysis of opportunities; 
5. Development; and 
6. Implementation. 
Johne and Storey (1998, p.199) 
Johne and Storey note that the lack of skilled and experienced development staff in 
the corporate environment is a major barrier to innovation. This can also apply to the 
tertiary institution environment, where a lack of expertise in new subject areas can 
make it hard to develop an innovative (completely new) degree program.  
For the process itself, Shostack (1984) has identified four essential characteristics for 
new service development: objectivity, precision, fact-driven and methodologically 
based. A ten stage development process is identified.  
There are three groups of people involved in the NSD – the development staff, the 
customer-contact staff, and the customers themselves. In the educational context, this 
is similar to a team of course developers who develop a new program, other 
academic staff members who deliver that program to students, and the students 
themselves. Analysis of opportunities can prevent the offering of a new service which 
focuses on “me-too” services, where most development is being reactive and 
defensive in nature (Piercy & Morgan 1991).  
As the discussion in the previous sections of this chapter has made clear, there was a 
sudden emergence of a large number of EC/ED programs in the AP region, sufficient 
to make one wonder whether they are ‘me-too’ services. Development, according to 
Edvardsson and Olsson (1996), can be broken into three activities: service concept 
development, service system development, and service process development. The 
service concept is the description of the customers’ needs and how these are to be 
satisfied. This is more or less like the objectives of a new program. The service 
system represents the static resources required for the service. These consist of the 
teaching staff, the teaching environment (whether in the classroom or online etc.), the 
structure and administration of the support systems (for example, student service 
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section, examination offices in universities etc), and the customers themselves can be 
considered as ‘co-producers’. The service process is the chain of activities which 
must occur for the service to function, for example, lecture, tutorial, workshop etc. 
Lastly, implementation is regarded as the most critical stage in new service 
development (Schneider & Bowen 1984). This is where the plans regarding the 
service concept and the service process are put into action, or the launching of a new 
degree program and the running of it. 
It can be seen that the six themes of Johne and Storey (1998), of the development of 
new service process can be ‘borrowed’ for development of new degree programs. I 
will discuss the issue of new service product development in greater detail in Chapter 
5.  
2.7 Summary of Chapter 2  
At the time 1998-1999, I was conducting my research activities exploring models for 
course development for EC programs at tertiary level, and, as I have stated earlier, 
there were few such programs in the AP region. It was also anticipated that EC 
courses would continue for years to come. However, in April 2000, the first dot.com 
crash occurred, changing the world scene for EC – and hence my research plan – 
dramatically. I changed my focus in the second half of 2000 to investigating 
educational program development for programs which may have a temporary but 
critical life span. At this point I realised that such academic programs were, in fact, a 
service product in a market. In reviewing the marketing literature, I found an entire 
body of work in the area of new service product development which appeared likely 
to yield the kind of solution needed for developing academic programs with a short 
life span and hence with a short lead time for development. 
Following this flow of thinking, in this Chapter, I initially discussed the pedagogy 
aspect of a new program  curriculum development approaches. Then I examined 
the existing literature on EC/EB curricula and found that academics rarely adopted 
curriculum development theories. The literature suggests that the higher education 
environment changed recently, at the time of government funding cuts. Universities 
trying to solve their financial problems by offering fee-paying degree programs are 
more like a market dealing with competition. Finally, the literature also shows the 
nature of NSD, which could be relevant for developing such new degree programs. 
New academic degree programs emerge suddenly when there is a demand from the 
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market. It is evident that there is a need for a model of new service product 
development in educational programs. 
In Chapter 3, I describe the research methodology for this PhD project and in the 
subsequent chapters, I explain the theoretical and empirical research on which this 
project has been based.  
 
 
 
Chapter 3 
Research strategy and methods 
 
 
“Basic research is what I am doing when I don't know what I am doing.” 
~ Wehrner von Braun ~ 
 
 
This Chapter discusses the research strategy used to generate answers to the research 
question: 
Are universities flexible enough to develop their EC/EB programs 
effectively through:  
a) explicit recognition of their market-oriented nature; and  
b) engagement with the concept of new service product development? 
In this chapter, I will briefly: 
1. review IS research philosophy; 
2. discuss the methods commonly used in IS research; 
3. provide an outline of the structure of this research project;  
4. discuss the data analysis employed in this research project; 
5. discuss and justify the chosen research method; and 
6. acknowledge relevant assumptions and limitations. 
I provide a brief introduction to IS research philosophy and methods in Sections 3.1 
and 3.2. Next, I will give an overview of the research strategy and structure of this 
PhD research in Section 3.3. Data analysis is discussed in Section 3.4 and I justify 
my chosen research approaches and state the assumptions and limitations of this 
research project in Sections 3.5 and 3.6. Finally, a summary of this Chapter is 
provided in Section 3.7. 
3.1 An Overview of IS Research Philosophy 
I begin my very brief overview of IS research philosophy by quoting the succinct 
description of information systems provided by Clarke (1999): 
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Information Systems is a particular discipline, or branch of learning. It is concerned 
with the application of information to organisational needs. The scope of IS includes 
manual, computer-based and other forms of automated procedures, and applications of 
information technology generally. 'Information Systems' (IS) is the study of information 
production, flows and use within organisations.  
Lee (1999, p.8) also reminds us that: 
The same information system can be a success in one organisation but a failure in 
another, while the same organisation can experience success with one information 
system but failure with another. Hence, the information system and the organisation 
context must be studied, understood, and managed together, not separately.  
In fact, information systems    not simply in relation to organisational context   
are frequently considered by many researchers to be a social science (see, for 
example, Bjorn-Anderson 1985; Klein et al. 1991; Galliers 1992; Shanks et al. 1993; 
Parker et al. 1994). Among social scientists, the underlying epistemology19 which 
guides the IS research is categorised under two headings: positivist and interpretivist 
(Galliers 1992; Lee 1999 and Parker 1998). Chua (1986), Orlikowski and Baroudi 
(1991) and Myers (1997) add a further category to this classification: critical. 
According to Myers (1997), critical research assumes that social reality is 
constrained by social, cultural and political circumstances and aims to be 
emancipatory. Guba and Lincoln (1994) suggest four slightly different categories: 
positivism, post-positivism, critical theory, and constructivism. As the positivist and 
interpretivist paradigms are commonly adopted by IS researchers, however, I have 
focused on these as the dominant themes for this chapter and, in the next two sub-
sections of this chapter, I will discuss them briefly.  
3.1.1 The Positivist paradigm from an IS research perspective 
The positivist paradigm is often known as the 'natural science model' of research. In 
a positivist view of the world, science was seen as the way to get at truth, to 
understand the world well enough so that we might predict and control it. A social 
scientist who appropriates the positivist research proceeds to implement, in his or her 
own research, an image of how research proceeds in physics, biology, and other 
natural sciences (Lee 1999, p.12) and there are some meta-physical assumptions20 
                                                 
19 Epistemology refers to the assumptions about knowledge and how it can be obtained. Myers 1997 < 
http://www.misq.org/misqd961/isworld/> 
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20 According to Clarke (2001), meta-physical assumptions are: there is a ‘real world’; the phenomena 
in the real world are stable; data can be gathered by observing the real world; such data are factual, 
truthful and unambiguous; the domain of study is unaffected by the research; the domain of study is 
associated with this view (Clarke 2001). Descriptions of the world of positivist 
research sometimes use the terms 'ontology' 21  and ‘epistemology’ or 
‘methodology’22. These terms are taken from the philosophy of science, which itself 
originated and advanced positivist research as a model or an account of what science 
is.  
Positivists’ predominant goal is to discover causal relationships or universal laws in 
both natural and social phenomena (Hirschheim 1992; Lin 1998; Olaisen 1991; 
Shanks et al. 1993; Vitalari 1985 and Visala 1991). If the causal relationship cannot 
be replicated in another set of data, the researcher must conclude that there was 
something wrong either with the sets of observations or with the understanding of the 
general relationship and its workings (Lin 1998). Positivist researchers believe that 
they can obtain valid data by taking information from thick description or case 
studies about variables and hypotheses (without their own influence on and/or 
interpretation of the phenomena) that they then test more rigorously (Hirschheim 
1992; Lin 1998 and Robinson 1993). 
3.1.2 The Interpretivist paradigm from an IS research perspective 
In contrast to the positivist paradigm, the interpretivist paradigm gives explicit 
recognition to the 'worldview'. Berger and Luckman (1967) introduce the interpretive 
perspective in social science by showing how social reality is socially constructed. 
Originating in the social sciences, the interpretivist paradigm involves research 
procedures such as those associated with ethnography23, participant observation, 
                                                                                                                                          
unaffected by the researcher; the language in which theory is expressed is unambiguous, and contains 
no value judgements. 
21 There are lots of 'ologies' in research jargon, and they come from the Greek 'logos' meaning subject 
of interest or study. In this case the 'ont' part of the word makes it the study of 'being'. In practice, 
‘ontology’ is the study of the nature of reality.  
< http://www.stile.coventry.ac.uk/cbs/staff/g_urwin/Research_Approach.htm> 
 
22 Trochim (1999) distinguishes epistemology from methodology as: 
Epistemology is derived from the Greek words episteme, which means knowledge, and logos, which 
means theory. It is the branch of philosophy that addresses the philosophical problems surrounding the 
theory of knowledge. Epistemology is the philosophy of knowledge or of how we come to know. 
Methodology is also concerned with how we come to know, but is much more practical in nature. 
Methodology is focused on the specific ways  the methods  that we can use to try to understand 
our world better. Epistemology and methodology are intimately related: the former involves the 
philosophy of how we come to know the world and the latter involves the practice.  
< http://trochim.human.cornell.edu/kb/positvsm.htm> 
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23 Ethnography is a specific research method and a perspective which focuses on culture and meaning 
in everyday life. Some practitioners of ethnography call it the 'science of the everyday', a science 
based on observation and absorption. The goal of ethnography is to provide a description of the world 
as perceived by those within that world, to understand what activities mean to the people who do them 
history, and hermeneutics24 (refer to Bernstein 1983; Boland 1991; Gadamer 1976; 
Lee 1994; Myers 1995 and Palmer 1969), all of whom give explicit recognition to 
the world of consciousness and humanly created meanings (Lee 1999, p.17). 
Interpretive studies generally attempt to understand phenomena through the 
meanings which people assign to them and the interpretive methods of research in IS 
are "aimed at producing an understanding of the context of the information system, 
and the process whereby the information system influences and is influenced by the 
context" (Myers 1997, referring to Walsham 1993, pp. 4-5). Interpretivist work, by 
contrast to positivist, can produce detailed examinations of causal mechanisms in the 
specific case, explaining how particular variables interact (Kaplan and Maxwell 
1994; Lin 1998). They attack the positivists by arguing that due to the limitations in 
knowledge and values of researchers (Vitalari 1985, p.251), researchers can never be 
impartial when making observations of the phenomena under study (Hirschheim 
1992; Lin 1998 and Shanks et al. 1993).  
IS researchers use a mixture of positivist and interpretivist research approaches, 
depending on the type of enquiry being undertaken and the depth or breadth of the 
information sought. In Section 3.5 I will justify which of these approaches is 
appropriate for my own research project. In the next section, however, I continue this 
discussion of methodology and methods by discussing some of the more frequently 
used methods employed by IS researchers.  
3.2 Methods in IS Research 
There are several ways to classify IS research methods into categories and, to 
complicate matters further, each category may use a variety of different types of 
research approaches and techniques. I will briefly discuss research methods and 
approaches that I adopted in my research project in the next section. 
                                                                                                                                          
and to provide an interpretive or 'thick' description of this world.   
<http://www.ideasbazaar.co.uk/abc.htm> 
24 Hermeneutics means the art (or science) of interpretation and has very a long history in Western 
culture. In its more recent formulation by the German philosopher Hans-Georg Gadamer (1900-2002), 
hermeneutics is not a method of reading but an account of interpretation itself. What happens when 
we interpret things-not just literary texts-and what is required for understanding to be possible at all? 
By focusing on this basic question, hermeneutics seeks to provide a foundation for other questions 
that have to do with interpretation, including methodological ones. This means that even though 
hermeneutics is not a method of reading or a set of instructions, it may well have important 
consequences for how we read, what methods we choose, and what status we give our interpretations.  
(Nordlund 2002) what is hermeneutics? <http://www.anst.uu.se/marcnord/gadamer.htm> 
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3.2.1 Taxonomies of IS research methods 
Taxonomies can guide the IS researcher towards an appropriate method. There are 
many different ways of classifying research methods, as Clarke (2000) notes: 
A further dimension of (IS) research is associated with the form of the theory on which 
research is based. The theory may be merely descriptive of aspects of the domain, or it 
may be explanatory of behaviour, or (most ambitiously), it may have predictive power. It 
was argued in Clarke (1997) that information systems research also has a policy 
dimension, which demands that some work extend even further, into prescriptive or 
normative mode. 
In the next section, I will pick up two popular classifications and briefly describe 
each of them. They are Neuman’s (1994) classification and the quantitative and 
qualitative classification. 
3.2.1.1 Neuman’s (1994) classification of research methods 
Neuman (1994) classifies research methods as being: exploratory, explanatory or 
descriptive. Exploratory research investigates an issue to establish a picture of what 
is occurring, and in order to generate ideas and develop theories. Descriptive 
research presents a narrative profile of the specific details of a situation, thereby 
inspiring a new explanation within a topic area. Explanatory research seeks to move 
beyond mere description by providing reasons for the way things occur, or the way 
people behave – or to demonstrate the way in which activities such as social 
programmes affect client groups. Most often, explanatory research makes use of 
quantitative and experimental designs and methodologies. 
Neuman (1994) also discusses two research approaches suitable for IS research 
methods: inductive and deductive. The inductive approach is useful for theory 
building, where one begins with a research question and collects data to form a basis 
for theories or hypotheses. Lee (1999, p. 15) criticises induction as being: 
… useful for generating a theory, [but] it cannot contribute to the testing or justification 
of the theory. Even the discipline of statistical inference has distanced itself from the 
notion of induction. 
The deductive approach, by contrast, is useful for theory-testing – where the theory 
already exists, and data are collected to confirm or deny it. (Lee 1999, p.15), who is 
essentially a positivist, supports this approach. He regards: 
… the widespread characterisation of theories, even in the social sciences, as falsifiable, 
testable, refutable, or disconfirmable as an indication of the widespread extent to which 
the deductive testing of theories is practised. …  
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3.2.1.2 Quantitative and qualitative research methods  
Besides Neuman’s three categories and two approaches to IS research, one of the 
most common distinctions made by commentators on research methodology is that 
existing between qualitative and quantitative research methods.  
Quantitative research methods were originally developed in the natural sciences to 
study natural phenomena. Examples of quantitative methods now well accepted in 
the social sciences include survey methods, laboratory experiments, formal methods 
(e.g. econometrics) and numerical methods such as mathematical modeling (Myers 
1997). Quantitative research is thus clearly a positivist approach to empirical data 
gathering. 
Qualitative research methods were developed in the social sciences to enable 
researchers to study social and cultural phenomena. Examples of qualitative methods 
are action research, case study research and ethnography. Qualitative data sources 
include observation and participant observation (fieldwork), interviews and 
questionnaires, documents and texts, and the researcher’s impressions and reactions 
(Myers 1997). Qualitative research is not quite so clear-cut as quantitative – it can be 
either positivist or interpretivist in nature (for example, case studies, which are 
certainly qualitative, can be undertaken in a positivist or interpretivist way, 
producing quite different sorts of information and depth depending on their 
orientation. 
3.2.2 Comparing research approaches 
Several taxonomies of research approaches have appeared in the literature, for 
example, van Horn (1973); Vogel and Wetherbe (1984); Avison and Fizerald (1991); 
Galliers (1985; 1992); Shanks et al. (1993). Table 3-1 shows the updated comparison 
of research taxonomies produced by Parker et al. (1994). 
 
Table 3-1 A Comparison of Taxonomies of IS Research Methods 
Source: Parker et al. (1994, p.202) 
 
 
van Horn 
(1973) 
Vogel & 
Wetherbe 
(1984) 
Avison 
& 
Fizerald 
(1991) 
Galliers 
(1985; 
1992) 
Shanks et 
al. 
(1993) 
Theorem Proof  X  X  
Engineering  X    
Forecasting    X  
Mathematical Modeling   X   
Laboratory/Adaptive Experimentation X X X X X 
Field Experiment/Test X X X X X 
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van Horn 
(1973) 
Vogel & 
Wetherbe 
(1984) 
Avison 
& 
Fizerald 
(1991) 
Galliers 
(1985; 
1992) 
Shanks et 
al. 
(1993) 
Simulation    X X 
Survey X X X X X 
Case Study X X X X X 
Phenomenology/Hermeneutic/ 
Descriptive/Interpretive 
  X X X 
Action Research   X X X 
Futures Research    X  
Role/Game playing    X  
Subjective/Argumentative  X X X X 
  
This interlinked structure of paradigms, approaches, methodologies and methods 
poses a number of questions for any would-be research in the field of IS. I have 
discussed two research paradigms from the IS research philosophical perspective in 
this Chapter. Each of them, positivist or interpretivist, contains research methods 
which are useful in different settings and for different purposes, and which must be 
compatible with the goals of the research project and the researcher(s).  
Galliers (1990) provided an IS research method taxonomy and discussed the 
advantages and disadvantages of these methods to help researchers in the selection of 
the appropriate approaches for their researches. Travis (1999) basing her work on 
Galliers (1990), suggests the most appropriate research approaches for each of these 
two paradigms (see Figure 3-1 for an illustration of the research categories and 
tools).  
Scientific (Positivistic)           <= Spectrum of Research Methods =>          Interpretivistic 
Theorem Proof Subjective/ Argumentative 
Laboratory Experiments Reviews 
Field Experiments Grounded Theory* 
Surveys Action Research 
Case  Studies Descriptive/ Interpretive  
Forecasting Futures Research 
Simulation Roles/ Game Playing / Simulation 
 
 
Ethnography*/Ethnomethodology* 
 
Figure 3-1 Research Categories and Approaches 
(After Galliers 1990) * Categories added after Galliers (1990: page 53) 
Source: Travis (1999, p. 1037)  
 
Despite the variety of research approaches available to the IS researcher, the time 
comes when a sub-set of the available techniques and methods must be selected for 
each research project. In facing this decision, I decided to make use of surveys and 
positivist case-studies and, in the following sub-sections, I discuss these methods in a 
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little more detail. The justifications for my selection of these approaches can be 
found in Section 3.5. 
3.2.2.1 Survey  
A survey provides one way of obtaining and validating knowledge. A survey is a 
way of going from observations to theory validation, which has three purposes: 
description, explanation and exploration. A survey is defined by Burchfield (1986, 
p.654) as: a systematic collection and analysis of data relating to the attitudes, living 
conditions, options, etc., of a population, usually taken from a representative sample 
of the latter. Survey research is a very popular approach in IS research. During the 
1996 International Conference on Information Systems (ICIS) held in Cleveland, 
Ohio, a panel discussed the usefulness of survey in IS research (Newsted et al. 1997). 
The panel report summarised the views of the panellists (and audience) as to the 
strengths and weaknesses of survey research as including: 
Strengths of surveys: 
• Surveys are easy to administer.  
• Surveys are simple to score and code.  
• Surveys determine the values and relations of variables and constructs.  
• Responses can be generalized to other members of the population studied and 
often to other similar populations.  
• Surveys can be reused easily, and provide an objective way of comparing 
responses over different groups, times, and places.  
• Surveys can be used to predict behaviour.  
• Specific theoretical propositions can be tested in an objective fashion.  
• Surveys can help confirm and quantify the findings of qualitative research.  
Weaknesses of surveys: 
• Surveys are just a snapshot of behaviour at one place and time.  
• One must be careful about assuming they are valid in different contexts. In 
particular, different cultures may produce different results. Kettinger, Lee, and 
Lee (1995) provide a good example of this by showing the effect of cultural 
differences in the measurement of IS service quality.  
• They do not provide as rich or "thick" description of a situation as a case study.  
• They do not provide as strong evidence for causality between surveyed 
constructs as a well-designed experiment.  
 
It can be seen, therefore, that a researcher who wishes to view a phenomenon in 
its broadest sense, over a number of countries and a period of years, would gain 
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significant advantage from the use of surveys – although this approach would 
not provide a rich, deep understanding of the material. 
3.2.2.2 Case Study 
Walsham (1993; 1995) recommends case studies for interpretivist research, although 
this is by no means the only way in which case studies can be used as Yin (1994) 
makes clear. A case study is used to explore or describe a particular issue within a 
specified unit of study (Benbasat et al. 1987; Shanks et al. 1993; Miles & Huberman 
1994 and Yin 1994). Yin (1989), taking a positivist perspective of case study 
research, argues that evidence for case studies may come from six sources: 
documents, archival records, interviews, direct observation, participant observation 
and physical artefacts. Case study research approach is appropriate for qualitative 
research particular in exploratory IS research (Cash & Lawrence 1989; Klein et al. 
1991; Wood-Harper 1985). A case study may capture reality in greater detail, 
analysing a greater number of variables than is possible with other research methods 
(Galliers 1992). 
Case study research can be conducted using a single case or multiple cases (Benbasat 
et al. 1987; Yin 1994). Benbasat et al. (1987) point out that multiple-case studies are 
useful when the research projects are descriptive, theory building or theory testing. 
Yin (1994, p. 45) suggests that the multiple-case study design has distinct advantages 
over the single-case design because multiple cases provide more compelling 
evidence and can lead to a more robust overall study. 
Case study research, therefore, is particularly appropriate when a researcher wishes 
to gather information in greater depth than is possible using survey data.  
3.2.2.3 Subjective/Argumentative and Descriptive/Interpretive 
Subjective/Argumentative and Descriptive/Interpretive are two approaches for 
interpretivist research which have a lot in common with one another (Galliers 1992, 
Travis 1999). Subjective/Argumentative research is proposed as useful in the early 
stages of a research project, when developing a coherent and consistent theoretical 
model of a problem domain which can subsequently be tested by more formal means. 
The strengths of this approach lie in the creation of new ideas and insights; its 
weaknesses arise from the unstructured, subjective nature of the process (Galliers 
1992). 
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Descriptive/interpretive research is concerned with the ability to represent reality 
with suppositions continually questioned and understanding of the phenomena 
continually refined (Galliers 1992, p.158). Clarke (2000) describes this approach as: 
• The disciplined study of consciousness from a 1st-person perspective 
• Subject to limited formal rigour, but controls over the researcher’s intuition 
include: 
9 self-examination of pre-suppositions 
9 cycles of data collection and analysis 
9 peer review 
• Phenomenology (Husserl) seeks to reject all commitments to existing theories 
 
This critical approach to the use of literature and publicly-available information 
(such as Web sites) provided me with an excellent jumping-off place for my 
initial understanding of the creation and evolution of EC/EB university degree 
programs. 
3.2.2.4 Triangulation 
Triangulation is a technical term used in surveying and navigation to describe a 
technique whereby two known or visible points are used to plot the location of a third 
point (Mitchell 1986). Triangulation in research as explained by Foster (1997, p.1) 
as: 
… Later applications employed the term triangulation and recognized that it may occur 
within methods or between methods, involving a combination of data sources, 
investigators, theories, or methods (Denzin 1978; Duffy 1987; Jick 1979 and Mitchell 
1986). The terms between method or multimethod refer to methodological triangulation, 
a research design that combines dissimilar methods (e.g., qualitative and quantitative) 
to measure the same phenomenon. 
The use of triangulation, or multi-method research to put it another way, is 
recommended by Denzin (1978), Gable (1994), LeBlanc (1996) and many other 
authors as providing greater reliability for research results. Since I am attempting to 
gather both broad and deep information relating to my topic, I found triangulation a 
most useful way of validating my understanding and ensuring a more reliable basis 
for the drawing of conclusions. 
In the next section, I discuss the overall research strategy for this PhD project. 
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3.3 The Structure of the Research Project 
Integrating different research methods is an important research strategy used by 
many IS researchers (see, for example, Clarke 2001; Kaplan and Duchon 1988; Lee 
1991; Gable 1994; Poon 1998 and Swatman 1993). Hence, the overall research 
strategy for this PhD study combines both quantitative and qualitative research 
methods. 
Essentially, this PhD research project consists of two major activities: theory 
building and theory testing; and is categorised into three parts: 
• Part 1 Preliminary study – literature review for theoretical building 
• Part 2 Understanding the Marketplace – quantitative analysis 
• Part 3 In depth analysis – qualitative research for theoretical testing 
Figure 3-2 illustrates the structure of this research project in graphical form. 
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In order to answer the first part of this question, which is primarily concerned with 
exploring the topic using the subjective/argumentative research method (Galliers, 
1992), I explored a number of different research domains (including education, 
marketing and a newer domain area: EC/EB) within the existing literature, (see 
Chapters 2, 4 and 5), and also through attendance at conferences and seminars, 
presentations at conferences and seminars, and accessing email and web sites 
materials in order to define this research project. I was also accepted as a participant 
in doctoral consortium workshops25 at the ACIS’9926, PACIS 200027 and 13th Bled 
EC Conferences28. Valuable inputs from international academics contributed to my 
research – particularly during the early stages. 
To answer the research question stated above, then, I needed to consider six 
subsidiary research questions (SRQ), of which the first two questions are: 
SRQ1. What are the relative roles of pedagogy and market orientation 
in constructing EC/EB tertiary educational programs?  
SRQ2. What are the features of the development of educational service 
products — the degree programs?  
The strategy I used to answer these questions was a critically-argued literature 
review (or a mixture of Subjective/Argumentative and Descriptive/Interpretive 
approaches). According to Cooper (1988) 
 ... a literature review uses as its database reports of primary or original scholarship, 
and does not report new primary scholarship itself.  The primary reports used in the 
literature may be verbal, but in the vast majority of cases reports are written documents. 
The types of scholarship may be empirical, theoretical, critical/analytic, or 
methodological in nature. Second a literature review seeks to describe, summarise, 
evaluate, clarify and/or integrate the content of primary reports. 
According to Bourner (1996), there are a number of good reasons for spending time 
and effort on a review of the literature. Here I employ the literature review research 
                                                 
25 Doctoral consortium workshops allow PhD students to gain high-quality feedback on their research 
from a panel of world renowned scholars. 
 
26 ACIS’99 - The Tenth Australasian Conference on Information Systems was held at the campus of 
Victoria University of Wellington, New Zealand, 1 - 3 December, 1999.  
 
27 PACIS 2000 - The Fourth Pacific Asia Conference on Information Systems was held at the campus 
of Hong Kong University Science and Technology, Hong Kong SAR, 1-3 June, 2000.  
 
28 13th Bled EC Conference – The Thirteenth Bled International Electronic Commerce Conference 
was held at Bled, Slovenia, 19-21 June, 2000. 
 
Chapter 3  62 
 
method for establishing the foundation in the research domains: education, EC/EB 
and marketing (refer to Chapters 2, 4 and 5) to identify gaps in the literature. The 
literature (see Section 2.2.3.2) shows that new EC/EB programs were offered by 
different institutions within very short time frames. However, the literature seldom 
shows evidence of the use of curricula development theories for these new programs 
or the use of any theories to support their findings. Clearly, a pedagogical approach 
was not a popular way of constructing EC/EB tertiary educational programs in the 
eyes of both “practitioners” (i.e. those creating such degree programs) or 
“theoreticians” (i.e. those analysing the development of new EC/EB degree 
programs).  
This leaves us with the question of what the appropriate approach really is for such 
an undertaking. Is market orientation an appropriate route? Section 2.3 provides an 
answer for SRQ1, using Bourner’s headings: 
• to avoid reinventing the wheel   the literature (see Sections 2.5 and 2.6) 
provides a background to the theories of NPD and NSD. This body of 
literature shows that education consists of services which can be involved in 
NSD. While is clear that education may be considered as a service or service 
product to which new service product theory/models can be applied, no one 
has used the theory/models of new service product for constructing 
educational programs. 
• to carry on from where others have left off   the literature (see Section 2.4 ) 
shows that tertiary education is a quasi-market form which competes for 
funding and resources within institutions. Also, undoubtedly, international 
students bring a large amount of income to the country offering the degree 
program(s). If a tertiary institution is moving in a market-oriented direction, 
it can be argued that new degree programs can be treated as new service 
products.  
• to identify other people working in the same field — the literature (see 
Section 2.2) provides a detailed discussion of the research undertaken into 
EC/EB education. It gives a snapshot of EC/EB education between the period 
from1997 to 2002.  
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• to increase breadth of knowledge within a subject area — the literature (see 
Section 4.1) provides a broad perspective of the components of EC. It is used 
as the foundation/criteria to study the EC/EB degree programs. 
• to identify seminal works within the area — the literature (see Section 5.2) 
provides the definition of newness of degree programs. Section 5.3 is a 
review of four service product offering models. This marketing literature 
(Sections 5.3 and 5.4), introduces the seminal works relative to the topic of 
this PhD research project. 
• to provide the intellectual context for one’s own work, enabling the 
positioning of a project relative to other work — Based on the existing 
literature discussed in Sections 5.2 and 5.3, Section 5.4 provides an 
intellectual context for my own work; i.e. a model for new educational 
service product offering. This answers SRQ2. 
Others possible reasons for conducting a literature review which are not as 
relevant to my own work, include: 
• to identify opposing views,  
• to put your work into perspective,  
• to demonstrate that you can access previous work in an area,  
• to identify information and ideas that may be relevant to your project, and  
• to identify methods that could be relevant to your project.  
        Bourner (1996) 
Part I, then, is the establishment of the foundation or the preliminary study for this 
research project and the research approach employed in this part was literature 
review. 
3.3.2 Part 2 – understanding the marketplace 
This part of the empirical research is primarily quantitative analysis. It included 
obtaining data from the Internet, major web-based surveys and sending 
questionnaires to course developers. Around 1998-99, during the initial stage of this 
PhD study, in order to understand the marketplace of EC/EB education, I initially 
identified those universities within my selected geographic region which were 
offering EC/EB degree programs; and sent email to the Heads of the relevant 
Schools. The results were listed on my web site under the heading: “Electronic 
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Commerce/Business programs”. My web site was very popular and the web sites of 
CollECTeR, Roger Clarke29 and IT Skills30 had (and still have) links to it.  
With support from Professors Paula Swatman and Brian Corbitt, I also conducted a 
workshop ‘Teaching Electronic Commerce’ during the PACIS 2000 conference (see 
footnote 27 on p. 62). The conference attracted more than 180 attendees and the 
workshop itself attracted about 40 participants, who made a number of extremely 
valuable suggestions regarding EC teaching issues. The concept of ‘teaching EC’ 
was still comparatively new at the time of this workshop and this informal sampling 
of expert opinion enabled me to engage in data gathering of an exploratory nature 
during my earliest research stages.  
In order to deepen my understanding of the nature of EC/EB degree programs, I then 
sent a questionnaire about the contents and skills related to such degrees to each 
EC/EB degree program leader.  
The survey to Heads of Schools asking whether their universities did (or would) offer 
EC/EB programs, the Teaching of Electronic Commerce workshop at PACIS 2000, 
and the survey of EC degree program developers, all provided me with an essential 
understanding of the state of  EC/EB education at its earliest stage – and will be 
discussed in Chapter 6 of this thesis.  
Many universities offer EC/EB degree programs with information embodied in 
associated web sites. I also conducted a web survey, using publicly available data 
from the Internet, to investigate whether EC techniques are utilised by universities 
within their EC/EB degree program web sites for selling their educational “products” 
– degree programs. Finally, I also undertook a web-based survey of EC-related jobs, 
investigating the requirements for new graduates in this field. These two surveys will 
be discussed in Chapter 7 of this Thesis.  
The above-mentioned five major surveys, which were conducted over the period 
from 1998 to 2002, provide answers for the following subsidiary research questions: 
SRQ3. What is the nature of EC/EB degree programs?  
                                                 
29  Roger Clarke is both a professional consultant and an IS academic. 
<http://www.anu.edu.au/people/Roger.Clarke/>. Appendix V-2 shows that this web site had linked to my EC 
educational web site. 
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30 The IT Skills website was created by NOIE. The site no longer exists, having been replaced by the IT Skills 
Hub <http://www.itskillshub.com.au/>, a joint venture between NOIE and the Commonwealth Department of 
Education, Training and Youth Affairs (DETYA). Appendix V-2 shows that this web site had linked to my EC 
educational web site. 
SRQ4. Are EC/EB programs service products? 
Five different sets of surveys are reported in Chapters 6 and 7 of this thesis, which 
constituted Part 2 of this research project. 
3.3.3 Part 3 – in depth analysis 
The research approach for this part of the project was multiple-case studies using 
semi-structured interviews. The multiple-case studies were carried out in order to 
consolidate the new educational service product model, providing the necessary 
depth of understanding. They also served the purpose of providing qualitative input 
to the answer to the second part of the research question: 
Can the effectiveness of tertiary EC/EB educational programs be enhanced 
through : 
a) explicit recognition of their market-oriented nature; and 
b) engagement with the concept of new service product development? 
And thus also provided answers to the following two subsidiary research questions: 
SRQ5.  How have universities made use of new service product concepts 
in creating EC/EB program? 
SRQ6.  How could new service development be better used in creating 
programs? 
In Figure 3-2, on p. 61, I have given an outline of the structure of this research 
project. In the next section, I will discuss the data analysis activities of this research 
project. 
3.4 Data Analysis  
 
Benbasat et al. (1987, p.372) suggest that researchers should closely examine the 
research questions to be pursued, because these often indicate an appropriate unit of 
analysis. In order to gather sufficient data to answer the question on which this 
research project is based, I undertook my data collection by means of the 
complementary research approaches of survey and multiple-case studies in Part 2 and 
Part 3 of the research overview respectively. Choosing a complementary pair of 
research methods requires careful consideration and justification. Gable (1994) 
provides a comparison of these two research approaches, suggesting that they are a 
 
Chapter 3  66 
logical combination for the purposes of triangulation. The use of case study with 
survey can help to provide understanding of the meaning held by a subject or group 
when contrasted with the explanation produced by scientific observation. Table 3-2 
shows the relative strengths of the survey and case study research methods  
 
Table 3-2 Relative Strength of the Survey and Case Study Research Methods 
Source: Gable (1994, p.114) 
 
 Case study Survey 
Controllability Low Medium 
Deductibility Low Medium 
Repeatability Low Medium 
Generalability Low High 
Discoverability High Medium 
Representability High Medium 
 
In the next section, I will briefly discuss the data analysis employed in this research 
project. 
3.4.1 Data analysis for understanding the marketplace 
Statistical Services Centre (2001) distinguishes the three stages of data analysis as: 
exploratory analysis, deriving the main findings and archiving.  
• Exploratory data analysis means looking at the data files at the early stage to 
get an idea of what is there. It can lead to additional data collection if this is 
seen to be needed or savings by stopping collecting data when a conclusion is 
already clear, or existing results prove worthless. It is not assumed that results 
from this stage are ready for release as study findings. 
• Deriving the main findings should generate the summary findings, 
relationships, models, interpretations and narratives, and first 
recommendations that research users will need to begin utilising the results. 
• Archiving means that data collectors keep, perhaps on CD, all the non-
ephemeral material relating to their efforts to acquire information. 
When I had gathered three responses at the exploratory stage, I read the answered 
questionnaires and examined the responses to see whether any parts of the questions 
were not clear. At the deriving the main findings stage, I used a software package, 
XLStatistics Plus for Microsoft Excel31, for data analysis. All the data were kept on a 
CD with at least two duplicated copies. Details of the statistical and descriptive 
analytical techniques I used during the actual surveys, as well as the results of these 
enquiries, can be found in Chapters 6 and 7.  
 
Chapter 3  67 
Tabulation is usually purely descriptive but I use it for effective presentations of data 
which I have collected. I use cross-tabulations for summary and comparative analysis 
of the questionnaires. 
3.4.2 Data analysis for the multiple-case studies 
Data collected for multiple-case studies include information taken from: the students’ 
handbooks of the various institutions, the brochures produced by these institutions 
for their EC/EB degree programs, advertisements for the degree programs taken from 
newspapers, data from the Internet, interviews with the EC/EB program leaders and 
with administrative staff members of the relevant universities. Myers (1994, p.765) 
identifies the central issue of quality in the presentation of case study research by 
quoting Dyer & Wilkins (1991, p.616): 
… in evaluating quality, the central issue is whether the researcher is able to understand 
and describe the context of the social  dynamics of the scene in question to such a degree 
as to make the context intelligible to the reader and to generate theory in relationship to 
that context. 
In order to fully understand the context and not miss any valuable information during 
interviews, I tape-recorded all interviews except one (the interviewee was not willing 
to be tape-recorded during the interview, so I manually took notes) and transcribed 
the conversations. I applied the partially Ordered Meta-Matrix method suggested by 
Miles and Huberman (1994, pp.177-181) to these transcriptions for the multiple-case 
study data analysis. The steps of this method are described as follow: 
1. Creating the display format for each case. 
2. Entering the data. 
3. Building the partially ordered meta-matrix and entering further-reduced data. 
4. Within-category sorting. 
5. Across-category clustering. 
Miles and Huberman (1994, pp.177-181) 
3.5 Discussion of and Justification for the Chosen Research Methods 
As I have mentioned in the previous section, this research project is a composite of 
three major parts and the three major approaches used are literature review, survey 
(particularly survey on the Internet) and multiple-case studies. In the following 
subsections, I justify my selection of these research methods. 
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31 This is a software package for statistics built on Microsoft Excel and developed by Robin Boyle of 
Deakin University.  
3.5.1 Web survey of universities in the AP region to understand the marketplace 
This is the first survey of my research project which started at the end of 1998. The 
original target was to survey universities all over the world. After a few months of 
the survey, however, it was apparent that, at that time, not many universities were 
offering EC degree programs in the AP region; in contrast, EC courses were very 
popular in the United States. I therefore selected the AP region for this study, in the 
hope (which turned out to be accurate) that universities in this region would rapidly 
catch up with the US trend – allowing me to gather data at the very start of the 
phenomenon. 
There were two motivations for this survey - firstly, to define the scope of my 
research — the AP region not the whole world, and secondly, to understand the EC 
degree programs “marketplace” in the Asia Pacific region and identify the different 
types of EC/EB degrees (undergraduate, masters etc.). Survey is the only appropriate 
method in this situation which determines the values and relations of variables and 
constructs, even though its weakness is just a snapshot of behaviour at one place and 
time (Newstead et al. 1998).  
 
3.5.2 Literature review as the foundation of the research domain: education, 
marketing and EC/EB  
I have discussed how I employed literature review techniques to establish the 
foundation (preliminary study) of this research in Section 3.3.1. Wilkin (2001, p. 
139) referring to Sekaran (1992) states: 
… the literature review assisted in identification and emphasis of important variables, 
and significant findings from earlier research, thereby formulating a foundation upon to 
build the current research. The approach was especially relevant given that the 
underlying issues spanned multiple research disciplines... 
… the drawback for this approach included the time lapse between conduct of research 
and its subsequent publication, causing research to be superseded or out of date. 
As the nature of these literature review chapters is exploratory, and this PhD research 
is subjective/argumentative (Galliers 1992), (see Section 3.2.2.3) I undertook an 
unstructured, qualitative approach, using literature review in order to develop a 
coherent and consistent model of a problem domain. Despite the drawback  the 
time lapse between conduct of research and its subsequent publication, literature 
review is an appropriate research method for the foundation of the theoretical 
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analysis and synthesis, especially under the situation of economic and time 
constraints. 
3.5.3 Web survey to understand EC/EB education  
Virtual Survey Limited (1996) conduct a survey which offers evidence that the 
Internet can be used as an effective data collection method and that it also has 
significant timing and cost benefits. Sudweeks and Simoff (1998) develop a solid 
academic case as a base for web-based survey on the foundation of their own 
empirical research. I made use of the web survey technique in the following two 
areas:  
• EC/EB related jobs — to identify the varieties of jobs available for EC 
graduates. 
• EC/EB degree program web sites — to investigate whether EC/EB degree 
program web sites themselves possess EC properties. 
In both these cases, I was able to reach a wider spectrum of data than would 
otherwise have been possible, and to retrieve up-to-date and relevant information. 
The results of these two surveys are largely descriptive rather than being founded 
on statistical analysis, since they were intended to establish patterns of behaviour 
and gather preliminary data on which further detailed investigations could be 
based.  
3.5.4 Survey of EC/EB program developers 
The aim of this survey was to understand and study the EC programs in the AP 
region. This survey was carried out in three different formats: on the web, as an 
attachment to email messages, and by postal message and fax. On the first occasion, 
34 responses were received from 60 survey requests. A follow-up survey was sent to 
the same respondents in mid 2002, although on this occasion only twelve responses 
were received.  
Survey is an appropriate approach (or possibly the only approach) to gather data 
suitable for understanding EC/EB degree programs – partly because of the rapidity 
with which these programs were emerging at the time of the research project, and 
partly because of the wide geographic coverage of the institutions concerned. 
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3.5.4.1 Survey method for the survey of EC/EB program developers 
An electronic survey can be delivered in a variety of way. Palmquist (1997a) states 
that: 
With the growth of the Internet (and in particular the World Wide Web) and the 
expanded use of electronic mail for business communication, the electronic survey is 
becoming a more widely used survey method. Electronic surveys can take many forms. 
They can be distributed as electronic mail messages sent to potential respondents. They 
can be posted as World Wide Web forms on the Internet. And they can be distributed via 
publicly available computers in high-traffic areas such as libraries and shopping malls 
… 
In this survey, I made use of two delivery methods: firstly, I posted the survey form 
on the Internet and emailed the targeted EC academics to ask them to fill in the 
online form. For those who did not respond, I took a second approach  distributing 
the survey as a file attachment to an email message. Palmquist (1997b) also discusses 
the strengths and weaknesses of electronic surveys. Strengths include: cost-savings, 
ease of editing/analysis, faster transmission time, higher response rate and 
potentially quicker response time with wider magnitude of coverage32. Weaknesses 
include: sample demographic limitations33, lower levels of confidentiality, layout and 
presentation issues, additional orientation/instructions, potential technical problems 
with hardware and software.  
In this survey, I did not encounter many of these drawbacks. In terms of the sample 
demographic limitations, all the targeted respondents (in this case, the entire 
population) could access a computer and online network. There was a minor 
drawback relating to low levels of confidentiality, since the security level of the 
survey forms on my web site would not be as high as data stored on private 
commercial web servers, since the data I collected were stored in my ISP server or 
the University server. But in principal, outsiders cannot access these data. Layout and 
presentation issues and additional orientation/instructions are not problems for 
EC/EB academics, as they are already familiar with the Internet environment. 
Technical problems with hardware and software did not occur frequently, although 
the university’s server was not available 100% of the time. Overall, however, it is 
fair to say that a few of the drawbacks attributed to electronic surveys applied to my 
own survey.  
                                                 
32 Due to the speed of online networks, participants can answer in minutes or hours, and coverage can 
be global. 
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33 Population and sample limited to those with access to computer and online network. 
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For this survey, I firstly identified EC/EB program developers and directors by 
searching for the information on the Internet. I then checked with the administrative 
staff members of the various universities to confirm that these people were the 
EC/EB program developers and directors in their institutions. After I confirmed the 
targeted respondents, I sent an email message to each of them requesting them to fill 
in the survey form on the web. Since the population of the survey was not large, the 
number of replies to questionnaires was of obvious importance to the study. I 
therefore sent reminders to those who did not respond to the survey within a 
reasonable period of time.  
Survey respondents thus provided their data in one of four formats: 
• Firstly, the web-based form. I emailed the respondents and requested them to 
fill in the form on the web.  
• For those who did not reply to the emailed invitation, I sent a reminder (again 
by email) and attached the questionnaire as a file attachment to the email 
message.  
• For those who still did not reply, I sent by post a hardcopy version of the 
survey form with a postage-paid, pre-addressed return envelope. I requested 
them to fill in the questionnaire and return it by post.  
• In a very few cases, I requested the program developers to fill in the 
questionnaires when I met them at an international EC conference.  
The questionnaires that I sent covered all the universities offering EC/EB programs 
in 2000 and 2001 in the region: Australia, New Zealand, Hong Kong and Singapore. 
I therefore approached the whole population and not merely a sample. As a result, 
sixty questionaries were sent to thirty-five universities offering EC/EB programs, 
targeting EC/EB program developers and leaders between December 2000 and 
December 2001. I received 34 replies, giving me a response rate of 56.7% (quite a 
reasonable response). As academic staff members are busy, it is difficult to get them 
to spend their precious time filling in survey forms.  
Diem (2002) states that a response of 50% - 60% is considered a most acceptable 
return rate for survey research. Lang (2002) makes the following comments about 
response rates for IS research: 
Non-response error may arise because those members of the sample who did not 
respond would have responded substantively differently from those who did respond. 
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Although non response error is not the same as response rate, a higher response rate 
reduces the likelihood of non-response error. Few IS surveys have achieved response 
rates of 50% or above (Kraemer & Dutton 1991; Pinsonneault & Kraemer 1993), a 
level that according to Babbie (1973, p. 165) is barely adequate in social science 
research. Realistically, it seems that response rates in IS research are most likely to be 
in the range 10% - 35% (Falconer & Hodgett 1999). 
I used four different approaches to acquiring responses to the questionnaires and 
readers may be interested to know how the 34 responses were received. Even though 
this does not affect the research outcomes, I have decided to include this information. 
Table 3-3 shows the different ways the questionnaires were received. 
Table 3-3 Ways of Receiving the Questionaries from the EC/EB Program 
Developers and Directors 
Ways of receiving the questionnaires No. received 
% 
received 
Questionnaires received directly by respondents filling in the 
form on the web 
At the start of the survey, email messages were sent and each of the 
academics was requested to fill in the questionnaire on the web. 
22 64.71% 
File attachments to email messages 
After 2 months, for those who did not respond to the questionnaires, 
email messages of reminders were sent, with the questionnaire 
attached to the email message. The replied questionnaires were in the 
form of file attachments in reply to the email 
2 5.88% 
By post with postage paid, pre-addressed return envelope 
provided. 
The second reminder for the questionnaire was sent by post. Each 
letter included an invitation letter, questionnaire and postage paid, 
pre-addressed return envelope.  
7 20.59% 
Picked up directly at international EC conferences. 
When I came across EC academics who had not replied to the 
questionnaire at a conference, I requested them to fill in the survey 
form and return it to me directly. This was a highly successful 
approach, as no one objected and the respondents were glad to discuss 
with me the questions in the survey forms.  
3 8.82% 
Total 34 100% 
 
The above results show that the web form was the dominant response method, 
followed by traditional post. 
3.5.5   Use of multiple-case studies to understand the New Educational Service 
Product Offering (NESPO) model  
 
Benbasat et al. (1987, p 373) state that  
multiple-case designs are desirable when the intent of the research is descriptive, theory 
building or theory testing. Multiple cases yield more general results.  
I made use of a multiple-case study approach to add the necessary depth of 
understanding to the new educational service product model (NESPO) and also to 
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provide qualitative input to the research question whether the effectiveness of tertiary 
EC/EB educational programs can be enhanced through engagement with the concept 
of new service product development. 
3.5.6  Reasons for not selecting other approaches 
The following sections provide a justification for not selecting alternative research 
approaches. 
3.5.6.1 why not action research 
One of the most widely-cited definitions of action research is found in Rappaport 
(1970, p. 499).  
Action research aims to contribute both to the practical concerns of people in an 
immediate problematic situation and to the goals of social science by joint collaboration 
within a mutually acceptable ethical framework.  
Action research was explicitly introduced to the IS community as a research 
methodology by Wood-Harper (1985). Baskerville (1999, p.11) states that the ideal 
domain of the action research method is characterized by a social setting where the 
researcher is actively involved, with expected benefit for both researcher and 
organization.  
Baskerville (1999, p.11) adapting Hult and Lennung's (1980) four major 
characteristics of IS action research notes that: 
• Action research aims at an increased understanding of an immediate social situation, 
with emphasis on the complex and multivariate nature of this social setting in the IS 
domain. 
• Action research simultaneously assists in practical problem solving and expands 
scientific knowledge. This goal extends into two important process characteristics: 
first, there are highly interpretive assumptions being made about observation; second, 
the researcher intervenes in the problem setting. 
• Action research is performed collaboratively and enhances the competencies of the 
respective actors. A process of participatory observation is implied by this goal. 
Enhanced competencies (an inevitable result of collaboration) are relative to the 
previous competencies of the researchers and subjects, and the degree to which this is 
a goal, and its balance between the actors, will depend upon the setting. 
• Action research is primarily applicable for the understanding of change processes in 
social systems. 
These characteristics of action research make it clear that, while attractive as a way 
of both investigating a phenomenon in great depth and understanding the way in 
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which the evolution of that phenomenon affects those involved, action research 
would not have been helpful to me in my attempt to understand the breadth of the 
EC/EB degree program development. Firstly, I had no opportunity to become 
actively involved in creating new degree programs (as a actor), nor was I in a 
position to intervene in the problem setting (particularly not across so many 
universities in four quite widely separated countries). Action researchers are change 
agents – I was merely an observer who wished to understand what was happening. 
3.5.6.2 why not focus group 
A focus group is a qualitative research method, positioned somewhere between 
participant observation and in-depth interviews (Morgan, 1997), and often referred to 
as a group interview. Each focus group meeting consists of a semi-structured panel 
discussion between a small group (3 - 12) of people representing a specific target 
audience for the exploration, exchange and testing of ideas, feedback and 
brainstorming. It then generates valuable qualitative research information 
representing critical client interests (Edmunds 2000; Morgan, 1998; Morrison 1998; 
Templeton 1996 and Lichtenstein 2000). 
Although focus groups are slowly starting to be accepted within the IS field as an 
effective technique for validating research findings – particularly those relating to the 
business world, which can be appropriately checked by a group of participants with 
experience in that field – they are both time-consuming and difficult to arrange.  
Further, unless a truly representative group can be brought together, there is a danger 
of obtaining meaningless results. Despite the attraction of this technique for testing 
my New Educational Service Product Offering model, I felt that the chances of 
bringing together sufficient suitably qualified participants from academe and 
marketing backgrounds were not great enough to justify the demands such an 
approach would make.  
3.5.6.3 why not single case study  
Yin (1994) suggests single-case studies are appropriate if: 
1. It is a revelatory case, i.e. it is a situation previously inaccessible to scientific 
investigation. 
2. It represents a critical case for testing a well-formulated theory. 
3. It is an extreme or unique case. 
In this research, a single case study is not sufficient to provide a basis for 
generalisation – for a number of places with similar patterns within regions: 
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Australia, New Zealand, Singapore and Hong Kong. A single case approach would 
not allow me to draw any conclusions and would provide only the most indicative 
evidence in this situation. I therefore selected a multiple-case study approach instead 
of a single case study. 
3.5.6.4 why not laboratory experiment 
Neuman (1994) comments on the laboratory experiment approach as a high-quality 
quantitative approach. The extent to which the results can be generalised to cover 
real world situations as a result of over simplification of the experimental situation, 
and the isolation of such environments from most of the variables that exist in the 
real world.  
Considering that the model for new educational service product offering has many as 
yet undetermined real world variables affecting it, such as the mission of each 
institution, educational policies and expectations of students in different countries, it 
is not possible to completely identify, simulate or simplify realistically the many 
complex variables which can be set up in the laboratory. Hence, a laboratory 
experiment is not an appropriate research approach for this research project. 
3.5.7 Summary of the research project 
I have outlined the structure of this research project in the previous sections. This 
research project aims at examining whether the effectiveness of tertiary EC/EB 
educational programs can be enhanced through the market nature. That means it tries 
to understand the world well enough so that we might predict and control it. This 
leads to positivist philosophical research. Based on the review of marketing 
literature, an inductive approach is adopted to build the model for new educational 
service product offering. This research project presents a narrative profile of the 
specific details of a situation of EC/EB education, providing a new explanation of 
this topic area, which makes the project a descriptive piece of research. Survey 
research providing broad statistical data was an obvious choice as one research 
method; although this approach did not lend itself to the testing of the model. I made 
use of triangulation to solve this problem – in-depth analysis using multiple-case 
studies provided the richer, deeper information I needed to enhance the findings of 
the survey and test the model. 
In summary, the strategy of this PhD research is: 
• positivist, 
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• inductive, 
• descriptive,  
• both quantitative and qualitative, and 
• by use of triangulation. 
3.6 Assumptions and Limitations 
The assumptions on which I based this research project were that: 
• the data provided by the EC/EB academics accurately reflected the real 
situations of their institutions, that is, that respondents provided ‘honest’ data 
to this project; 
• the term effectively in the research question ‘ … develop their EC/EB 
programs effectively …’ is only a descriptive term and thus cannot be 
quantified in this project.  
The limitations of this research project are: 
• only four areas Australia, New Zealand, Singapore and Hong Kong were 
chosen to be studied as the representatives of the Asia Pacific region, but not, 
for example, Japan nor Korea. This is due to the limitation in the resources 
and the languages of the researcher.  
• the project participants are EC/EB academics, a group of busy people, it was 
very difficult to get them to be involved in the surveys and interviews. 
Moreover, they could not afford to spend time having the second interviews 
or filling the survey forms after they had completed the first round 
participation.  
3.7 Summary of Chapter 3 
 
This chapter has briefly discussed the philosophy of IS research and its research 
methods. I also provided the structure of this PhD research project and then justified 
the appropriateness of the IS research methods and data analysis employed in this 
research. The succeeding chapters are described as follows. 
• Chapter 4 describes what EC is, and based on the literature review, I develop 
a component model of EC which serves as the foundation of the study of 
EC/EB academic programs. 
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• Chapter 5 firstly explains the term ‘newness’ in the context of educational 
degree programs, then discusses the existing new service product offering 
models. Finally based on these existing models, I suggest a new educational 
service product offering model.  
• Chapter 6 comprises 3 major surveys which serve the purpose to understand 
the EC/EB education. The first survey was to heads of schools to identify the 
EC/EB programs at their universities. This helps to understand the different 
segments of EC/EB degree programs. The second survey was to EC/EB 
academics which tried to understand the EC/EB education around the time 
2000. The third survey was to EC/EB program developers to examine how 
the EC/EB programs being developed in their own institutions and the 
characteristics of their EC/EB degree programs. 
• Chapter 7 comprises 2 major parts: the EC/EB jobs and EC/EB degree 
program web sites. The data for these two studies were gathered from the 
Internet. This helps readers to understand the marketplace of EC.   
• Chapter 8 discusses the results of the multiple-case studies of EC/EB degree 
programs. 
• Chapter 9, the last chapter concludes this research project, discusses the 
benefit of this research and suggests future research. 
 
 
 
Chapter 4 
Electronic Commerce Component Model 
 
 
“The value of an idea lies in the using of it.” 
~ Thomas A. Edison ~ 
 
 
The main theme of this research project is to investigate the offering of tertiary 
EC/EB educational programs. In Section 1.1.1, I provided a brief introduction to the 
background and development of the Internet and EC, but without linking this to 
EC/EB education in any detail. To enable a full overview/understanding of tertiary 
EC/EB educational programs, I now focus on the true nature of EC/EB. In this 
Chapter, therefore, my discussions emphasise the structures and components of 
EC/EB.  
Firstly, I briefly describe the history of EB and then define EC and EB, discussing 
the differences between these two concepts. I then summarise the currently available 
models relating to the structure or content of EC and EB. Finally, I define a model of 
the components of EC/EB. This model is used as a foundation to understand the 
major categories of the individual EC/EB courses which contribute to tertiary EC/EB 
educational programs to be analysed in Section 6.1.2.2. The model also plays a role 
in helping to identify the categories of EC careers, which will be covered in Section 
7.1. 
It is important to note that the objective of this Chapter is to provide a brief 
description of the way in which how EB has emerged and of its components, rather 
than to dig deeply into the technology, processes and legal issues of EC/EB. 
4.1 The Road from Electronic Data Interchange to Electronic Business 
Traditional EC, conducted by means of the information technologies involving 
Electronic Data Interchange (EDI) over proprietary value-added networks, is rapidly 
moving to a more transactional medium using the Internet (Zwass 1996). In this 
Section, I briefly describe the history of EB, touching on the phases of EDI, EC and 
EB. 
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4.1.1 Electronic Data Interchange phase 
The origins of EB can be traced back to EDI, which itself dates back to a concept 
developed in 1948. During the Berlin Airlift, the then Master Sergeant Ed Guilbert 
was responsible for coordinating the consignments of food and goods delivered by 
the air forces of many nations. The standard consignment document he invented to 
simplify this process was the inspiration for the concept of standardised business 
documents and, ultimately, for EDI as we know it today. Working for the TDCC 
during the 1960s, Guilbert used his original idea as a foundation for the first transport 
industry interchange documents and the concept was adopted by industry groups 
across the US. In 1979, ANSI developed uniform standards for cross-industry 
electronic communications and EDI standards were further developed and improved. 
Similar and parallel development in the UK (and later Europe) under the name Trade 
Data Interchange (TDI) culminated in 1985 in the development of a set of universal 
EDI standards known as EDIFACT (EDI for Administration, Commerce and 
Transport), which formed a bridge between the existing US ANSI X12 and the 
European UN/GTDI standards (Swatman 1996). 
One of the earliest descriptions of EDI is found in Brawn (1989). 
The essential elements of EDI are: 
• direct application-to-application (not merely computer-to-computer) 
communication; 
• the use of an electronic transmission medium (normally a value-added network) 
rather than magnetic tapes, disks, or other transmission media; 
• the use of electronic mail boxes for "store and collect/store and forward" 
transmission/delivery of documents; 
• the use of structured, formatted messages based upon internationally agreed 
standards (thus enabling messages to be translated, interpreted and checked for 
compliance to a standard set of rules). 
The term EDI therefore does not refer to: 
• electronic mail (which must be read by the recipient and which does not make 
use of standardised document formats); 
• file transfer (which also makes little use of standardised formats and which 
need no connection with applications at either end of the transmission); or 
• remote data entry (which merely places the entry terminal some distance away 
from the computer). 
The EDI era was primarily of benefit to large companies, which could afford the 
expensive and specialised hardware and software necessary to take full advantage of 
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the inter-company linkages, and internal system/structure integration EDI made 
possible. Smaller companies (particularly SMEs) found EDI less useful and many 
adopted the innovation simply because of pressure from their largest customers 
(Swatman 1993). The opening up of the Internet to commercial use, together with the 
availability of the World Wide Web, which both occurred in 1993, made it possible 
for companies to consider alternative methods of exchanging business documents 
and information.  
Large organisations such as BHP Steel34 in Australia (Chan C. & Swatman 1999), 
the retail and apparel industries, and the automotive and construction industries (to 
name just a few) are still significant users of EDI. All the major integrated supply 
chain initiatives, such as Just-in-Time, Quick Response and Efficient Consumer 
Response depend on EDI for their communications and it is unlikely that major 
industry groups which have invested significant amounts of money in establishing 
EDI systems will replace these legacy systems in the near future. Nonetheless, more 
and more organisations (particularly SMEs) have begun to turn from an EDI-focus to 
one which relies on the facilities provided by the Internet (Poon and Swatman 1997; 
1999), with a consequent dependence on EC rather than on EDI.  
4.1.2 Electronic Commerce phase 
The term EC was first used some time around 1992 to 1993 in North America, 
emerging from a combination of electronic technologies and business practices. The 
major technologies directly enabling the development of modern EC include 
computer networking and telecommunications; client/server computing; multimedia 
(and hypermedia in particular); information retrieval systems; EDI; message 
handling and workflow management systems; groupware and electronic meeting 
systems; and public-key cryptography. Amongst these technologies, the most 
significant driving force of EC is the Internet. Zwass (1998) states that:  
the Internet offers an open platform for new E-commerce, removing the long lead times, 
asset specificity, and bilaterality of E-commerce based on the traditional proprietary 
EDI.  
                                                 
34 BHP (Broken Hill Proprietary Company Limited) is Australia's largest manufacturing company 
with significant international interest in Steel, Minerals, Copper, Petroleum, Engineering, Transport, 
and Information Technology. Founded in 1885 at the company's namesake Broken Hill, New South 
Wales, Australia, BHP employs more than 60,000 people and operates in over 60 countries. 
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In around 1994 – 1995, the term EC was popular in North America, but had not yet 
become well established in the AP region. This is shown by the offer of a subject 
called EC in 1995 by Hong Kong University of Science and Technology, in which 
only a few students enrolled with the majority of these enrolled students being from 
the United States (Singtao 2000).  
4.1.3 Electronic Business phase 
One of the first organisations to use the term e-business was IBM in 1997. At that 
time, IBM launched a campaign around the term: 
 
IBM Chairman Louis V. Gerstner, Jr. announces to IBM employees the debut of a major 
strategic campaign built around the IBM-coined term "e-business." In his first major 
customer address on e-business - a speech considered by many as the first "wake-up 
call" to Wall Street on the implications of the networked world - Gerstner describes to 
the Securities Industries Association the Internet's ability to challenge centuries-old 
business models and transform the nature of all important transactions between 
individuals and institutions. 
(IBM 1997) 
 
Until then (1997) EC (or E-Commerce; eCommerce and e-Commerce) had been the 
“buzzword” used in North America (Amor 2000, p.7). The shift in terms was 
particularly significant – implying an equivalent paradigm-shift. During the EC age, 
merchants only focused on and experimented with selling through the Internet. 
Broadening the approach to allow more types of business via electronic media 
created the new term EB. From then on, a trend developed for the use of the term ‘e’, 
for example, e-Marketing, e-Government, e-Democracy, e-Health, e-Service and 
ultimately e-Everything (as in the theme of the Fourteenth Bled International 
Electronic Commerce Conference in 2001). 
So what is next? Recently a ‘new’ research area was listed in ISWorld Research & 
Scholarship web page (ISWorld 2003) with the title u-commerce (for ubiquitous- or 
ultimate-commerce, depending on the source). They believe that the next wave 
introduced would be through wireless technology (I share the same opinion - see 
Chan and Swatman 2001) and that is about to change our lives even more. We will 
experience another wave of change – a world that provides the ultimate form of 
ubiquitous networks and universal device, a world that presents an alternate view of 
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space and time. Likewise, we will experience another form of commerce—a form that 
goes over, above, and beyond traditional commerce, i.e., "ultimate commerce" or 
simply "u-commerce." (Miller 2002; Watson et al. 2002). They define u-commerce 
as "the use of ubiquitous networks to support personalized and uninterrupted 
communications and transactions between a firm and its various stakeholders to 
provide a level of value over, above, and beyond traditional commerce" (Watson et 
al. 2002). 
 
 
 
 
Figure 4-1 Nature of Commerce Change from Time to Time 
Reproduced from: ISWorld (2003a)  
Whether this wave will come and whether it will develop quickly just like the EC 
wave a few years ago, or simply ‘vanish’ – only time will tell. 
4.2 Definitions of EC and EB 
Different people will have their own interpretations of terms. In this section, I look at 
some of the many definitions of EC and EB and examine the differences between 
them35. The definitions of terms can help us define clearly the ‘scope’ and the 
‘meaning’ of the terms EC and EB.  
4.2.1 Definition of EC 
The following are some selected examples on the definitions of EC: 
Kalakota and Whinston (1996) 
Electronic commerce is a modern business methodology that addresses the needs of 
organisations, merchants, and consumers to cut costs while improving the quality of 
goods and services and increasing the speed of service delivery. The term also applies to 
the use of computer networks to search and retrieve information in support of human 
and corporate decision-making. 
Zwass (1996) 
Electronic commerce (E-commerce) is sharing business information, maintaining 
business relationships, and conducting business transactions by means of 
telecommunications networks.  
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35 The interested reader may wish to note that Wilkins et al. (2000) have discussed this issue in 
considerably greater detail than I do here. 
Clarke (1997) 
The conduct of commerce in goods and services, with the assistance of 
telecommunications and telecommunications-based tools. 
Riggins and Rhee (1998) 
While the terminology may differ, it is clear that a variety of researchers accepts a 
broad view of electronic commerce encompassing a wide spectrum of 
telecommunications applications - as long as the goal is to support the sale of products 
and the provision of services to the customer. 
Turban et al. (2002) 
The process of buying and selling or exchanging of products, services, and information 
via computer networks including the Internet. 
Despite the small difference in the meanings of the term, the consensus definition of 
EC is the conducting of business transactions by means of telecommunications 
networks. 
4.2.2 Definition of EB 
Here are some selected definitions of EB: 
IBM (2001) 
e-business is based on a flow of information among businesses over the Internet. The value of 
e-business is a reduction in costs or an increase in revenue that come as a product of 
exchanging business information over the Internet. The danger of e-business is the risk of 
information being lost, stolen, fabricated, or corrupted as it passes over the Internet.  
Northern Territory Government, Australia (2001) 
The process of conducting business functions electronically is known as eBusiness. 
 
NOIE (2002)  
a broad definition which classifies e-business as every type of business transaction or 
interaction in which the participants prepare or conduct business electronically. This 
covers a wide range of activities, ranging from the use of electronic mail (email) and 
EFTPOS, through to Internet based sales and transactions and web based marketing. e-
business is a business issue rather than a technology issue. 
4.2.3 Differences between EC and EB 
Mesenbourg (1999) differentiates the terms EC/EB as follows: 
Electronic commerce is any transaction completed over a computer-mediated network 
that involves the transfer of ownership or rights to use goods or services. 
Electronic business is any process that a business organization (for-profit, 
governmental, or non-profit entity) conducts over a computer-mediated network. 
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Turban et al. (2000) also separate the terms EC and EB: 
Electronic Commerce (eCommerce) is an emerging concept that describes the process 
of buying, selling or exchanging products, services and information via computer 
networks, including the Internet. 
eBusiness carries a broader definition, not just the buying and selling of goods and 
services, but servicing customers, collaborating with business partners, and conducting 
electronic transactions within an organisation. 
Chaffey (2002) takes a rather different approach to defining the terms EC/EB and 
does not restrict EC to transaction-based activities, but rather considers that EC 
relates to inter-organisational business exchanges, while EB covers all exchanges: 
Electronic commerce - all electronically mediated information exchanges between an 
organisation and its external stakeholders. 
Electronic business – all electronically mediated information exchanges, both within an 
organisation and with eternal stakeholders supporting the range of business process. 
IBM (2002) 
The term e-commerce is generally used to describe the buying and selling of products 
and services over the Internet. 
The term e-business refers to a seamless integration of Web technology and standards 
with applications and core business processes that provides universal access to data and 
services across all types of networks.  
Chaffey (2002, p.8) also presents some viewpoints on the relationship between EC 
and EB as: 
a. EC has some degree of overlap with EB 
b. EC is broadly equivalent to EB 
c. EC is a subset of EB 
Among all of three, c is most realistic since EC does not cover many types of 
transactions within a business, such as processing a purchasing order, but that are 
part of EB.While it is clear that there is a more-or-less general agreement that EC 
relates primarily to transactions, while EB is wider in its coverage, it is not easy to 
distinguish the literal meanings of EC and EB. It is probably fair to say that 
Chaffey’s views are less typical of those generally held by researchers and 
practitioners, but there is no true consensus on this point. I have therefore combined 
the terms EC and EB into a single category (EC/EB) for the purpose of studying 
educational degree programs in this research project.  
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4.3 Models and Frameworks of EC/EB 
Continuing to set the scene for my investigation of new EC/EB educational program 
development, I move on from defining the terms EC and EB to identifying EC/EB 
models or frameworks which I have gathered from the literature. There are a wide 
variety of different types of EC/EB models or frameworks, of which the list that 
follows provides only a sample:  
• Clarke (1993) suggests a Five-Phase Process Model of Electronic Commerce 
which is a schematic representation for electronic trading process.  
• Timmers (1998) identifies at least eleven different types of business model 
for EC;  
• Weill and Vitale (2001) present atomic e-business models where each shows 
a specific ownership pattern of the customer relationship, the customer data 
and the customer transaction; 
• Bidgoli (2002) sees EC models as either extension or traditional business 
models and the most common six EC models are: merchant, brokerage, 
advertising, mixed, informediary and subscription; 
• Hedman and Kalling (2002) analyse forty-two e-business models. They 
suggest that a common vocabulary for e-business model and business models 
should be developed that addresses causality between the components and 
includes the longitudinal process components; 
• Chan and Swatman (2002a) suggest an EB model for networked learning; 
• Krüger et al. (2003) analyse a number of approaches to identifying e-business 
models and suggest that they might be divided into two separate parts: a 
model core and a variety of “complement” components, depending on the 
type of industry or activity involved. 
None of these examples of EC/EB models can accurately or completely reflect what 
EC/EB should consist of. For the purposes of my research project, however, I am 
only interested in those EC/EB models or frameworks which describe what EC/EB 
consists of, i.e. the components or domains, so that these models can act as the 
foundation or basic information for developing EC/EB degree programs.  
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In the next section, I identify five EC models and frameworks which represent the 
components and domain of EC and discuss some EC models which illustrate EC 
components; the electronic commerce typology (Wigand 1995; 1997), hierarchical 
electronic commerce framework (Zwass 1996; 1998), generic framework for 
electronic commerce (Kalakota and Whinston 1996), electronic commerce domain 
matrix (Riggins & Rhee 1998) and a framework for electronic commerce (Turban et 
al. 2002). 
4.3.1 Electronic commerce typology (Wigand 1995; 1997) 
Wigand (1995) identifies a number of criteria which can be used to define a typology 
of Electronic Commerce. The components of this typology range from one-way 
teleshopping broadcasts via cable and satellite television channels, through 
automated electronic markets, to electronic shopping on the Internet and WWW, as 
well as catering for fully-fledged electronic commerce utilising an electronic market 
maker with a set-top box in the consumer's home. Wigand's electronic commerce 
typology is mainly designed to categorise the “types” of EC on the basis of their 
electronic interactive capabilities and does not reflect the full range of EC activities. 
As with the other models mentioned, Wigand’s typology does not allow for virtual 
communities and offers only limited usefulness to those investigating the various 
aspects of e-health service offerings. 
 
Table 4-1 An Electronic Commerce Typology  
Reproduced from: Wigand (1997, p.6) 
 
Type of Electronic 
Commerce, by increasing 
electronic interactive 
capabilities 
Buyers' 
deliberate 
choice/ 
decision at 
time of 
transaction 
Automated 
buying 
transactions 
Degree of 
interactivity 
Buying 
choice/decisi
on made by 
computer/soft
ware on 
behalf of 
buyer 
Direct 
buying 
choice/ 
decision 
made by 
human 
Potential for 
full-fledged 
electronic 
market 
Role of 
market 
maker 
Teleshopping via television 
(e.g. QVC) 
Yes One-way only Limited, one-
way 
No Yes High and 
successful but 
only partially 
electronic 
High 
Automated market(A): 
Simple, largely automated 
transactions 
(e.g. EFT, EDI, SWIFT, valued 
added services) 
Yes and No Largely yes High Largely yes No Limited, only 
transaction 
and 
processing 
system 
Small 
Automated Market (B): 
Simple transactions with some 
human choices/decisions 
required 
(e.g. SABRE, APOLLO, stock 
market transactions) 
Yes One-way only High Generally no Yes High and 
successful 
Medium 
Mobile and wireless cellular 
phone/PCS-based applications 
(e.g. construction industry) 
Yes No High No Yes High Small 
Electronic shopping 
(e.g. via Internet, WWW) 
Yes No High No Yes High High 
Full-fledged electronic Yes Mainly one- High No Yes High Very 
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commerce utilizing electronic 
market maker with market-
choice box 
(e.g. available in the future via 
500 cable television systems, 
phone, maybe wireless, etc.) 
way only High 
 
 
4.3.2 Hierarchical electronic commerce framework (Zwass 1996; 1998) 
Zwass (1996) presents a very comprehensive hierarchical framework of EC, 
consisting of three meta-levels: infrastructure, services, and products and structures; 
and seven functional levels, which range from wide-area telecommunications 
infrastructure to electronic marketplaces and electronic hierarchies. 
 
Table 4-2 The Hierarchical Framework of EC 
Reproduced from: Zwass (1996, p. 2) 
 
Meta-Level Le
ve
l 
Function Examples 
 
7 Electronic Marketplaces 
and Electronic Hierarchies 
Electronic auctions, brokerage, dealerships, 
and direct search markets.  
 
Interorganizational supply-chain management 
Products and 
Structures 
6 Products and Systems Remote consumer services (retailing, banking, 
stock brokerage)  
 
Infotainment-on-demand (fee-based content 
sites, educational offerings)  
 
Supplier-customer linkages 
 
On-line marketing  
 
Electronic benefit systems  
 
Intranet- and extranet-based collaboration 
5 Enabling Services Electronic catalogues/directories, smart 
agents-money, smart-card systems  
 
Digital authentication services  
 
Digital libraries, copyright-protection services  
 
Traffic auditing 
Services 
4 Secure Messaging EDI, E-mail, EFT 
 
3 Hypermedia/Multimedia 
Object Management 
 
World Wide Web with Java 
2 Public and Private 
Communication Utilities 
 
Internet and value-added networks (VANs) 
 
Infrastructure 
1 Wide-Area 
Telecommunications 
Infrastructure 
Guided- and wireless-media networks 
This model clearly builds upon the work undertaken by the developers of the various 
‘layered network protocols’ or ‘architectures’, which have been created to explain 
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the inter-connection of telecommunications networking, such as the OSI Reference 
Model, or IBM’s SNA model – which use a similar ‘layering’ approach, where each 
layer has a clearly defined area of functionality. This separation of tasks means that a 
change at one layer does not normally affect the other layers, with significant 
positive implications for software developers.  
The use of a similar approach to analysing EC would have equivalent benefits in 
terms of separating out tasks and enabling solutions to be developed without impact 
on other EC activities. The disadvantage of this approach, however, is that there is 
less flexibility because of the sequence of the layers. I believe that the components of 
EC are constantly changing over time as particular technologies are pressed into 
service. The layering approach, which works very well for networking, where the 
functions and activities can be fully described and do not evolve outside the limits of 
the model, are thus less applicable to the very mutable functions and activities of EC. 
The telecommunications infrastructure forms an important base for EC, but is not 
itself the whole of this field of study. I do, however, believe that this model has much 
to offer to those who are investigating the technologies of EC.  
 
4.3.3 Generic framework for electronic commerce (Kalakota and Whinston 
1996) 
 
Kalakota and Whinston (1996) also developed a generic approach to providing a 
framework for EC, during the early days of the phenomenon’s growth. By a very 
different scheme from that taken by Zwass, they apply the metaphor of “pillars” 
(public policy and technical standards) to support four infrastructures (network, 
multimedia content, messaging and common business services) on top of which they 
place EC Applications. 
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Figure 4-2 Generic Framework for Electronic Commerce 
Reproduced from: Kalakota and Whinston (1996, p.4) 
 
These authors suggest that the elements of a framework for EC are a convergence of 
technical, policy and business concern. This model is simple to understand and 
visually attractive – but it lacks theoretical depth and is not particularly useful for 
researchers endeavouring to incorporate it into empirical research projects. I believe 
that this model is useful for those who are approaching EC for the first time – but do 
not feel that it can be used as a foundation for more detailed analytical study. 
4.3.4 Electronic commerce domain matrix (Riggins & Rhee 1998) 
 
Riggins and Rhee (1998) used the Harvard matrix approach to identify a view of EC 
based upon type of relationship and internal/external focus. This descriptive 
framework takes as its axes the ‘location of the application user’ and ‘type of 
relationship’, thus essentially distinguishing between intranet-based applications and 
those which use either an extranet or the public Internet to provide access to the 
applications concerned. Such a model is clearly useful to companies which wish to 
classify their trading partners into internal and external and, within these, into new 
and ongoing relationships – it categorises EC applications into four categories which 
can be helpful in identifying relationships and technology needs. 
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Figure 4-3 Electronic Commerce Domain Matrix 
Reproduced from: Riggins and Rhee (1998, p.91) 
 
Despite these useful characteristics, however, the model is limited in its general 
identification of EC types, being primarily focused upon trading relationships. It 
would be more difficult to use such a model in the development of, say, a 
government-sponsored virtual community. 
4.3.5 Framework for electronic commerce (Turban et al. 2002) 
Turban et al. (2002) present a framework for EC using supporting pillars which is 
similar to the one previously developed by Kalakota and Whinston (1996), as Figure 
4-4 shows. In this model, the supporting pillars are people, public policy, marketing 
and advertisement, business partners, and support services. These authors also 
emphasise that all these infrastructure and support components require good 
management practices. 
The framework is more comprehensive than Kalakota and Whinston’s model, in that 
it involves more components. But its drawback is that it is not sufficiently flexible as 
all these components will change over time – particularly the five basic 
infrastructures which form the base of the framework. 
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Figure 4-4 A Framework for Electronic Commerce 
Reproduced from: Turban et al. (2002, p.12) 
 
It is clear from this brief discussion that, while all these models are useful under 
specific circumstances and all of them have much to offer the researcher, none of 
them provides an inclusive definition of EC types, activities and capabilities by itself. 
Yet such an inclusive model is clearly required for effective analysis of the range of 
EC activities in both product and service terms. 
I have therefore attempted to design a more comprehensive model which will cater 
for the increasingly wide and varied types of EC available – a model which I call the 
Electronic Commerce Component Model. In this model, I have included not only 
Internet-based EC, but also those primarily EDI-based business-to-business activities 
which preceded the commercialisation of the Internet and the rapidly growing virtual 
communities sector of the EC “market-space”. This model is discussed in the next 
section. 
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4.4 The Electronic Business Component Model (ECCM / EBCM)36 
 
The first step in establishing a truly inclusive Electronic Business Component Model 
is clearly the development of a simple and lucid definition of Electronic Business, 
which I define in the following terms:  
 
Electronic Business involves the undertaking of normal commercial, 
government, or personal activities by means of computers and 
telecommunications networks; and includes a wide variety of 
activities involving the exchange of information, data or value-based 
exchanges between two or more parties. 
 
Zwass (1998) classified EC into three meta-levels: infrastructure, services and 
products and structures. Kalakota and Whinston (1996) stated that EC is supported 
by four infrastructures: network, multimedia content, messaging and common 
business services. Adam et al. (1999) stated that EC is an interdisciplinary field of 
technical, business and legal issues. My starting-point was derived from all three of 
these views, i.e., the Electronic Business Component Model begins with an 
identification of the scope of EB, providing a “meta-view” of the EB world. I 
identified three components at the meta-view level - illustrated in Figure 4–5 legal, 
services and infrastructure.  
 
EB Definition Services 
Infrastructure
   Legal 
 
 
 
 
 
 
 
 
 
Figure 4-5 The Meta-view of EB 
 
At the meta-level, these three basic components constitute the framework of EB – 
and their boundaries are determined by the parties to each transaction. As my 
                                                 
36 This model was originally published in the proceedings of the CollecTER Electronic Commerce 
Conference of 1999 (see Chan and Swatman 1999) under the name ECCM – at that time the terms EC 
and EB were effectively synonymous. As I have already pointed out in this chapter, however, the 
meaning of these terms has since diverged and I have rechristened this model the EBCM. 
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definition has already suggested, these parties can include customers, business 
organisations, service providers, computer systems developers, marketing people, 
lawyers or, indeed, many other different groups or individuals. Different parties will 
set the boundaries according to their specific needs. For example, from a lawyer's 
point of view, the meta-view of the EBCM will be allocated as in Figure 4-6a. This 
allocation places very little emphasis on infrastructure, some on services – but the 
bulk of the emphasis is on the legal aspects of EB. This allocation is clearly the result 
of the lawyer’s interest in activities such as privacy and government policy – and it is 
only in rare cases that our lawyer will be concerned with issues such as transmission 
media and bandwidth (perhaps when they impinge on a case relating to legal rights to 
equal access for remote regions of the country). 
From the point of a computer network administrator, however, the greatest emphasis 
will be placed on infrastructure (which immediately affects every aspects of his/her 
job), with fairly important weightings on legal and services because they will affect 
certain aspects of the job – and thus the meta-view of the EBCM would be allocated 
as in Figure 4-6b. 
 
EB Definition Services 
Infrastructure 
Legal 
 
Figure 4-6a. EBCM for a lawyer Figure4-6b. EBCM for a network 
administrator 
Infrastructure
 
EB Definition 
Services Legal 
 
 
Figure 4-6 The EBCM View From Different Perspectives 
 
Because EB means different things to different people, the meta-view can reflect the 
differing views of any number of EB users (or Parties). The Parties define the overall 
size and scope of their meta-view of EB for themselves – each meta-view is a 
composite of many objects. The following table identifies these objects, which might 
be contained within each component of the meta-view. The following table was first 
published in the proceedings of CollecER 1999 conference. Part of the information 
has been amended since then. 
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Table 4-3 Composition of the EBCM 
 
Meta-view level components Objects within each component 
 
Infrastructure (Technical) • Telecommunications technologies  
• Multimedia applications 
• Internet / intranet/ extranet 
• Web page development (html, java, perl, 
flash) 
• Web page browser (Netscape, IE, lynx) 
• Simulation 
• Data mining/warehousing 
• Network security 
• EDI 
• Database management 
• Client/server, web server maintenance 
• Internet Service Provider 
• Human Computer Interface 
• Smart card devices 
• Wireless technology 
Legal • Government policy  
• Government regulation 
• Privacy 
• Intellectual Property / Copyright 
• Contractual and Legal Settlements 
• Ethics / Computer Crime 
• Trust  
Services • Internet Payment Systems (EFTPOS, EFT) 
• e-publishing 
• Procurement (e-catalogues) 
• Types of services (B2B, B2C, C2B, C2C) 
• Information kiosks (library, airline, 
weather forecast) 
• On-line Shopping  
• e-Learning 
• Other Internet Commerce activities 
• e-Government 
 
Objects within each meta-view component can be added or deleted over time. For 
example, web pages are a common tool for displaying information on the Internet at 
present but, as time passes, other interfaces are likely to come into being – and, 
perhaps, become even more popular than the WWW is today. If this should occur, 
the web page development object can simply be removed and a new object added in 
its place. Objects within each meta-view component are coherent, consistent and 
unique. Each object has an “absolute weight” at a particular period of time which 
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determines its importance to EB. These weights can (and, indeed, almost certainly 
will) alter over time. For example, telecommunications technologies such as 
bandwidth and transmission rate are a major factor in EB efficiency today – largely 
because there is not sufficient bandwidth to cater for the needs of all users in all 
locations. Over time, however, we would expect that technology will resolve this 
problem. 
 
As an example of the implications of such a technological change – in 2003 the 
telecommunications technology object might have a heavy absolute weight, such as 
0.05 (here absolute weight means the weight of that object which is not affected by 
the meta-view at a particular period of time). Two years later, however, (perhaps by 
2005), the bandwidth issues which are currently limiting EC activities are likely to 
have been overcome by the introduction of new technologies. The absolute weight of 
this object at that particular time (2005) might therefore change from 0.05 to 
something closer to 0.03.  
The importance of each object contributing to EC is therefore determined by two 
factors: the relative importance of its component within the meta-view; and the 
absolute weight of the object itself.  
Let me take this example a step further and look at how such a change would affect 
two different EB Parties from different market sectors: 
• From a lawyer's point of view, the relative importance of the legal, services 
and infrastructure components of his/her overall meta-view of EB might be 
0.6, 0.3 and 0.1 respectively. In 1999, the absolute weight of the network 
technologies object (which falls within the infrastructure component of the 
meta-view) is 0.07. The importance of the network technologies object to EC 
overall is thus 0.007; 
• From a network administrator's point of view, by contrast, the relative 
importance of the legal, services and infrastructure components at the meta-
view level are 0.2, 0.3 and 0.5 respectively. The absolute weight of the 
network technologies object is the same as before, 0.07. The contribution of 
the network technologies object for the network administrator will therefore 
be 0.035 – which is much greater than the lawyer's weight for the same 
object.  
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 These two examples demonstrate that each of the components of EB at the meta-
view level has a different degree of importance to different categories of EB 
participants / parties. Figure 4-7 shows the Electronic Business Component Model in 
its entirety.  
 
 
EB Definition 
 
 
Figure 4-7 The Complete Electronic Business Component Model 
Adapted from: Chan and Swatman (1999) 
 
I will study the EC/EB curriculum and careers in the coming chapters using this 
model as a base. 
 
Chapter 4 97
  
Chapter 5 
New Educational Service Product Offering Model 
 
 
There is nothing new under the sun. 
~ Ecclesiastes 1:9 ~ 
 
 
In Sections 2.5 and 2.6, I have briefly discussed issues related to NPD and NSD. I 
have also argued that educational programs are in some way a service product in 
Section 2.3. In this Chapter, I initially introduce the term service product, and then 
define the term newness in the educational context. Next, I discuss four service-
offering models. Finally, based on these four models, I suggest a model for the 
offering of new educational service products (the NESPO model). 
5.1 Service Product  
Since the late 1970s, there has been a growing realisation of the importance of 
services in the world economy (Rust & Oliver 1994). In any fast-changing research 
area, the definition of terms is an ever-present problem, just as it was for the terms 
EC and EB, which I discussed in Chapter 4. Before I develop a model for the 
offering of new educational service products, therefore, I consider the definitions of 
the term service product as they are described in the extant literature.  
Let us start by distinguishing the term service product from product service. 
Corkindale et al. (1989, p.209) distinguish service products and product services in 
the following way: service products are marketed purely as services, e.g. banking, 
insurance, consultancy and education. Product services, quite frequently, are an 
inseparable part of a package, for example computer installation and maintenance; 
and customer training for after-sales.  
Rust et al. (1996, p.16) define the term service product more narrowly as: 
The service product is the core performance purchased by the customer, the flow of 
events designed to provide a desired outcome. It refers to that part of the experience 
apart from the transfer of physical goods and typically includes interactions with the 
firm’s personnel. 
In this definition, they use the term service product to describe only a part of the 
service. They point out that a service can be broken into four components: physical 
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product, service product, service environment, and service delivery (see Figure 5-1). 
All of these components must be managed to meet customer needs. 
 
 
Service 
Product 
Service 
Delivery 
 
 
Physical
Product 
 
Service 
Environment 
 
Figure 5-1 The Four Components of a Service 
Reproduced from: Rust and Oliver (1994, p.11) 
 
Johne and Storey (1998, p.185) agree with Rust and Oliver and define service 
product as:  
the predominately intangible core attributes which customers purchase. 
They describe the characteristics of service products as follows: 
 Service products are predominantly intangible (even though efforts may be made 
to make them more tangible, for example by supporting financial service products 
with attractive looking plastic cards). 
 Service products are predominantly process rather “things”. 
 Service products are often variable in quality because service is commonly 
produced and consumed simultaneously. Customers of services risk buying an 
outcome and/or experience which they cannot fully assess prior to purchase. 
Johne and Storey (1998, pp.187-188) 
 
Lovelock (2001, p.217) defines a service product as follow: 
When customers purchase manufactured goods, they take title to physical objects. But 
service performances, being intangible and ephemeral, are experienced rather than 
owned. Even when there are physical elements to which the customer does take title,  … , 
a significant portion of the price paid by customers is for the value added by the 
accompanying service elements, including labor and expertise and the use of specialized 
equipment. 
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Using these definitions as my foundation, I argue that educational degree programs 
may be considered service products. The educational degree program (service 
product) consists of the core performance purchased by the students or learners 
(customers), through lectures, tutorials, assignments, workshops, discussions, 
examinations, … , or similar types of activities (the flow of events) designed to 
provide a qualification and learning outcome (a desired outcome). The educational 
degree program does include certain physical elements such as lecture notes and 
textbooks, but predominately depends on the intangible attributes of academic 
teaching and research. 
In the next section, I discuss the term ‘newness’ in the educational context. 
 
5.2 Newness 
In this research project, development of new degree programs in tertiary education 
(service products as argued above) leads to the question what is meant by “newness” 
in this sphere. In this section, I discuss categories of new services, the newness of 
service products and markets; and illustrate these concepts by educational degree 
programs.  
5.2.1 Classifications of new services 
Lovelock (1984) has stressed that the word ‘new’ is one of the most overused in the 
marketer’s lexicon. Different people have different interpretations of the meaning of 
‘newness’ of services. They sometimes consider service innovation and new service 
to be synonymous in research discussions. An innovation implies something new or 
represents a new idea that challenges existing activities and approaches for 
individuals and the organisations (Rogers 1995; Malhotra et al. 1996; 
Gopalakrishnan & Damanpour 1997 and Menor 2000).  
Some researchers have proposed several classifications of new services. For example: 
• Carman and Langeard (1980) identify new services as either core that directly 
provides customer benefits or peripherals that support or improve a core 
service. From the strategic perspective, they argue that new services can be 
described as multi-site ― new sites providing the same service to the same 
customer segment, multi-segment ― using the same site and attracting new 
customer segments, or multi-service ― adding new services to the same site 
for the existing base. 
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• Scheuing and Johnson (1989) identify new services as being represented by 
either modification, differentiation, market creation, market expansion, 
market extension or diversification based on a new customer/new service 
categorisation. 
• Tax and Stuart (1997, pp.107-108) argue that any change to the service 
system that requires different competencies from existing operations can be 
considered a new service. Changes to competencies can be analysed along 
three separate dimensions: 
o The degree to which the new process is fundamentally different from 
the existing process. 
o The degree to which the skills and knowledge of new service 
participants are different from the existing service. 
o The degree to which the physical facilities (layout, flow of people, 
physical surroundings, required space and ambience) of the new 
service are fundamentally different from those required for the 
existing service. 
• Johnson et al. (2000, p.4) summarise ideas put forward by Heany (1983) and 
Lovelock (1984) and then classify new services into two main categories: 
radical innovations ― offerings not previously available to an organisation’s 
existing customers; and incremental innovations ― changes to offerings 
previously available to an organisation’s existing customers. 
• Lovelock (Lovelock 1984; Lovelock 2001, pp.245-246; Lovelock et al. 2001, 
pp.202-203) developed seven categories of new services based on Heany’s 
(1983) classification of product innovation: major service innovations, major 
process innovations, product line extensions, process line extensions, 
supplementary service innovations, service improvements and style changes. 
For the purposes of this research project, I selected the most recent categorisation of 
new services (that of Lovelock 2001) and apply it to classify the ‘newness’ of 
educational service products. Lovelock’s categorisation is comprehensive and offers 
an overview of educational degree programs. It also builds a framework for specific 
descriptions of different aspects of services, product and process development. Table 
5-1 shows the typology of Lovelock’s new service categorisation.  
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Table 5-1 A Hierarchy of New Services Categories 
Based on: Lovelock (2001, pp.245-246). 
 
New Service 
Category 
Description Example 
Major service 
innovations 
New core products for markets that 
have not been previously defined. 
These products usually include 
both new service characteristics 
and radical new process. 
New degree programs which have 
never been offered by any 
institution. The development and 
delivery processes are also new.  
 
Major process 
innovations 
 
Using new processes to deliver 
existing core products in new ways 
with additional benefits. 
The University of Phoenix 
competes with other universities by 
delivering undergraduate and 
graduate degree programs with 
other universities in a non-
traditional way. It has no 
permanent campus but offers 
courses either online or at night in 
rented facilities. Its students get 
most of the benefits of a college 
degree in half the time and at a 
much lower price than they would 
at other universities (Lovelock 
2001, p. 245). 
 
Product line 
extensions 
Additions to current product lines 
by existing firms. The first 
company in a market to offer such 
a product may be seen as an 
innovator; the others are merely 
followers, often acting defensively. 
 
A university offers new types of 
degree programs, new to the 
university, but not new to the 
market. 
Process line 
extensions 
Less innovative than major process 
innovations but often represent 
distinct new ways of delivering 
existing products, either with the 
intent of offering more 
convenience and different 
experiences for existing customers 
or of attracting new customers who 
find the traditional approach 
unappealing. 
 
In the past, lectures were delivered 
either face-to-face or by distance 
learning mode. Now, they combine 
both with some face-to-face 
lectures and workshops together 
with perhaps on-line and/or 
computer network systems. 
Supplementary 
service innovations 
Take the form of adding new 
facilitating or enhancing service 
elements to an existing core service 
or of significantly improving an 
existing supplementary service. 
All the study materials are included 
so that students do not need to 
purchase any materials. The course 
fee includes all the expenditure. 
Students can have their own web 
sites because they are studying that 
particular course. Work placement 
is available to students etc. 
 
Service improvements The most common type of 
innovation. They involve modest 
changes in the performance of 
current products, including 
improvements either to the core 
product or to existing 
supplementary services. 
Cut down number of students in a 
class or increase number of contact 
hours, or hire a high profile 
academic to deliver the course. 
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New Service 
Category 
Description Example 
 
Style changes They represent the simplest type of 
innovation, typically involving no 
changes in either process or 
performance. 
Simply change of the name of the 
degree. For example, a university 
offered a Bachelor of E-Commerce 
in 2000. In 2001, they found that 
E-Business is more popular so that 
they just change the name of the 
degree program. 
 
As the above typology suggests, Lovelock believes that service innovation can occur 
at many different levels; yet not every type of innovation has an impact on the 
characteristics of the service product or is experienced by the customer. 
5.2.2 Newness of service products and markets 
Johne and Storey (1998, p.187) adapted Ansoff’s matrix (1987, p.109) which 
introduced the concept of the growth vector of a new product to specify the direction 
in which the firm intends to develop its strategic portfolio (see Figure 5-2).  
 
Product 
 
Mission 
 
Present 
 
New 
 
Present 
 
 
Market penetration 
 
Product development 
 
New 
 
 
Market development 
 
Diversification 
 
Figure 5-2 Growth Vector Components 
Reproduced from: Ansoff (1987, p.109) 
Johne and Storey (1998, p.187) separate the term ‘newness’ into ‘high’ and ‘low’. 
The high and low levels of newness of a market and a product can provide 
opportunities for product development. These authors suggest that businesses have 
two dimensions to consider – market newness and product newness – which presents 
four opportunity vectors for product development (or better ‘offer development’). 
Figure 5-3 shows how each of the four growth vectors may be served by distinct 
types of product development. 
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Market Newness (to supplier) 
 Low High 
 
Aim: Market Penetration 
Via: Product Improvement 
 
 
Aim: Market Development 
Via: Product Line Extensions 
 
Low 
Product  
Newness 
(to supplier) 
  
High 
 
Aim: Product development 
Via: New Product Lines 
 
 
Aim: Diversification 
Via: New Products, New markets 
 
Figure 5-3 Growth Vectors Served by Product Development Variants 
Reproduced from: Johne and Storey (1998, p.187)  
In the next section, I discuss the ways in which this matrix relates to educational 
degree programs. 
 
5.2.2.1 Newness of service product and market matrix 
Based on Johne and Storey’s (1998) matrix above, I categorise four distinct types of 
service product (educational degree program) development. 
Type 1: Market penetration: low market newness, low product newness 
Market penetration denotes a growth direction through the increase of market share 
for the existing product-markets (Ansoff 1987, p.109). Institutions can offer 
programs based on their extant degree subjects, with some modifications 
(improvement) of the subject content, but providing the same services/facilities to 
students – low service product newness. They can also aim at the same marketing 
audience/students – low market newness. Through these ‘new’ programs or service 
product improvement, institutions achieve the aim of market penetration. 
Type 2: Market Development: high market newness, low product newness 
In market development, new target markets are sought for the firm’s products 
(Ansoff 1987, p.109). Institutions may use extant subjects and produce one or two 
‘new’ subjects (via product line extensions) for their new degree program – low 
service product newness. Different numbers of subjects are grouped together and 
form different types of degree programs such as certificate, diploma, undergraduate 
and masters degree programs ― market development and segmentation. Through the 
offer of one or a few new subjects or product line extensions, institutions achieve the 
aim of market development, with new missions for each ‘new’ service product. That 
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is, University A develops a few new subjects. Based on a combination of these new 
subjects with existing subjects they offer different types of degree programs for the 
aim of market development.  
Type 3: Product Development: low market newness, high product newness 
Product development creates new products to replace current ones (Ansoff 1987, 
p.109). Due to rapidly evolving technologies, it is necessary for a university to offer 
new educational degree programs in order to supersede those which are no longer 
popular or which have become outdated. Through the offer of new degree programs 
or new product lines, institutions achieve the aim of product development, replacing 
the outdated ones.  
Type 4: Diversification: high market newness, high product newness 
Diversification is distinctive because both products and missions are new to the firm 
(Ansoff 1987, p.109). Institutions may develop new degree programs — new service 
products for new markets – to achieve the aim of diversification.  
Marketspace may be a so-called ‘new’ idea of market newness. The term 
‘marketspace’ was first popularised by Rayport and Sviokla in a 1994 Harvard 
Business Review article (Kotler et al. 2001, p.727; Farhoomand and Lovelock 2001, 
p.4). Rayport and Sviokla (1994, p.142) distinguish marketspace from traditional 
marketplace by content, context and infrastructure. In the traditional marketplace, the 
content transactions are physical products; while in the marketspace, the content 
transaction is mainly information. The context in the traditional marketplace is 
physical interaction between customers and providers; whereas in the marketspace it 
is mostly on-line interaction. The infrastructures of traditional marketplace are 
trading malls and warehouses; whereas in the marketspace, the infrastructure is 
electronic communication networks. 
In fact, the marketspace concept has been adapted by universities to offer degree 
programs. For example, at the University of Phoenix Online37 in the United States 
and HKCyberU38 in Hong Kong, degree programs are offered purely online. Physical 
                                                 
37 University of Phoenix was founded in 1976. It is among the first accredited universities to provide 
college degree programs via the Internet, starting in 1989. University of Phoenix Online provides 
100% curriculum that is completed via the Internet. http://online.uophx.edu/default.asp 
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38 HKCyberU is a learning institution on the Internet co-founded by the Hong Kong Polytechnic 
University (PolyU) and the Interactive Multimedia Services Company of Cable and Wireless 
(CWHKT). It designs and develops online interactive multimedia-enabled education programmes and 
attendance of students at a physical campus is no longer required. This type of 
university is mainly ‘virtual’. They aim at a new type of market. Since the constraint 
of the physical existence of customers has been removed, it can enhance the scope of 
market. They can offer their programs to customers all over the world. Through the 
offer of new degree programs or new service product in the new market 
(marketspace), institutions achieve the aim of diversification. 
Figure 5-4 summarises how distinct types of new service product development may 
serve each of four growth vectors. 
Market Newness  
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Aim: Market Penetration 
 
Via: offering new programs based 
on the minor improvement of extant 
ones. 
 
Aim: Market Development 
 
Via: offering different level of 
programs using mostly extant 
resources. 
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supersede the existing ones. 
 
 
 
Aim: Diversification 
 
Via: new programs for new markets, 
e.g. online and eLearning programs 
and aim at borderless markets. 
 
 
Figure 5-4 Growth Vectors Served by New Service Product Development Variant 
 Adapted from: Johne and Storey (1998, p.187) 
 
5.3 Service Offering Models 
In a longitudinal study of EC and EB degree programs in the AP region, I discovered 
a common phenomenon: universities offer degree programs which are ad hoc and 
which lack a systematic model (to be discussed in greater detail in Section 8.2.1). 
However, the offering of new programs is a very common and essential activity (for 
whatever reasons) in universities. I therefore suggest a model for offering new degree 
programs presented as service products.  
Several researchers have created models to clarify the structure of service products. 
In the business world, a broad distinction can be made between goods and core 
services, which define the type of business and the supplementary services. ‘Service 
products’, ‘service offers’ or ‘service offerings’ are sometimes interchangeable 
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delivering these right to students’ web space, whether they are at home, at work, or travelling. 
http://megaweb.mic.polyu.edu.hk/hkcyberu/finalblue/mainintro.html 
terms. They are normally described as a package consisting of a core service and 
extras, peripheral services or secondary-level services (Grönroos 1990; Gabbott and 
Hogg 1996; Storey and Easingwood 1998). This description of ‘service products’, 
‘service offers’ or ‘service offerings’ is also valid in the university setting. In this 
section, I introduce Grönroos’ augmented service offering (1990; 2000), Storey and 
Easingwood’s augmented service offering (1998), Kotler and Fox’s educational 
offerings (1995) and Shostack’s molecular model and service blueprinting technique 
(1982).  
As Daft (1985, p.198) in Webster and Watson (2002) states: 
… criticizing is easy, and of little value; it is more important to explain how research 
builds upon previous findings rather than to claim previous research is inadequate and 
incompetent ….  
Hence in Section 5.4, I suggest a model for the offer development of new educational 
service products which directly builds on the existing work on new service offerings 
of Grönroos (1990; 2000), Storey and Easingwood (1998), Kotler and Fox (1995) 
and Shostack (1982).  
5.3.1 Augmented service offering model (Grönroos 1990; 2000) 
From the business perspective, Grönroos argues service as a product. This means that 
a service is an object (like a product) that can be developed, produced, and delivered, 
marketed and consumed. He presents a conceptual model called the augmented 
service offering (see Figure 5-5 below) which describes the elements of a service 
geared to the characteristics of services. The service offering must be customer-
oriented and has to recognize all the aspects of a service that customers perceive. 
Figure 5-5 shows Grönroos’ augmented service offering model. 
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Figure 5-5 Augmented Service Offering Model 
Reproduced from: Grönroos (1990, p.82) 
Grönroos (1990; 2000) suggests four steps in managing the service offering: 
 Developing the service concept 
 Developing a basic service package 
 Developing an augmented service offering 
 Managing image and communication 
The first step is to develop a service concept, the concept which determines the 
intentions of the organisation and upon which the offering can be developed. 
Schools, departments or faculties in tertiary institutions are education providers 
which, for example, would like to provide ‘good quality’ education to different types 
of students. This could be part of their service concept. 
The second step is to develop a basic service package. The basic service package 
describes the bundle of services that are needed to fulfill the needs of customers or 
target markets. There are three groups of services: core services, facilitating services 
(and goods) and supporting services (and goods). The core service is the reason for 
being on the market. For an airline, it is transportation and for a university (for the 
purposes of this project) it is providing academic programs (either by coursework or 
by research) to students. The distinction between facilitating services and supporting 
services is not always clear. Facilitating services are mandatory. If they are left out, 
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the service package collapses. The facilitating services should be designed so that 
they also become a means of competition and this helps to differentiate the service.  
In tertiary institutions, services such as student enrolments, student records, library, 
examination and assignments are facilitating services. The supporting services can 
include information and communication technology (ICT), for example, email and 
online learning environments. These can also enhance their competitive power. 
Facilitating services in some circumstances become supporting services in other 
situations. For instance, well-equipped gymnasia are a type of facilitating services for 
students who study sports courses. However, they are only supporting service for 
students who take EC/EB courses. 
Grönroos emphasises that the perception of the service process cannot be separated 
from the perception of the elements of the basic package. The process has to be 
integrated into the service product. Otherwise, the product concept used by the 
management will not be equivalent to the one perceived by customers. 
So the third step is to develop the augmented service offering which is mainly 
concerned with the service process. There are three elements in this offering: 
accessibility of the service, interaction with service organisation and consumer 
participation. 
• Accessibility of the service can include the number and skills of the 
personnel; office hours, timetables; location of offices, workshops, service 
outlets; tools, equipment, documents and the number and knowledge of 
consumers simultaneously involved in the process. 
• There are four categories in interaction with the service organisation: 
interactive communication between staff and students; interactions with 
various physical and technical resources of the organisation; interactions with 
systems and interactions with other students simultaneously involved in the 
process. 
• Lastly, customer participation is a concept which means the customer has an 
impact on the service s/he perceives – just as university students are 
participants in the learning process. 
Grönroos states clearly that developing the service offering is a highly integrated 
process. This is significant when developing a new academic program. A new 
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supporting service cannot be added without explicitly taking into account the 
accessibility, interaction and customer participation aspects of that service. 
The last step is to manage image and communication. Grönroos argues that a 
favourable image enhances the customers’ experience; a bad one may destroy it. 
Market communication includes activities such as sales, advertising, sales promotion 
and communication over the Internet. Therefore, managing image and 
communication become an integral part of developing the service offerings.  
In Grönroos’ NetOffer model, the author also suggests that, as EC has been popular 
recently, marketers who wish to use the Internet to offer their goods or services to 
customers should take care to design their offerings in the form of service offerings 
which customers perceive and evaluate as services. On the basis of his augmented 
service offering model (see Figure 5-5), Grönroos develops a model for service 
offering over the Internet, the NetOffer model (Grönroos et al. 2000) which I discuss 
in the next section.  
5.3.1.1 NetOffer model (Grönroos et al. 2000) 
Nowadays service offerings are not limited to the traditional marketplace but are also 
found in the online “marketspace”, which I discussed under Type 4 in Section 5.2.2.  
Grönroos et al. (2000) argue that no systematic model of offerings in the virtual 
marketspace of the Internet is available in the literature and hence they contribute 
one based on the Grönroos (1990) augmented service offering model, which I 
discussed in the previous section. In developing the model for the virtual 
marketspace, a user interface element was added to the service package.  
 
Figure 5-6 The NetOffer Model for the Virtual Marketspace 
Reproduced from: Grönroos et al. (2000, p.250) 
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 A user interface now replaces the traditional salesmen, who persuade customers to 
buy their products. User interfaces covers all aspects of the interaction, for example, 
is the site easy to navigate and are all the links clear and logical? Information is a 
critical element in an internet offering. Therefore, a new information layer has been 
included between the service package and the augmentation elements of the offering. 
In order to make the service package function as an Internet offering, customer 
participation and communication were found to be necessary augmentation elements 
in a virtual marketspace environment. Figure 5-5 shows the service offerings for the 
virtual marketspace. 
In the next section, I discuss the way in which these two models relate to the offering 
of new academic programs. 
5.3.1.2 Discussion of Grönroos’ two models 
In Figure 5-5, we see Grönroos’ first model: the augmented service offering (ASO). 
The ASO must attempt to represent all aspects of a service that customers perceive. 
Grönroos discusses the process for the development of a (new) service product, 
starting with the service concept which determines the intentions of the organisation. 
If we apply this model to the development of new educational programs, the service 
concepts are well understood  that is, to offer an educational program to students. 
Universities have a clear understanding of their intention or service concept, and I 
believe that there is no need to include this in my model for developing educational 
programs. 
The second step is to develop the three parts of the basic service package, i.e. the 
core service, facilitating and supporting services. Here, I would say the core service 
is the curriculum for the new degree program, such as a new EB degree program. 
The core service includes the objectives of the new program, together with the 
number of units and their contents and the prerequisites required of each unit. 
The facilitating services depend totally on the core service. For instance, the 
facilitating services for offering a new physics educational program are completely 
different from offering a new EB program. Sometimes, a completely new facilitating 
service can be developed for that particular new educational program. In one 
example, the data that I gathered from the interviews at the University of Hong Kong 
for offering a new EC degree demonstrated that they had their own systems 
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(facilitating services) for student administration, enrolment and payment for the 
program. In this particular case, new facilitating services had to be planned ahead in 
detail when they decided to offer new programs.  
Supporting services, such as library or computer facilities, may be supplied from the 
existing ones. This may not be a major issue of concern. 
The core service is the major concern and it will take considerable time and expertise 
to develop. 
The third step is to develop the augmented service offering which is related to how 
the service is being provided. Accessibility of the service may include issues such as 
whether the programs are offered in on-line mode, so that students such as busy 
workers, those living in remote areas and disabled students can access the program, 
in face-to-face mode, or via a combination of both access modes. The delivery mode 
of the program may be in the format of lectures, tutorials, workshop, discussions, 
students’ projects and industrial visits. Interactions concerns how students interact 
with staff members. This does not necessarily only restrict to the academic staff 
members but also with the administrative staff in enrolment and examination offices. 
For customer participation, students are expected to participate in all the learning 
activities during their enrolment in order to obtain the maximum benefit from their 
learning. 
Amongst these three issues, only accessibility of the service is of great concern in the 
development of a new educational program. Interactions with the service 
organisation are already common practice or routine procedures within academic 
schools or faculties. When developing a new educational program, it is not necessary 
to take this issue into consideration during the planning stages. As we already expect 
students to participate throughout the period of their study, customer participation is, 
once again, not something new for an educational service product. Thus, I believe 
that only accessibility of the service is relevant and appropriate in developing a new 
educational program. 
The last step is to manage image and communication. These two issues are 
significant for developing a new educational program, particularly in a highly 
competitive society. There is a need to contribute to the institution’s positive image, 
and to promote the new education program. These are inevitable aspects to be 
considered when an institution offers a new program. However, corporate image 
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cannot be established by the effort of program developers alone. This is a long-term 
effort, and it requires the assistance and support of a wide variety of other 
stakeholders (including the university’s senior management and prospective 
employers of students) to build up the institution’s corporate image. The complexity 
and multi-stakeholder nature of this issue make it inappropriate as a component of 
my NESPO model. 
In summary, the issues taken from Grönroos’ augmented service offering model 
which may be selected for developing a new educational degree program are to 
develop the: core service, facilitating services, accessibility of the service, local 
image, word-of-mouth communication and marketing communication. 
Next, besides the brick and mortar (face-to-face) mode of offering new education 
programs, many institutions are now beginning to offer new programs which are 
available purely via online delivery (click and mortar). The NetOffer model of 
Grönroos et al. (2000), (see Figure 5-6), is particularly appropriate to online 
educational programs. 
Although Grönroos et al. (2000, p. 249) point out that the service concept is the 
foundation of the service package and for the augmentation of the package into an 
Internet offering, this issue can be omitted from the discussion which follows —and 
from the NESPO model, since the service concept is clearly understood when 
offering a new educational program 
According to Grönroos et al. (2000), an additional element termed “user interface” 
(UI) is included in the service package (see Figure 5-6). The UI is considered part of 
the service package, because it more or less has to sell the offering itself. It has to be 
visually appealing and technically functional. This new issue needs to be brought to 
the attention of the education service product developers. Traditionally, with a new 
degree program, developers are mostly interested in identifying whether sufficient 
expertise or teaching resources are available for the new program. When the new 
program is offered through the Internet, however, the developers should instead 
consider whether staff members have sufficient skills to handle both the web 
technology and subject matter.  
According to Grönroos et al. (2000, p.249) customer participation in this case means 
that the skills, knowledge and interest of customers are sufficient to access and 
operate the UI: they can make a purchase, ask questions and make complaints, 
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receive responses. By facilitating user-oriented communication, the Internet marketer 
helps the customer to purchase and consume goods and services offered via the 
Internet.  
The discussions about participation and communication are in fact quite similar to 
the discussions concerning the EC/EB academic program web sites, which I discuss 
in Section 7.2 in more detail. Hence, I think that it is not fundamental to include 
these two elements when developing a new educational program. In summary, in the 
NetOffer model of Grönroos et al. (2000), only the elements of core service, 
facilitating services, user interface and information should be considered for offering 
a new educational program online. 
In the next section, I will discuss another augmented service offering which is 
developed by Storey and Easingwood (1998). 
5.3.2 Augmented service offering model (Storey & Easingwood 1998) 
Storey and Easingwood (1998, p. 335) argue that producing tangible products may 
require significant investments of time and effort. However, in some cases, 
competitors can easily duplicate the core elements of a firm’s new service. They 
therefore suggest that managers must understand the totality of the service offering 
from the customer’s perspective. They explain that the purchase of a service is 
influenced not only by the service itself, but also by such factors as the service firm’s 
reputation and the quality of the customer’s interaction with the firm’s systems and 
staff — in other words, by the augmented service offering. They formulate a 
conceptual model of augmented service offering (ASO) (see Figure 5-7), which 
builds on the work of Cooper and Kleinschmidt (1987; 1990), de Brentani (1989; 
1991) and Cooper et al. (1994). The ASO Model comprises three major parts: service 
product, service augmentation and marketing support. Figure 5-7 shows the 
augmented service-offering model of Storey and Easingwood (1998). 
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Figure 5-7 Components of the Augmented Service Offering 
Reproduced from: Storey and Easingwood (1998, p. 342) 
 
Firstly, the service product in ASO consists of core offering and thus includes 
descriptions of the product itself and the product characteristics. The service product 
was described as the basic service package by Grönroos (1990; 2000) and is made up 
of five underlying product aspects: product quality, product adaptability, product 
distinctiveness, physical evidence and perceived risk. 
• Factors present in product quality are the product’s reliability, accuracy and 
consistency. 
• Product adaptability is the degree to which the specifications of a product 
can be updated to meet the changing needs of a customer, different services 
can be packaged together to meet the requirements of customers or the 
offering can be adapted to the needs of the individual. 
• Product distinctiveness measures the uniqueness of the product and the 
relative advantages a product offers over the competition. 
• There are two types of physical evidence – the tangible representations of the 
service and the physical environment. Examples of tangible representations 
are the ‘bank cards’ for the bank service, or in our present context, the good 
quality lecture notes. Examples of physical environment are the bank’s 
appearance and the user-friendliness of its facilities; in fact, these are part of 
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service augmentation too. In my case, it is a well-equipped lecture theatre or 
classroom.  
• A product with high perceived risk is one for which the consequences of the 
product performing below expectations are of major significance to the 
consumer and where the expected performance is difficult for the consumer 
to predict.  
Next is service augmentation which mainly relates to the service process and its 
impact. There are five main types: effective communication, distribution strength, 
reputation, customer experience and staff-customer interactions: 
• One of the elements of effective communication, such as word-of-mouth, can 
have a direct effect on the service experience. Word-of-mouth 
communication at the time of consumption can change a customer’s 
perception of the service received.  
• Distribution strength describes the accessibility achieved by the product in its 
target markets.  
• Reputation measures the degree of confidence the customer has in the 
company and its products, how reliable the firm is, and its perceived expertise 
in its field.  
• Customer experience means existing customers who are more likely to 
purchase a product they are familiar with and purchase if from a firm they 
perceive as meeting their needs. 
• Staff-customer interaction measures the quality of the interactions between 
customers and staff in terms of friendliness, courteous, promptness and 
efficiency of the contact.  
Finally, there is marketing support which includes those internal marketing and 
marketing-related management actions that the customers would not normally be 
aware of but which do affect the quality of the product and its augmentation. The 
marketing support given to a new service is characterised by five elements, i.e. 
market knowledge, investment in systems, staff training and skills, effective 
operations and launch strategy. 
• Market knowledge measures the extent to which the firm understands the 
customers’ needs and wants.  
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• Investment in systems is the measure to which new operating systems and 
new equipment is developed for the new products, as well as the extent to 
which the new technology is employed in the operation in the new service. 
• Staff training and skills refers to training of technical staff in a field of 
customer contact; their skills and knowledge of the product and their 
preparedness for a new product. A formal launch and gradual launch are two 
main types of launch strategy. 
• Effective operations is a measure in which the operating and delivery systems 
can cope with the requirement of customers, the demand for the product, 
whether there was sufficient investment in these systems and the 
appropriateness of the technology inherent in them. 
• A formal launch will give the product a high presence in the marketplace and 
increase sales, whereas a gradual launch, initially aimed at one or two 
customers, has the opposite effect. 
I have briefly introduced the ASO model (Storey & Easingwood 1998) and in the 
next section, I discuss how this model may be adapted for the NESPO model. 
5.3.2.1 Discussion of Storey and Easingwood’s (1998) ASO model 
Storey and Easingwood (1998) emphasise that when offering services as a product, 
the developer should consider not only the ‘core product’ but also its ‘augmented 
service offering’. The authors provide a very comprehensive model which is mainly 
used for the finance sector, for example, in banking. The objective of the ASO model 
is to identify the constituents of offering a new service which will lead to the success 
of this service. This model is more complicated and ‘richer’ than Grönroos’ (1990; 
2000), being made up of fifteen elements in three major circles (five elements in each 
circle). Amongst these fifteen elements, several elements are relevant for offering a 
new educational degree program. 
For the inner circle, service product, I consider that elements such as product quality, 
product adaptability, product distinctiveness and physical evidence are appropriate 
for developing a new educational degree program. Perceived risk, however, is less 
appropriate for the NESPO model because it is more reliant on customer perceptions, 
which do not have to be considered from the perspective of educational program 
developers. 
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Of the elements contained in the middle circle, service augmentation, staff-customer 
interactions, reputation and customer experience may not be appropriate for the 
NESPO model, because staff-customer interaction usually follow common practice 
within academic schools or faculties. The reputation of a firm, in my case the 
reputation of an institution or a university, is not established within a short span of 
time and the program developers will definitely in some ways contribute to it. 
However, this is not a major goal for the program developer when designing a new 
degree program. Customer experience needs not to be considered as students will not 
necessarily have experience of that particular university before they enrol in a new 
program at that university. The other two elements, distribution strength and effective 
communication, however, are appropriate for the NESPO model and are 
consequently included. 
Finally, two elements in marketing support are appropriate when offering a new 
degree program: market knowledge, and staff training and skills. Market knowledge 
is the firm’s understanding of the customer’s needs and wants. In fact, it is not only 
the needs of students; it should include the needs of the society and the job market as 
well. Staff training and skills must be considered, for example, whether there is 
sufficient expertise to develop and deliver the new degree programs.  
However, the elements such as launch strategy and investment of systems are 
dependent significantly on the situation of the universities. When a new degree 
program is being offered, the budget for program development is a crucial factor, as 
this will affect the development of program contents, facilitating services and goods. 
From the results of my interviews, however, not many institutions have invested a lot 
of financial resources to develop a new program. So in this situation, it is not 
recommended to include investment of systems and launch strategy as elements of 
marketing support. On the other hand, if institutions have invested heavily in the new 
systems for the new degree program to enhance their local image (which is 
mentioned in Grönroos’ model, Figure 5-5), I will suggest this element to be placed 
under the local image. Consequently, I will not include investments in systems in my 
model. 
Effective operations are issues for consideration as to whether the existing system 
can cope with the new service products in terms of increasing the number of 
participants (students and staff members) in the system and, for instance, whether the 
computer server can cope with the necessary traffic when the number of staff 
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members and students increase when offering a new program. For a short course, it 
may affect the decision of potential students to choose the program. However, for a 
long-term program, this may not be a factor to influence students’ decisions. 
As I have discussed above, there are many elements in the ASO model which can be 
‘borrowed’ for the development of new educational programs. In the next section, I 
discuss another service-offering model – that of Kotler and Fox (1995) – which is 
particularly suitable for offering educational programs. 
5.3.3 Educational offerings model (Kotler & Fox 1995) 
In the educational context, Kotler and Fox (1995) also frequently refer to educational 
offerings as products and services. As I have discussed in Chapter 2, service offering 
involves special challenges because most services are intangible, inseparable, 
variable and perishable. Most services do not exist until the service provider 
performs the service, usually in the presence of the customer. Kotler and Fox (1995, 
p. 278) argue that most educational services combine both tangible and intangible 
elements  they are not ‘pure’ services. In fact, most services involve some physical 
elements. Kotler and Fox’s 1995 educational offering model includes three levels of 
service offerings  the core, tangible and augmented. The core offer refers to what 
customers are really seeking and what need the service is really satisfying. The 
tangible offer relates to those facilities that can enhance customers’ core service and 
benefits. The augmented offer is the additional services and benefits that the marketer 
can offer the target market that go beyond the core offer and the tangible offer. 
Figure 5-8 shows the educational offerings model. 
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Figure 5-8 The Three Levels of Service Offerings 
Reproduced from: Kotler and Fox (1995, p.279) 
 
At the most fundamental level stands the core offer, which relates to the core benefit 
or service of the core product – educational programs. 
The middle level, tangible offer, can be described as having five characteristics: 
features, quality, packaging, brand name and styling. Features are individual 
elements of the offer that could be easily added or subtracted without changing the 
service’s style or quality. Each of them can be modified to make the offer more 
attractive to consumers. Quality represents the perceived level of performance of 
service. Packaging is the container or wrapper surrounding the specific product or 
service. Good packaging can add value beyond that perceived in the product itself. 
Kotler and Fox (1995) believe that the products and services of an educational 
institution can be branded – that is, given a name, term, sign or symbol that identifies 
them with the institution and differentiates them from competitors’ offerings. Kotler 
and Fox did not define styling in their book.  
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The outer level is the augmented offer. It includes accessibility, financing terms, 
guarantee and follow-up service. Kotler and Fox did not explain these terms clearly 
in their book. 
In the next section, I discuss the steps in new program development as suggested by 
Kotler and Fox. Then I will come back to discuss how this educational offerings 
model can be applied to the NESPO model in Section 5.3.3.2. 
5.3.3.1 Steps in new program development (Kotler & Fox 1995) 
In addition to the educational offering model, Kotler and Fox (1995, pp.289-300) 
suggest steps in new program development. The authors state that some faculty 
planners ignored important considerations in planning for new program. They never 
considered what would be the best program ideas based on innovations in the field, 
career possibilities or student interests. They did not analyse past trends in graduate 
enrolment at the university and its competitors for clues about which programs 
would be most interesting to students and future employers. Finally, the recruiting 
plan used a shotgun approach of highly doubtful effectiveness. In order to improve 
this situation, Kotler and Fox adapt the concept of new product development process 
created by Urban and Hauser (1980, p.33) and suggest steps for new program 
development. Figure 5-9 shows the development process for new programs.  
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 TESTING Advertising Program Testing 
Pre-test Market Forecasting 
Test Marketing 
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 MANAGEMENT 
Monitoring the Program
 
Figure 5-9 New Program Development Process 
Reproduced from: Kotler and Fox (1995, p.290) 
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The first step in developing a new program is opportunity identification. This 
involves selecting the best program areas, generating ideas, and screening test ideas 
to identify the best ones to turn into a new program. The second step is design. This 
includes several activities: such as measuring how consumers make their decisions 
about this type of program, what program features will attract them and what 
alternatives consumers know about. Concept development entails preparing 
descriptions of program alternatives. This step also includes designing the program 
and the marketing strategy to be used. Next step is testing. The marketers test the 
program in three areas: the market potential, its appeal to consumers and the 
proposed marketing strategy. The fourth step is introduction. After introduction is the 
final step - the new program must be managed to ensure that it will continue to be 
successful. 
Kotler and Fox suggest a comprehensive way of developing a new program. 
However, in my project I interviewed the program developers in Australia, New 
Zealand, Singapore and Hong Kong and the results of my interviews made it very 
clear that few (if any) of the program developers made use of a specific development 
process model when offering their new programs. 
In the next section, I discuss how Kotler and Fox’s (1995) educational offerings 
model (see Figure 5-8) can be applied to the NESPO model. 
5.3.3.2 Discussion of Kotler and Fox’s (1995) educational offerings model 
Compared to the previous two models I have discussed, Kotler and Fox’s (1995) 
model is simpler – and is specifically designed for offering educational programs. 
However, Kotler and Fox (1995) did not explain the characteristics of their terms: 
styling, accessibility, financing term, guarantee and follow-up service in their book, 
although most of these characteristics are significant for the NESPO model. The 
follow-up service, which is any service (such as student alumni, library facilities, 
career centres or sports facilities) which graduates can still enjoy even they have 
completed the service (graduated), is the only one not present in other models. 
In the next section, I discuss Shostack’s molecular model (Shostack 1982) of service 
offering.   
5.3.4 Molecular model (Shostack 1982) 
Shostack (1982) developed a molecular model which uses a chemical analogy to help 
marketers visualise and manage what she has termed a ‘total market entity’. 
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Shostack’s model can be applied to either products or services. Shostack argues that, 
as in chemical formulations, a change in one element may completely change the 
nature of the entity. At the centre is the core benefit, addressing the basic customer’s 
need, linked to a series of other service characteristics.  
Service elements are often accompanied by physical objects which cannot be 
categorised as true product elements. These objects, or pieces of ‘evidence’, play the 
critical role of verifying either the existence or the completion of a service. There are 
two kinds of service evidence. The first is peripheral evidence, which is possessed as 
part of purchase and has little or no independent value, for example an airline ticket 
or, as in my case, a student card; it serves only to confirm the service. The second is 
essential evidence which cannot be possessed by the consumers. Essential evidence 
may be so dominant in its impact on service purchase and use that it must be 
considered virtually an element in its own right. An example of an essential element 
provided by Shostack was the sudden loss of enthusiasm for DC-10 aircraft by US 
passengers after a couple of crashes involving these planes during the 1970s. Despite 
the fact that all the DC-10s in service were thoroughly checked, US passengers 
remained extremely unwilling to fly in these planes – and all US airlines eventually 
stopped using them. Service elements and service evidences are linked by bonds, 
which are used to signify clusters of elements having a high correlation in purchase 
decisions, or elements influencing usage of other elements or any other relationship 
deemed important by the marketers.  
After all product and service elements have been identified, the peripheral and 
essential evidence associated with each service element are established by bonds. 
Then the remaining marketing elements should be added to the model. 
Firstly, the marketer must consider the entity’s distribution systems. Secondly, the 
marketer should consider entity’s cost and set a proper price. Finally, the marketer 
must consider the promotion and advertisement strategy of the entity. Figure 5-10 
shows Shostack’s molecular model of products and services. 
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Figure 5-10 Shostack’s Molecular Model 
Reproduced from: (Shostack 1982, p.54) 
After the product and service elements of a complex entity are modelled, the 
marketer must thoroughly examine the structure of each element. This model does 
not show the way(s) in which the service functions. Hence, Shostack introduces a 
technique called service blueprinting and I discuss Shostack’s service blueprinting 
technique in the next section. 
5.3.4.1 Service blueprinting 
As a service is basically a process, service blueprinting rests, as it must be, on 
systems that have been developed to deal with processes, acts and flows. If we treat a 
degree program as a service product, what we offer to students is like a service 
product. Hence, applying Shostack’s service blueprinting technique, Figure 5-11 
shows a simplified example of a blueprint for a student who studies an educational 
program. 
 
Figure 5-11 A Simplified Example of Shostack’s Service Blueprint for a Student 
who Takes an Educational Degree Program 
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This technique gives a general idea to the program developers of how the service will 
be processed. I now discuss how Shostack’s molecular model can be applied in 
developing a new educational service product. 
5.3.4.2 Discussion of Shostack’s (1982) molecular model 
Shostack’s molecular model is one of the earliest models that discussed on the 
product and service offering and provides a very clear method of distinguishing 
between products and services which are the basic elements of an entity. The model 
provides a guideline for offering a service but it does not describe how the services 
proceed. Hence Shostack suggests the service blueprinting technique for describing 
the service process and emphasises that when one element in the molecule changes, 
it will affect the whole molecule. This reflects the real situation when developing a 
new degree program. For example, when essential evidence changes  as in the case 
when prospective students for a new, high-status degree expect very high-quality 
facilities, this will affect the offer of the whole program in term of budget and 
development time and may delay the offer of the new program. 
All four of these models have contributed, in one way or another, to the development 
of the NESPO model of new educational service product development. I have taken 
elements from all of these models and combined them in what seemed like the most 
effective and logical way, so as to create a model which would truly reflect the 
realities of designing and implementing a new, market-oriented degree program. 
In the next section of this Chapter, I compare each of these four models and explain 
how I adapted those elements relevant to developing a new educational program. 
5.3.5 Comparison of four service offerings models 
Figures 5-5, 5-7, 5-8 and 5-10 show core product/benefit as essential for service 
offering. They both use a three-tiered model: a central core with supplementary 
areas. There are differences in the items of these areas reflecting the nature of the 
products in each case and Table 5-2 shows the comparison of these four models. 
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Table 5-2 Comparison of the Four Service Offerings Models  
Name Augmented service 
offering model 
Augmented service 
offering model 
Service offerings 
model 
Molecular model 
 
Diagram 
   
 
 Figure 5-5 Figure 5-7 Figure  5-8 Figure 5-10 
Proposers 
 
Christian Grönroos 
 
Chris Storey and 
Christopher J. 
Easingwood 
 
Philip Kotler and 
Karen F. A. Fox 
 
G. Lynn Shostack 
Year 1990; 2000 1998 1995 1982 
Purposes 
 
He provides a good 
model of services as 
objects, to be 
produced, and 
consumed for the 
purpose of service 
management. 
 
They identify the 
components of the 
model, and they 
examine the relative 
contributions of 
these components to 
the success of new 
services. This model 
is mainly for 
financial sectors. 
 
They analyse a 
service on three 
levels: core, tangible 
and augmented. By 
understanding three 
levels, the marketer 
can fine-tune the 
service to be most 
attractive to 
consumers. This 
model is mainly for 
institutions to offer 
their academic 
programs. 
 
 
She provides this model 
and the service 
blueprinting technique to 
the marketers that can lead 
to the kind of 
experimentations and 
management so necessary 
to service innovation and 
development. 
 
What customers 
receive 
 
Service package: 
 core service 
 facilitating 
services 
 supporting 
services 
 
Service product: 
 product quality 
 product 
adaptability 
 product 
distinctiveness 
 physical evidence 
 perceived risk 
 
 
Core product: 
 Core benefit or 
core service 
 
Entity: 
 service element 
 product element 
 service evidence 
 
 
The service 
process 
 
Augmented service 
offering: 
 accessibility of 
the service 
 customer 
participation 
 interactions 
 
Service 
augmentation: 
 distribution 
strength 
 effective 
communication 
 staff/customer 
interactions 
 customer 
experience 
 reputation 
 
 
Part of augmented 
product: 
 accessibility 
 follow-up 
service  
 
Distribution system: 
 distribution strategy; 
and 
Service blueprinting 
technique 
 
Marketing 
strategies 
 
Image and 
communication: 
 corporate image 
 local image 
 word-of-mouth 
communication 
 marketing 
communication 
 
Marketing support: 
 staff training and 
skills 
 effective 
operation 
 launch strategy 
 market 
knowledge 
 investment in 
systems 
 
Tangible product: 
 features 
 styling 
 quality 
 brand name 
 packaging; and 
Part of augmented 
product: 
 financing terms 
 guarantee 
 
 
Cost and price of entity: 
 pricing strategy 
Image of entity: 
 advertising/promotion 
strategy (including 
evidence strategy for 
service elements) 
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5.3.5.1 Common elements in four models  
The service offerings models (Grönroos 1990; 2000; Storey & Easingwood 1998; 
Kotler & Fox 1995; Shostack 1982) are presented in the form of three concentric 
circles. In general, in all cases, the inner circle is what the customers receive - the 
core service/product, regardless of the different terms that different proposers used. 
This is the major issue to be considered when the organisation offers/develops a new 
service: what service(s) (together with accompanying goods) will be provided to the 
customers. The middle circle, in general, is a brief description of the elements 
required for service process. The outer circle is more focused on marketing 
strategies.  
The inner circle (in Table 5-2: what customers receive) is the core service/product. 
Grönroos (1990; 2000) emphasises the facilitating and supporting services which 
contribute to the core service. Shostack (1982) gives more emphasis to the 
distinctions between products and services which will be offered to the customers. 
She also suggests that service evidence which bonds to the physical objects should be 
considered at this stage. Kotler and Fox’s model (1995) is the simplest: they just 
mention the core service or core benefit. Storey and Easingwood (1998) put more 
emphasis on the fundamental nature of the service product which is offered to 
customers. Despite the different terms used in the different models, the main 
common point of these four models is the consideration of the core service/product 
that the organisation will offer to their customers. 
The middle circle (in Table 5-2: the service process) is more focused on how the core 
service is being processed and the elements which relate to the service process. The 
common elements in this circle, in general, are distribution strategy/strength; 
accessibility and interactions. Kotler and Fox (1995) is the only model which 
mentions follow-up service. The characteristics of this circle are mainly the 
elements/factors which relate to the service process which the services offer. The 
step-by-step service process is not included in the above models. This marks the 
major difference between the characteristics of this circle with the new service 
development process. The new service development process models put more 
emphasis on the steps of how the new service is being developed (refer to Section 
5.3.3.1 and Figure 5-9). 
The outer circle (in Table 5-2: marketing strategies) of three of the models (Grönroos 
1990; 2000; Storey & Easingwood 1998; Shostack 1982) is more focused on 
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marketing strategies, whereas Kotler and Fox (1995) consider these as the elements 
of tangible offer, which is the middle circle in their model. Common elements found 
in these models, in general, are image and communications. 
In contrast with Kotler and Fox (1995), the other three models clearly mention that 
the procedure for the service offer development is from the inner circle, then the next 
– middle circle and the final circle – outer circle. This provides a guideline of how to 
develop a new service offering even though the steps are not specifically detailed. 
Both Grönroos (1990; 2000) and Shostack (1982) stress that when there are minor 
changes of one element, it will affect the development of the whole model.  
In the next section, I discuss what elements I selected from these four models for my 
own model of new educational service product. 
5.3.5.2 Elements selected from the four models 
I have clearly discussed the reasons for selection of all those elements from each of 
the four models in previous sections. In this section, I summarise the elements that I 
have ‘borrowed’ from these four models which will be adapted for the NESPO 
model of new educational service product offering. 
I made my selection on the basis of certain criteria. As argued earlier, there are 
certain features that are already contained in the policies and procedures of 
institutions, for example, processing student enrolments and library facilities, the 
way(s) in which staff and students interact. Program developers are not in a position 
to make such decisions when they plan to develop new programs. Consequently, 
elements such as supporting service and staff-customer interaction will not be 
included in the model. There are other features such as reputation and corporate 
image which cannot be established within a short period of time. Hence, I do not 
include them in my model. 
The other major difference between my model and the four mentioned service 
offerings models are customers (students) who are already encouraged by the 
institutions to take very active roles in the process of service. Hence, customer 
participation and customer experience are not included in my model. 
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The criteria for acceptance of the following elements relate to the direction of this 
research project where I ensure that experience or theories from business for 
developing service products is relevant to institutions developing ‘service products’. 
The most essential part of offering a service is the core service, which is the inner 
circle. I have selected the elements: core service and facilitating services from 
Grönroos (1990; 2000); product quality, product adaptability, product distinctiveness 
and physical evidence from Storey and Easingwood (1998); core service from Kotler 
and Fox (1995) and service element, product element and service evidence from 
Shostack (1982). Among the four different terms used to represent this circle: service 
package, service product, core product and entity, I chose service product as being 
the most appropriate for the new model. 
The next step is to consider the elements related to the service process, which is the 
middle circle. I have selected the elements: accessibility of the service from Grönroos 
(1990; 2000); distribution strength and effective communication from Storey and 
Easingwood (1998); accessibility and follow-up service from Kotler and Fox (1995) 
and distribution strategy from Shostack (1982). I believe that the terms/concepts: 
augmented service offering, service augmentation, augmented product and 
distribution system do not totally reflect the situation. I suggest the term/concept 
service distribution to describe most elements of this circle. 
The final step is to consider the marketing issues, which are the outer circle. I have 
selected local image, word-of-mouth communication and marketing communication 
from Grönroos (1990; 2000); staff training and skills and marketing knowledge from 
Storey and Easingwood (1998); pricing strategy, advertising/promotion strategy 
from Shostack (1982); marketing support from Storey and Easingwood (1998); 
features, styling, quality, brand name, packaging, financing terms and guarantee 
from Kotler and Fox (1995) as well as styling and quality for inclusion in the core 
service. Among the four different terms used to represent this circle image and 
communication, marketing support, tangible product and image, cost and price of 
entity, I chose marketing support as being the most appropriate for the new model. 
Having analysed the four models on which I based the NESPO model, and explained 
how I went about selecting the components for my own model from these widely-
accepted and very well-known marketing models, I now proceed to develop an initial 
model for new educational service product offerings. 
5.4 Model for New Educational Service Product Offering (NESPO) 
I have, for some time, been investigating the explosive development of tertiary 
EC/EB programs in universities within the AP region. During the early days of this 
research project I focused on the issues of curriculum development associated with 
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this rapid program development process  but it became apparent over time that 
these programs were being developed in a manner which was more akin to the 
concept of ‘service products’, as I have explained in Section 2.3, than to traditional 
pedagogic curriculum development.  
In my interviews, I specifically asked program developers if they had followed any 
development process models. Every response was negative and often included 
surprise at the mere possibility of such an approach. However, I have summarised 
three models of new EC/EB program development which I discuss in Section 8.2.2. 
Using the existing marketing literature, I found that the current new service 
development process models were not a very appropriate tool for program developers 
to develop new degree programs nowadays. Firstly, Schneider and Bowen’s (1984) 
original focus was on the new service development process, and they regarded design 
as the first step in the process of bringing new services to market, rather than the 
development process. Secondly, Menor et al. (2000, p.136) stated that the generally 
accepted principle behind new service development is that ‘new services happen’ 
rather than occurring through a formal development processes. Thirdly, Kotler and 
Fox (1995, pp. 289-300) suggested steps in developing a new program which I have 
mentioned in Section 5.3.3.1 – but in interviewing program developers, I found that 
they did not follow any steps for the development of their new programs, but rather 
“played it by ear”.  
In this section I am therefore not so much concerned with how the educational 
service product is being developed, but rather I concentrate on the service offerings 
of the new educational service products  educational academic programs. Johne 
and Storey (1998, p.185) have a specific term for service offering, namely offer 
development.  They define offer development as the development, by the supplier, of 
core product (or service) attributes plus the development of the process by which the 
product is evaluated, purchased and consumed. Despites the different terms but with 
the same meaning: service offerings, service offer or offer development, I would like 
to develop an initial model for new educational service product offering based on 
Grönroos (1990; 2000), Storey and Easingwood (1998), Kotler and Fox (1995) and 
Shostack (1982). I will pick up the elements from their models which are relevant for 
developing a new educational service product, which I discussed in Section 5.3.5.2. I 
will also address the deficiency in all these elements and make suggestions for the 
new model. 
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5.4.1 Purpose, audience and scope of the model 
Offering new educational service products is beneficial to institutions in order to 
increase their competitive and survival power. It is also essential because of the 
inevitable life cycle phenomenon. 
5.4.1.1 Competition and survival 
With increasing globalisation of the economy and intense high-speed competition, 
firms will increasingly find it difficult to survive just on their past successes. They 
will need to be continually innovative, and to strive for the creation of new ideas and 
new products (Kelly and Storey 2000; Verma et al. 2002). Marginson (2000) argues 
that ‘higher education’ is a quasi-market with expanding zones of commercial 
activity since the Australian Commonwealth Government reforms of 1987-89 
restructured the higher education system. Newly marketed services such as education 
usually exhibit some market characteristics, but not all. Quasi-market39 describes this 
intermediate zone. Marginson (1997, p.38) claims that positional goods 40  in 
education provide students with a relative advantage in the competition for jobs, 
income, social standing and prestige. Offering a new service product with high 
‘positional’ value, particularly self-funding places, may help universities compete 
with other similar institutions and help students to compete for jobs. 
The export of higher education (Gatfield 1995) and franchised courses41 in higher 
education (Goodall 1994) increases the revenue of the institutions and hence 
increases the competition and survival power. 
The market these days must respond to the demand for life long learning, which is a 
feature of modern society (Commonwealth of Australia 1998, p.10).  
Australian education services have grown since 1985 to become the country’s 8th 
largest export income earner, with the potential to grow substantially further (ABS 
5302.0 Balance of Payments and International Investment Position, Australia), and 
AVCC (2002) suggests that higher education will join ‘resources’ and ‘services’ in 
the top three value-adding Australian exports by 2020. It also suggests that there will 
                                                 
39 In a quasi-market in higher education, for example, there might be competition between institutions, 
corporate-style management and some commercial activity, but then number of student places may be 
affected by factors other than supply and demand (for example, public funding of tuition costs and the 
planning of student load) and degrees and academic standards may remain regulated by universities, 
public authorities or by custom and decree (Marginson 2000, p.51). 
40 Limited number of places for a particular course, for example medicine and law. 
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41 The rational for franchising was that it was a way to broaden the range of courses on offer, improve 
the status of the college and widen the target market (Goodall 1994, p.27). 
be a shift from a rigid target for student places to a flexible target, funded at 
appropriate per student rates. Due to this educational policy, offering new degree 
programs is essential in universities. 
5.4.1.2 Product life cycle theory 
I have argued that degree programs are service products in previous sections. Van de 
Ven and Poole’s (1995) process theory states that there are four stages in a product 
life cycle: start-up, grow, harvest and terminate. Each product grows through the 
stages of birth and death, which is same for educational service products. It is 
considered a very common practice for universities offering new programs to follow 
such cycle. Figure 5-12 shows the life cycle process. 
LIFE CYCLE 
Stage 3 
(Harvest) 
Stage 2 
(Grow) 
Stage 1 
(Start-up)
Stage 4 
(Terminate) 
 
 
 
 
 
 
 
 
Figure 5-12 Life Cycle Process Theory 
Based on: Van de Ven and Poole (1995, p. 520) 
Kotler and Fox (1995, p.283) state that programs and services as passing through a 
life cycle of introduction, growth, maturity and decline. Few programs and services 
remain optimal forever.  
5.4.1.3 Types of audiences 
My model is aimed at university academics and program developers. They may not 
be aware that in offering new educational academic degree programs, just as in 
offering new service products, they should consider various marketing elements.  
5.4.1.4 Scope of the model 
This model is aimed at offering degree programs at university levels – particularly 
‘new’ programs. The term ‘new’ that I define in this model as used by Lovelock’s 
new service classification ranged from major service innovations to supplementary 
service innovations (refer to Table 5-1) to Johne and Storey’s new service 
 
Chapter 5 132 
development and market classification including market development, product 
development and diversification (refer to Figure 5-4). 
5.4.2 Structure of the model 
Urban and Hauser (1993, p.166) suggest that the design process is based on an 
understanding of consumer behaviour which recognises that consumers (customers) 
make decisions about products based on their own perceptions of those products and 
on the priorities they implicitly assign to product benefits. Rust et al. (1995) find that 
the traditional four Ps of product marketing (product, price, place and promotion) are 
inadequate to describe the key tasks of a service marketer’s job. Three more Ps are 
added to describe service. These 7 Ps of services are: product, price, place and time, 
promotion, process, physical evidence and participant. For an educational program, 
the educational marketer is typically offering a service and has a marketing mix of 
seven marketing tools, the 7 Ps: program, price, place (delivery system), promotion, 
processes, physical facilities, and people (Kotler and Fox 1995, p.276). All these will 
be considered when I develop the model for offering a new educational service 
product. 
5.4.2.1 Major entities which shape the model   
I found that there are three major entities which set the scene for program developers 
when they are planning to offer new service products, namely educational provider, 
students and government and society. All of the four models (Grönroos 1990; 2000; 
Storey & Easingwood 1998; Kotler & Fox 1995; Shostack 1982) emphasise the 
characteristics of the service product which is being offered, but none of these 
entities are mentioned in their models. Under each entity, there are several factors 
which will directly shape the development of new service product. 
Educational provider is the universities which plan to offer the new service product. 
Before the development of the new service product starts, factors relating to the 
educational provider must be considered, including: development time, and 
resources which in turn include budget, expertise, information and technology. 
Development time is an essential factor; say for example, the new program will be 
put to the market in two weeks time. This may not be possible. In the present case, 
there is no need to consider further. Budget is how much the provider will invest in 
the new program. It will certainly influence the quality of the new product. Other 
resources such as expertise, information and technology obviously are crucial. 
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The second entity is student. This concerns the student’s benefit and expectation and 
learning style. Benefit from students’ perspectives is different from the program 
developers’. This will influence the development of a new program. For example, 
students may think that one benefit of taking that particular program is getting to 
know their classmates in order to form a network to further establish their career, 
while the program developers may have quite different concepts of ‘benefit’. To the 
students, whether the program adds value, i.e. value-added, is also one of the benefits 
they will consider. 
Expectation and learning style may differ from student to student and from country 
to country. These influence the development of the course, particularly in distance 
learning or online learning. 
The third entity is government and society. The relevant factors include government 
policy, social acceptance and social economy. Government policy on education, for 
example, will be in the form of financial supports for students, research and 
development support for institutions, and they have strong bearing on how school 
will develop which programs. Social acceptance is whether the society is ready to 
accept the new directions. In my interview with one of the program developers in 
Hong Kong, he told me that they offered the first EC subject in Hong Kong in 1995. 
At that time, not many people knew what it was and consequently only five students 
enrolled in this subject. Social economy including the unemployment rate will 
certainly influence the development of new program. These issues are summarised in 
Figure 5-13.  
 
Government 
and Society 
Educational 
Provider  
Students 
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Figure 5-13 Three Major Entities which Influence the Development of New 
Educational Service Product 
• educational policy 
• social acceptance  
• social economy 
• benefit 
• expectation and  
learning style 
• development time 
• resources 
 
 
5.4.2.2 Proposed model 
In this section, I propose a model for offering a new educational service product 
based on four service offerings models (Grönroos 1990; 2000; Storey & Easingwood 
 
1998; Kotler & Fox 1995; Shostack 1982). In Section 5.3.5.2, I discussed the 
elements of their models which I found to be useful in developing my model for the 
offering of new educational service product.  
Having thoroughly considered all relevant aspects of these models, I can now 
construct my new model. Firstly, I rearrange elements from the four models and add 
a new one. All these elements have already been discussed in pervious sections. But 
follow-up service and financial terms from Kotler and Fox’s model (1995) were not 
defined or discussed by these authors, leaving me to explain these two elements here. 
In my model, follow-up service is one of the elements to be considered. When 
students are studying a program at the university, they build up a relation with that 
university. They belong to the university and they can enjoy the service that the 
university provides to them. The question here is how to continue such relationship 
after the service has been provided. For example, a university graduate still has a tie 
with his/her university, but not as strong as that of current students – and yet the 
effective management of alumni relationships is a major reason why US universities 
are so much wealthier than their antipodeans equivalents. 
Market research and modelling will need to be in place to arrive at the optimum price 
which can be charged. Universities are, understandably, anxious to maximise income 
from fashionable new degree programs  but a trade-off must be made between the 
price the market will bear and the quality of facilities and staff expected in return for 
a high-priced, premium product. Since program fees are not cheap, payment schemes 
such as paying by HECS 42 , employer sponsorship or scholarships should be 
promoted. Payment options such as cash, cheque, or credit card at the university’s 
administration offices or at a bank are available to students. Paying fees online is an 
alternative and modern option. Financial terms such as payment schemes and 
payment methods through market research and modelling techniques will need to be 
in place to arrive at the optimum price which can be charged. 
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42 The Higher Education Contribution Scheme (HECS) was introduced in by the Australian federal 
government in 1988 as a “fair and equitable” way of ensuring students contributed to the cost of their 
higher education. It was considered reasonable that students who directly benefit from higher 
education should pay part of the cost, while the Commonwealth pays the major part of the costs 
involved. The interest free deferred payment arrangements means that students are not prevented from 
participating in higher education if they are unable to pay the contribution up front (although deferred 
payment attracts interest charges). Like most such schemes, the amount involved has increased 
steadily over the years since HECS was introduced, rising from A$250 pa in 1988 to well over 
A$6,000 pa in 2003. 
In my model, I add a new element, newness, to the inner circle. Level of newness 
(refer to Section 5.2) will affect the development process significantly. If it is a 
completely ‘new’ program, then it will take more time and resources to develop. 
My model, like most of those on which it is based, consists of three concentric 
circles, namely service product, service distribution and marketing support.  
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Figure 5-14 A Proposed Initial Model for the New Educational Service Product 
Offerings (NESPO) 
 
The inner circle is the service product which contains core service that the 
educational providers will offer. The middle circle is the service distribution where 
the major concern is how the service is being distributed. The outer circle is 
marketing support. Students may not be aware of the marketing support elements, 
but these elements provide the context for the service and clearly would be 
considered to affect the success of the service product. Figure 5-14 shows the 
proposed model for offering a new educational service product. 
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In my model, the entities on the left side shape the developmental work of the new 
program. The actual detail for the developer is demonstrated in the concentric circles. 
Changes to any element will affect other aspects of the model. For developers in 
education, we can predict that change will happen, and will happen more frequently, 
particularly in the field of technology. Therefore, allowance for change must be built 
into the model. Table 5-3 provides reference to each element in the model so that, in 
later discussions, the reader may use this Table to locate relevant explanation for 
such element. 
 
Table 5-3 References for Elements of New Educational Service Product Offerings 
Model 
Elements Descriptions 
 
Service Product 
 
core service Grönroos means the basic reason for being in business. In this research it refers 
to the objectives of the new program together with the number of units  and their 
contents and the prerequisites of each unit, i.e. curriculum of a program. 
newness refers to market and product newness in high and low levels.  
product quality is an attitude formed by a long-term, overall evaluation of a performance.   
product distinctiveness is the uniqueness of the product and the relative advantages a product over the 
competition. 
product adaptability is the degree to which the specifications of a product can be updated to meet the 
changing needs of a customers. 
facilitating services refers to mandatory service, without it the service product will collapse. 
service evidence refers to pieces of ‘evidence’ play the critical role of verifying either the existence 
of the completion of a service. 
 
Service Distribution 
 
distribution strength/strategy refers to the accessibility achieved by the product in its target markets. 
effective communications represents many ingredients of the communication mix, including the branding 
and positioning of the product, the consistency of the strategy, which provide 
customers reassurance when they decide to purchase the product. 
staff training and skills training of staff in a field of customer contact; their skills and knowledge of the 
product and their preparedness for a new product. 
follow-up service is a service or facility in which the customers can still enjoy them even the 
customers have completed the service. 
 
Marketing Support 
 
market knowledge is the organisation’s understanding of the customers’ needs and wants. 
local image refers to common consensus of quality assurance and positive branding 
impressions amongst customers in the market.  
advertising/promotion advertising can be defined as all paid-for, non-personal communication in 
measured media. This includes television, radio, print, outdoor media, online 
media, and cinema. Promotion is a specific activity, defined as the making of a 
featured offer to defined customers within a specific time limit.43 
financial terms refers to price, payment scheme and payment methods. 
 
 
 
                                                 
43 The definitions of advertising and promotion are from 
McDonald, M.H.B., Keegan, W.J. 1997 Marketing Plans that Work Targeting Growth and 
Profitability, Butterworth-Heinemann, US, p110. 
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Understanding EC/EB programs and the marketplace 
 
 
“Business has only two functions   marketing and innovation.” 
~ Peter F. Drucker ~   
 
 
This Chapter describes three major surveys (and one follow-up survey) which 
provide an in-depth understanding of EC/EB education in the AP region during the 
years 2000 to early 2003. These surveys enabled me to answer the subsidiary 
research question: What is the nature of EC/EB degree programs in the period 2000 
to early 2003? 
For the first survey (Survey 1), I aimed at gaining a picture of EC/EB programs at 
universities within a pre-defined area – selected in the early stage of planning the 
survey as the AP region – between 1999 and 2000. Selected Heads of Schools and 
Departments in universities in the AP region were targeted for this survey, which 
was conducted during the first stage of the project and was reported in Chan and 
Swatman (2000a).  
In the second survey (Survey 2), I aimed at gaining a broad understanding of tertiary 
EC/EB education, circa the year 2000, from an academic perspective. Survey 2 was 
targeted at EC/EB academics in the AP in 2000. The findings from this survey were 
reported at the PACIS 2000 EC Education Workshop (Swatman & Chan, 2001), 
which I personally conducted. Survey 2 helped me obtain views from a broad range 
of IS (i.e. not only EC/EB) academics on the research project, as well as to obtain 
general information about existing AP EC/EB programs, prior to identifying the in-
depth issues I wished to investigate further. 
In the third survey (Survey 3), I endeavoured to obtain a detailed understanding of 
tertiary EC/EB programs in the AP region, from the program developer’s 
perspective. It was targeted at EC program developers and coordinators in the AP 
region in 2001. A follow-up survey was sent to respondents in March 2002 to update 
the information obtained from the first administration of the survey. 
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In this Chapter, I examine each survey in turn, and then provide a discussion of 
tertiary EC/EB program offerings in the AP region between 2000 and early 2003, 
from the perspective of the model in Figure 5-14 of new educational service product 
offerings. 
Readers should note that these three surveys, the first two of which were undertaken 
very early on in my research project, were not all designed on the basis of the 
NESPO model (shown in its final form in Figure 5-14 on p.136). As I have already 
explained, the thesis changed direction in the middle of 2000 and the first two 
surveys, undertaken prior to that date, were not designed to test this model at all, 
while the third survey was specifically designed to test an earlier and more primitive 
version of the NESPO model. Not surprisingly, therefore, the surveys reported here 
do not investigate all the elements of that final model (one of the major reasons for 
undertaking additional empirical work). With a view to obtaining the greatest 
possible benefit from the surveys, however, I returned to the survey results to seek 
support for the final NESPO model and its elements. I did indeed find such support 
and indicate this in the discussions which follow by referring to the model’s elements 
whenever they are clearly suggested.  
I signal the relevance of a particular element to a discussion by placing it in 
parentheses and italics, immediately following the text which suggests that element. 
Clearly, in view of the fact that the model has so many elements many of which were 
identified at a later stage than the surveys, I did not have sufficient data to identify 
linkages between the survey results and all the model elements. Nonetheless, many 
elements from the model are highlighted in the survey discussions which follow. 
6.1 Survey 1 to identify EC/EB programs in the AP region (1998-2000) 
As mentioned in Section 1.1 the original purpose of this research project was to 
develop a curriculum model for an EC degree program. In the early stages of my 
research, around 1998, I began to investigate EC degree programs in various 
countries  the United States, England, Australia, Hong Kong and indeed, all over 
the world. This search continued for several months. During this search for survey 
respondents, I recognised that, to scope my project, I would need to select a region to 
be studied. Therefore, for this survey (Survey 1) and also the remaining surveys and 
empirical studies, I selected four areas in the AP region (as explained in Section 1.3). 
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6.1.1 Introduction and purposes of Survey 1 
As the significance of EC/EB increased within the global business community, 
universities and professional education providers — realising the opportunities the 
new economy offered to educators — began to introduce degrees, major streams, 
individual subjects and short courses in the area, during the period 1999 - 2000. 
Among the earliest of these offerings were single subject general introductions to 
EC, usually offered by Business or Information Systems Schools/Departments in 
universities (Hampe 1998; McCubbrey 1999; Davis et al. 1999 or Hecht 2000). 
Survey 1 was conducted between the end of 1999 and early 2000, with my objective 
being to identify all tertiary EC/EB offerings – initially all those offered world-wide 
but, after recognition of the need to scope the project, solely those offered in the AP. 
Letters to Heads of Schools and survey questionnaires can be found in Appendices 
III-1 and III-2. The programs sought encompassed full degree programs at any level, 
major streams, minor streams and single subjects. 
I have described the survey procedures fully in Section 3.5.4.1 and limit the 
following procedural summary to issues enabling an improved understanding of the 
survey findings. 
The 58 universities in the AP region which I examined to find EC/EB offerings 
included all the Australian universities which were members of the Australian Vice-
Chancellor’s Committee (AVCC) – that is, 38 universities – as well as the University 
of Notre Dame44. I also looked at all 8 universities in New Zealand, 8 in Hong Kong, 
and 3 in Singapore. A full list of these universities is found in Appendix III-3. Not all 
these universities had EC/EB programs and I identified those which did. My next 
procedure involved two steps: 
• I sent an email to those Heads of School who had responded to a request for 
assistance I had earlier placed on the ISWORLD mailing list; 
•  I conducted an online search using the keywords 'Electronic Commerce' or 
'Electronic Business' in an effort to discover relevant EC web sites with 
corresponding programs or subjects. 
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44 University of Notre Dame is located in Perth, Western Australia. It was founded in 1990. The 
University choose not to be a member of the Australian Vice-Chancellor’s Committee. I decided to 
include this university in this research project, nonetheless, because it is running many EC programs 
and because it had a School of Electronic Commerce in 2001. 
I discovered that 29 out of the 58 universities I investigated had some kind of EC/EB 
offering, and I distributed my survey to the Heads of the relevant Schools at those 29 
universities.  
To avoid the almost inevitable confusion which cross-cultural academic curriculum 
discussion and the changing nomenclature of universities themselves generates, I 
define below the terms ‘subject’ and ‘program’ as used in this project. 
• A ‘subject’, as commonly understood, is what Deakin University terms a unit, 
and is defined as: “A thematic entity which is normally one or two semesters 
long.” (Deakin University 2003, p.36). The term 'course' which is used in 
North American universities, the expression 'unit' or 'module' which is used in 
some Australian and Hong Kong universities, and the term 'paper' which is 
used in some New Zealand universities, are equivalent to the term 'subject' 
which I have used here; 
• The term 'program' is what Deakin University terms a course, and is defined 
as “a set of units comprising credit points to a particular value, and approved 
by the Academic Board (or its equivalent) which when satisfactorily 
completed by the student normally entitles that student to the award of the 
appropriate certificate, diploma or degree” (Deakin University 2003, p. 34). 
This term is therefore equivalent to the term 'program' as employed in the 
United States and Canada.  
 
For example, 20345 Introduction to Electronic Commerce was a core subject for the 
program (degree) of Bachelor of Commerce. 
EC/EB programs ranged from half-day programs targeted for business professionals 
at the lower end, to three to five year PhD research projects at the higher end. The 
short courses were offered by Australia’s TAFE, the private sector, or universities. 
Since the majority of the short courses were ad hoc and thus fairly dynamic in terms 
of content, they were difficult to include in the survey and I therefore excluded them 
from this survey. The Masters by Research and PhD courses were, of course, 
specifically designed by supervisor and student to suit individual needs – and I 
therefore excluded these courses, too, from my survey. I now present the survey 
findings. 
 
Chapter 6 141  
6.1.2 Discussion of EC/EB program offerings in the AP in 2000 
In 2000, 19 universities out of 39 Australian universities (48.7%) and 3 out of 8 New 
Zealand universities (37.5%) were offering undergraduate and/or postgraduate 
EC/EB programs. The similarity of these proportions suggests that levels of interest 
in EC/EB were roughly similar in the two countries, although New Zealand appeared 
to be at a slightly earlier stage in new degree development. In Hong Kong, Kwok 
(2000) stated that “the first ever degree programme in Electronic Commerce was 
started less than a year ago (1999) in Hong Kong. By this September (2000), nearly 
all the universities in Hong Kong will offer some form of Electronic Commerce 
degree or diploma programme”. In fact, Kwok’s findings matched very closely with 
the survey results that is, 6 out of 8 universities (75%) in Hong Kong offered EC/EB 
programs in 2000. It is likely that one of the reasons for Hong Kong’s unusually 
rapid uptake of EC/EB educational programs is that all the masters programs are self-
funded and government’s invention is less compared to those government-funded 
programs; and universities can therefore approve programs relatively quickly, 
compared with Australia and many other countries. 
Singapore, by contrast with the other three countries surveyed, showed a very 
different pattern. Although the Singaporean government was one of the most 
enthusiastic sponsors and promoters of EC, there was very little interest in offering 
EB/EC educational programs on the part of Singaporean universities and institutes of 
technology, due to a focus on business and other more traditional areas, such as 
science. Singapore has a number of government-run EC programmes, including 
(inter alia):  
• the general EC web site (www.ec.gov.sg/general/intro.html); 
• the eCitizen programme (www.ecitizen.gov.sg/);  
• the eGovernment web sites (www.egov.gov.sg/)  
and yet only a few technical institutions offered EC/EB short courses or diplomas/ 
certificates in EC/EB (Electronic Commerce Singapore 1999) in 2000. One 
university offered an EC specialisation within its MBA degree in 1998; and a number 
of overseas universities offered bachelors and masters degrees to local students 
(Management Development Institute of Singapore 2000, 2000a) at that time. This 
apparently contradictory result was difficult to explain on the basis of the survey 
results alone. The enthusiasm with which offshore EC/EB degrees were being taken 
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up in Singapore suggested that demand there was similar to the rest of Asia. Clearly, 
a more detailed investigation was required to clarify the issues in Singapore; I 
discuss this further in Section 8.5.  
The 29 universities listed in Appendix III-4 were, in total, offering 81 EC/EB 
programs (or similar types of programs) in 2000. I classified these 81 programs into 
7 program types, shown in Table 6-1, where I have also highlight selected elements 
of the NESPO model (Figure 5-14 on p.136) in italics, to suggest the points at which 
NESPO elements relate to particular concerns specific to the program type’s 
offering. I have highlighted, in particular, those elements I believe would be most 
useful for developers to consider when developing an offering in a specific program 
type. I discuss this viewpoint further in Chapter 8. For readers’ better understanding, 
the description of each model element may be found in Table 5-3. 
 
Table 6-1 Types of EC/EB programs in 2000 
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Type  Description 
 
Undergraduate degree with  
EC major concentration 
Students were required to complete a certain number of core subjects 
and, in addition, to take a ‘stream’ of EC subjects. The level of 
newness (refer to Section 5.2.2) was comparatively low, because the 
program type simply adapted some/many existing subjects, while 
adding only a few new subjects. However, this degree type shared 
resources with other degree programs. For details, refer to Appendix 
III-5A. 
 
EC as a joint under-graduate 
degree with other disciplines 
Only one university appeared to provide this type of program. Monash 
University offered a Bachelor of Business and Electronic Commerce – 
both on campus and by distance education. For details, refer to 
Appendix III-5B. 
 
Bachelor of EC  A number of universities had chosen not to offer this degree, which 
differed from one offering institution to another, on the assumption 
that potential employers would not understand what it meant in terms 
of skills provided at the time in the year 2000. Product distinctiveness 
(refer to Section 5.2.2) needed to be made explicit to the market if 
such a degree was to succeed. For details, refer to Appendix III-5C. 
 
Graduate / Postgraduate 
Certificate / Diploma in 
EC/EB 
These programs were primarily designed for those who wished to 
move into a new area, i.e. potential students might already have a 
degree in some other area(s). Many would not have a degree at all, but 
would have significant industry experience in a related area such as 
information systems. Undertaking a full degree would take too long 
for some potential students, so this shorter program, which effectively 
offered the core of a degree without the electives, filled a market 
niche. Product adaptability, in finding an abbreviated version of a 
Masters degree in order to suit this purpose, needed to be considered 
in developing this program option. For details, refer to Appendix III-
5D. 
 
Masters degree with EC/EB 
as a specialisation 
These programs aimed at providing students with advanced 
knowledge and skills in contemporary EC technologies and their 
applications within business, as part of a lifelong learning or 
professional development program. As students undertaking 
Type  Description 
 
postgraduate degrees are usually interested in improving their 
employment prospects, service evidence (what evidence is there that 
there are employment prospects after graduating?) becomes relevant. 
Once people are in the workforce as Masters students often already 
are, they are more concerned with promotion prospects and position 
changes than undergraduates, and postgraduate opportunities to 
facilitate this. Changed employment prospects of graduates may affect 
students’ purchase decision. For details, refer to Appendix III-5E. 
 
Master of EC/EB Usually offered by Information Systems Departments/Schools, 
although increasingly being whole-of-Business-Faculty offerings, the 
technical foundations, strategic and management issues, development, 
information management issues in EC were studied in these programs. 
Clearly product distinctiveness and service evidence (see above 
category for benefits of service evidence) would both be relevant 
elements. For details, refer to Appendix III-5F. 
 
EC as a joint masters degree 
with other disciplines 
 
Bond University provided this type of program. It offered candidates 
the opportunity to gain a double masters degree. The ability of such 
degrees to be coupled with other degrees can be important (product 
adaptability). For details, refer to Appendix III-5G. 
 
Early in my investigations, I discovered many universities with single subject EC/EB 
offerings, not included in the above list. Later, some of these universities developed 
entire programs. The implications of the single subject offerings for my research are 
not of great significance, and therefore I do not analyse them here. For further 
details, the reader may refer to Appendix III-6.  
In the analysis of programs identified by the survey, I have identified a number of 
elements which eventually became part of my NESPO model, Figure 5-14, on p.136. 
These elements were: level of newness, product distinctiveness, product adaptability 
and service evidence. I discuss these in more depth, in the following sections. 
6.1.2.1 Newness 
As discussed in Section 5.2.1, the term ‘innovation’ implies something new, or 
represents a new idea which challenges existing activities and approaches for 
individuals and organisations (Rogers 1995; Malhotra et al. 1996; Gopalakrishnan & 
Damanpour 1997; Menor 2000). I found that the less ‘distinctive’ programs (for 
example, pre-existing undergraduate degrees with an EC major concentration) 
employed less innovation than the distinctive programs, such as the new bachelors 
degrees. I suggest that this is because the non-distinctive programs must share 
resources with other existing, non-specialised programs (e.g., a Bachelor of 
Information Systems often shares resources with a Bachelor of Commerce). Clearly, 
this provides efficiencies and economy, although at the expense of innovation. In 
 
Chapter 6 144  
other words, the decision by a university or department to innovate in the extreme 
with a distinctive course is one which must be carefully thought-through and related 
to the institution’s mission.  
Developments must therefore take the level of newness into account not only to 
realise to a highly specific level the efficiencies and economies already mentioned, 
but also because the development time will be shorter when the level of newness is 
less. In addition, those programs which are distinctive - for example a Bachelor of 
EC program - clearly require a higher level of newness to attract a special, unique 
market segment only interested in studying this specific area. 
6.1.2.2 Product distinctiveness  
Product distinctiveness measures the uniqueness of the product and the relative 
advantages a product offers over its competition. This is particularly important to 
those program types where the entire qualification is related to a specific discipline, 
because potential students will wish to see clearly that the degree does have a 
distinctive body of knowledge. In planning for product distinctiveness, it would be 
important to develop subjects, sequences or groupings of subjects which provided a 
distinctive body of knowledge or skills. With a view to eventual job outcomes, some 
programs could develop their programs based around knowledge and skill 
requirements for the EC job market - which I will discuss in Section 7.1.  
As shown in Chapter 4, the body of knowledge for EC was indeed highly distinctive, 
and this fact was exploited in program content by many of the universities 
investigated in my survey. When I categorised subjects on the basis of the Electronic 
Business Component Model (Section 4.4) into 3 major components: infrastructure, 
services and legal (see Appendices III-7 and III-8 for the full analysis), I observed 
that the individual subjects were not unique to the EC/EB program. For example, 
“Introduction to EC” is a subject which could be taught, and indeed is taught, in an 
IS degree. The subjects listed in Appendices III-7 and III-8 provide some idea of the 
scope covered by the EC/EB programs I surveyed. It was clear that there was 
considerable overlap among the subjects on offer (for example, there were many 
variations on the theme of e-marketing), while a number of areas were not yet being 
covered (for example, areas such as mobile commerce or e-health did not appear to 
be included in the material on offer in 2000). 
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Clearly, there needs to be a balance between developing a program for product 
distinctiveness, and developing a program according to available resources. This 
topic alone would require considerable investigation, and is not the subject of this 
thesis; therefore, I will not pursue it further at this time – although I return to it once 
again in Chapter 9. The distinctiveness of offerings in a dynamic area such as EC 
clearly caused confusion in developing suitable course structures. Perhaps there is 
more to be learned about considerations in planning for such distinctiveness. 
6.1.2.3 Product adaptability  
Rapid completion of an educational program is increasingly desired by many 
students, largely for job-related reasons. Short programs, such as graduate 
certificates, are increasingly popular offerings, for this very reason. The duration of a 
program is a critical factor in student choice, and a course should be designed with 
its adaptability to shorter versions in mind. Masters degrees take about three to four 
semesters of full-time study for the average student. This may be too long a time for 
busy employees, who are a large target market for EC programs. As a result, some 
universities provided solutions to this problem in the form of multiple exit points 
from a masters program. When students have completed four subjects, they may 
choose to graduate with a Graduate Certificate, when they have completed 8 
subjects, they may choose to graduate with a graduate diploma; and when they have 
completed all 12-16 subjects, they obtain the masters degree. The multiple exit point 
arrangements for the EC programs surveyed suggest that product adaptability is an 
important consideration when designing a program for students with different needs. 
Another advantage of this system of exit points is in minimising program resources 
needed, as the same resources (teachers, subjects) can cater for different types of 
market demand.  
6.1.2.4 Service evidence 
EC/EB programs at the masters level aim at providing students with advanced 
knowledge and skills in contemporary EC technologies and their applications within 
business. Many students treat these programs as part of their lifelong learning or 
professional development programs. Most such students are working full-time and 
are mature-age, so that the additional workload of study is likely to constitute a 
significant additional commitment for them. They will make a careful and clear 
choice of their study program. Service evidence in this case, such as the availability 
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of improved job opportunities, may well affect their decisions regarding selecting an 
EC program of study. Service evidence may include, for example, market demand for 
the graduates, whether graduates would get better jobs than before they had studied; 
and the reported level of satisfaction of program graduates. Program developers must 
therefore consider early on the availability or future provision of service evidence. 
I have discussed how the different types of offerings of EC/EB programs relate to 
several key concepts of educational new service product development. The service 
product characteristics found in the degree programs surveyed is shown in Figure 6-
1. In the next section, I discuss some implications of this survey. 
 
 
Figure 6-1 Service Product Characteristics Found in Degree Programs Surveyed 
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6.1.3 Findings from Survey 1 
 
I observed that the market characteristics of the seven types of programs, while 
useful in categorising types of EC/EB programs available, did not provide mutually 
exclusive or orthogonal categories, which leads to interesting observations for my 
research. 
Firstly, EC/EB could be offered by a number of different departments within a single 
university, through different programs. For example, the University of Wollongong, 
Monash University, the Open University of Hong Kong, and the Chinese University 
of Hong Kong all had several departments offering similar (and, it would appear, 
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competing) programs in this area. It is difficult to know whether these universities 
had deliberately set out to compete internally (with the consequent risk of product 
cannibalisation such an approach would bring), or whether these programs simply 
evolved (in which case, it would appear that the universities’ administrative bodies 
were willing to allow the creation of internally competing programs). 
The universities must have considered, when developing all their EC/EB offerings, 
whether they were going to adapt existing products (product adaptability), and 
therefore gain efficiencies (a good reason for creation of a program even when it 
would compete with another offering from the same stable). On the other hand, there 
is a departmental strategic advantage to be gained by a department having a 
distinctive product offering within the university, and universities would surely have 
considered this (an equally good argument against internal competition – and the 
likely explanation for why only four of the 29 universities engaged in such activity). 
This suggests that product adaptability and distinctive product offerings are 
considered when developing any new educational service product offering — but 
fails to explain the reasoning behind the four internal competitors’ actions. This, 
again, is a topic for further research. 
Secondly, EC/EB programs were normally offered by IS Schools/Departments, 
Business Schools, or Computer Science Departments. In fact, EC was/should be a 
cross-disciplinary area (since it combines materials from IS, IT, Law, Computer 
Science, Business, Marketing, Management, Accounting, Logistics, Finance, 
Economics and many other disciplines). Of course, universities do not have cross-
disciplinary departments capable of offering EC/EB programs, and therefore from a 
resource perspective, the most logical decision would be to offer the program within 
the School possessing the resources needed by such a program. IS schools have long 
argued that they have the greatest expertise in EC/EB, although other Schools have 
argued that they had a better context for presenting EC/EB materials – for example, a 
Business School provides a business context. Clearly, resources are an important — 
but not the only — consideration in deciding on the location for a program offering. 
Thirdly, with the exception of Monash University which had two separate teaching 
units (Schools) with EC in their title across two different faculties, the universities 
surveyed had not chosen to develop a teaching unit specifically for delivering EC/EB 
subjects and programs, preferring to offer both EC teaching and research 
centres/units within existing schools/faculties. The research implications of this 
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almost universal decision would seem to be that the new EC/EB service product was 
seen as an extension of existing service product offerings, rather than as an entirely 
new service product, by almost all developers. Clearly, development time and 
resources to establish a new, dedicated School of EC would be substantial. 
Universities traditionally maintain Schools in disciplines with a long life span — 
where the School’s academic domain is regarded as a discipline in its own right. This 
aspect of new service product development is currently not catered for in the model. 
Fourthly, the number of AP EC/EB programs being offered grew significantly over 
the period 1998-2000. This phenomenon replicated the North American experience 
(Tabor 1999; Moran 1999), but was built on a far smaller population base  and 
indicates a very important new program development issue: that of availability of 
staff with sufficient expertise (this relates to the service distribution part of the 
educational new service offering model, Figure 5-14 on p.136) to teach the very 
challenging EC/EB programs which business and students alike were demanding, in 
all locations in the AP where demand existed. Putting it another way, just because 
there may be sufficient resources to offer a given program does not mean these 
resources will be available to students as required. In particular, the teaching 
resources for the program may be unavailable at the location of need; in other words, 
the service distribution must be considered when developing a new program 
offering. 
A combination of the newness of the discipline and the high salaries being offered to 
EC professionals in the private sector had meant that some universities found it 
difficult to staff their academic programs in this area during 1999. Jackson (1999), 
writing in ‘The Australian’ newspaper in October 1999, stated that Australian 
universities were offering innovative EC and Internet courses, but their capacity to 
staff them was in question at that time. Therefore, the newness of a program needed 
to be considered with respect to resourcing the program.  
Fifthly, the variety of the offerings which this preliminary survey identified also 
raised the question of whether there was such a thing as an ‘ideal’ program in 
EC/EB, in the year of 2000. The differing needs of the institutions themselves, their 
varying levels of staff expertise, the type(s) of students attracted to any particular 
tertiary institution, and the delivery modes which might be required all combine to 
suggest that what may form an ideal program in Institution A may not necessarily be 
equally ‘ideal’ in Institution B. What should an EC/EB program focus upon? In other 
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words, the core service of a new program needs to be tightly specified as part of 
developing a new service product offering. In terms of new service product 
development, it was clear that considerably more work was required to identify core 
market needs and core target markets, for new educational programs. 
Finally, one aspect of the EC/EB program development process which I did not 
investigate in detail was the offering of such degrees in locations other than their 
geographic ‘home’ — this applied both to online offerings and to offshore 
presentation of the programs by the developing institution. Both these approaches 
were gaining considerable popularity as the demand for EC education in the Asian 
market grew to ever higher levels. Developers might therefore consider distribution 
strength and strategy when a new program is in the planning stages. A number of 
considerations in respect of offering a program offshore should be borne in mind 
when creating new programs, for example: 
• Subjects offered online needed to be designed in formats which permit ready 
redevelopment for the requirements of Internet-based presentation and study. 
The expectation and learning style of students in offshore locations must be 
considered as part of the development of the educational program. 
• Subjects offered offshore might need to be taught many times each year 
(depending on the number of locations at which they were offered and the 
frequency with which they were offered in each location). If the principal 
lecturer (lecturer-in-charge) of that subject could not teach at all locations, 
adequate substitutes had to be available and prepared to travel as required. 
• Multiple assessment methods might need to be developed for each subject, to 
cater for varying needs in different locations. 
• Additional subjects might need to be developed to cater for the lack of 
availability of pre-requisite subjects which are taken for granted in the ‘home’ 
country’s institution. 
Clearly, all these considerations could be considered under the umbrella of 
considering the distribution strength/strategy for the new program offerings.  
In the above discussions, I have presented selected key findings from my research 
regarding EC/EB programs in the AP region around 1998-2000 from the perspective 
of new service development. In order to provide appropriate background with which 
to better understand the EC programs pedagogically – rather than purely from a 
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marketing perspective such as new service product development - I next report EC 
academics’ opinions on EC programs in 2000 as determined by the discussion of the 
second survey in Section 6.2, which follows. Although I was not at the time of this 
survey investigating educational programs as new service product offering, later in 
my research project I realise that I had indeed collected valuable data for my research 
from which I could draw themes, patterns and indeed elements for the model of new 
educational service product development. I share these insights through my 
discussions in the following section. 
6.2 Survey of EC Teaching Staff in 2000 
I conducted a ‘Teaching Electronic Commerce’ Workshop during the Fourth Pacific 
Asia Conference on Information Systems (PACIS’2000) 1-3 June 2000 in Hong 
Kong. Before the workshop, I sent a survey form to academics in the AP who taught 
EC/EB, while an email message was posted on the ISWorld list server requesting 
academics who were teaching Electronic Commerce, particularly in the AP region, to 
complete a survey form (the survey form is found in Appendix III-9). This section 
provides an integrated discussion of the workshop and survey findings, which 
provide a pedagogical view of EC/EB program offerings from the period studied. I 
also discuss selected elements from the model, where suggested by discussions. 
6.2.1 Introduction and purposes of Survey 2 
The Workshop panel comprised Professor Paula Swatman (chair, and  at the time, 
Professor of eBusiness at RMIT University, Professor Brian Corbitt (at the time, Jade 
Professor of eCommerce at Victoria University Wellington) and myself. The 
workshop enabled experience sharing and networking amongst EC academics, to 
provide insight into the issues of EC/EB programs in the AP. There were 26 
respondents to the survey, although these were not necessarily the same people as the 
workshop participants, who were independent IS academics attending the PACIS 
conference. My findings are compiled on the basis of the survey responses integrated 
with the discussion during the workshop.  
6.2.2 Findings from Survey 2 
The workshop discussions mainly concerned the methods of delivery of EC/EB 
education, teaching resources and difficulties encountered. I summarise the results, 
below. 
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6.2.2.1 Methods of delivery  
Methods of delivery of EC/EB subjects were primarily of four types:  
• Traditional lectures (stand-up lectures) 
• Case studies / Case discussions 
• Invited guest speakers 
• Group projects 
 
6.2.2.1.1 Traditional lectures (and similar classes) 
The survey did not specifically poll data about tutorials, and I therefore mainly 
discuss lectures (which were polled) in this section. Most responses stated that 
lectures, in PowerPoint slide format, were delivered to students for one or two hours 
per week for each EC subject. Instead of delivering lectures weekly, some lectures 
were organised as an intensive residential, where lectures (and other types of classes) 
took place over weekend days scattered throughout the semester. In ‘block mode’, 
classes were offered over a 1-2 week period, early in the semester. Most EC subjects 
were offered on-line, with subject materials available on the university web sites. 
Besides traditional lectures, some of the EC programs were also (or instead) offered 
in distance-education mode. Clearly, the distribution strategy of having students 
attending on-campus (as well as off-campus) and consequent needs, affected the 
decision to have lectures as a method of delivery. Another consideration for lectures 
was (and is) effective communication, as face-to-face teaching has obvious benefits 
for student learning. Many students also have expectations of face-to-face delivery, 
and their learning style may favour lectures. Clearly, resources needed to be 
available to develop the lecture material (for example, staff, technology). Staff 
training and skills would need to be considered, as staff must be capable of 
delivering lectures effectively.  
6.2.2.1.2 Case studies / case discussions 
Most respondents mentioned that they adopted a case study method in teaching their 
Electronic Commerce subjects. Prof. Sid Huff of Victoria University Wellington, in his 
response to the survey, suggested that: 
“ teaching much of EC with cases, regularly updated, is the best solution. At least a case can 
be updated - either changed or updated without too much difficulty. Also using cases allows 
the opportunity to bring someone from the case company / organization into the class to 
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augment and enhance the discussion. The downside is that most universities do not "reward" 
faculty for writing cases, so naturally, few want to spend the time doing it.” 
Clearly, considering delivery strategy allows the developer to take advantage of activities 
such as casework. 
6.2.2.1.3 Guest speakers 
Guest speakers from industry were invited by many lecturers to give a short lecture 
on particular topics, in order to strengthen students' knowledge of electronic 
commerce. Specific real-life practical experiences were presented to students. The 
product quality can be enhanced in this way, and students’ experienced benefits from 
real-life exposure to the theory in practice as communicated by the guest speakers.  
6.2.2.1.4 Group projects 
Group projects were also commonly used, to increase students’ involvement in 
learning. There were two major benefits for students from group projects. The first 
benefit was to provide students with a chance to work together co-operatively. This 
reflected the real situation when they graduated and were looking for jobs. Business 
stressed the importance of teamwork, as one of the selection criteria for employing a 
new staff member was ability to work in a team (Computerworld 2000). Secondly, 
students could apply what they had learned (knowledge) to real life situations. Mr. 
David Banks, according to his survey response, noted that he: 
“allocated each student one session of the overall topic, while the group produces a 
composite document which is then placed on the web pages for other students to 
work on. The idea is to provide both breadth and depth, and encourage collaborative 
working.” 
 Considering future service evidence, in the form of the importance to employers of 
teamwork, was clearly a consideration when developing EC/EB programs.  
Besides the above teaching methods: team teaching, web-based demonstrations, 
debate on selected topics, computer practical and email sharing across campus of 
projects and resources were all mentioned in the replies to the survey. Dr. Craig 
Parker of Deakin University used business simulations to demonstrate Electronic 
Commerce concepts. Dr. Robert Johnson of the University of Melbourne 
demonstrated B2B interactions by means of MYOB (accounting) software. Dr. 
Simpson Poon of Murdoch University established virtual teams with international 
universities for EC teaching. There are many benefits to students in these various 
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approaches as well as a sharing of available resources, and it would behoove 
developers to consider these when developing courses. 
Some suggestions were also made for assessing students’ work: 
• a literature review on the chosen EC topic followed by an argumentative 
essay for that topic; 
• analyse the prospects of EC in an industry or a specific firm;  
• analyse Australian EC sites;  
• analyse EC academic papers/research issues;  
• develop a web-based business site; 
• write a business plan of EC solutions for a local company; 
• student presentations in the class - could be real or hypothetical organizations 
Again, there are clear benefits to students from these various approaches, especially 
in term of the needs of future employers (service evidence). 
6.2.2.2 Teaching resources 
Clearly, teaching resources must be considered, in depth, as the discussion below 
highlights. From the survey, teaching resources were mostly from textbooks, web 
sites or journals. 
6.2.2.2.1 EC textbooks 
Only a few respondents mentioned that they did not refer to particular textbooks. The 
following three were the most popularly used textbooks for survey respondents in 
2000: 
• E-Commerce: A Managerial Perspective 1999, Turban E., Lee J., King D. 
and Chung H.M., Prentice-Hall. 
• e-Business: Roadmap for Success 1999, Kalakota R. and Robinson M., 
Addison-Wesley. 
• Internet Commerce: Digital Models for Business 2000, Lawrence E., Corbitt 
B., Lawrence J. and Tidwell A., John Wiley and Sons, 2nd edition. 
 
The two books Turban et al. E-Commerce: A Managerial Perspective, and Lawrence 
et al. Internet Commerce: Digital Models for Business, both provided real world case 
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studies for each chapter. These case studies might be useful for group discussion 
during tutorials or for lecturing.  
Although it was not part of my survey per se, I searched the Amazon.com bookstore 
using the search term "Electronic Commerce" in February, 2001. There were 818 
books relating to Electronic Commerce available at that time. Within the months of 
January and February 2001 alone, 57 books about EC were published. 334 EC 
related books were published in 2000, 132 in 1999 and 73 in 1998. These figures 
suggested that the 'tide' of electronic commerce grew enormously during that period. 
In using the model, the availability of the textbooks (a key resource) would be an 
important consideration, because without textbooks there would be considerably 
more material required to develop in order to offer the new programs. Of course, not 
all of these 818 books were suitable for use as textbooks. Starting around 1999-2000, 
‘Electronic Business’ emerged as the title of choice, rather than ‘Electronic 
Commerce’. This highlights a problem with a new discipline  even the discipline 
title can change very rapidly. It is noteworthy that much argument still rages over 
whether to name tertiary programs EC or EB – an aspect of new service product 
development currently not yet considered by the model in Figure 5-14, but worth 
investigating for future research aimed at refining the model. 
6.2.2.2.2 EC resource web sites and journals  
The survey and discussions in the meeting suggested that a number of EC resource 
web sites and journals were useful to academics as references for conducting EC 
lectures and tutorials at that time. Some of these resources are naturally now outdated 
but were used as evidence regarding EC resources at that time. Hence, I still include 
this information in this Chapter and list them in Appendix III-10. EC resource web 
sites are listed in Appendix III-11 and EC journals are listed in Appendix III-12. This 
suggests that a wide search of available resources of diverse kinds must be part of 
developing a program offering. 
6.2.2.3 Difficulties encountered in EC/EB course development 
Respondents suggested that, in teaching electronic commerce, two major difficulties 
were encountered, in 2000: 
 
6.2.2.3.1 Teaching resources  
This first concern relates to resources. Teaching EC was very challenging because of 
the extremely rapid rate of change in both the underlying technology and the 
 
Chapter 6 155  
business practices. Much teaching appeared and disappeared in rapid succession, and 
was thus lacking robust and well-accepted frameworks, not to mention theories. Who 
wants to put the effort into developing a decent textbook when it could be out-dated 
before it is even published? So even though many EC books were published, it did 
not mean that all of them were suitable for adoption as textbooks. 
It was beneficial to install new facilities for coping with the requirements of 
innovative technology, such as computer laboratories for students to use email, 
access the Internet, work with electronic commerce applications/solutions, engage in 
video-conferencing and simulation. Respondents noted, however, that this might 
come under increasing pressure from the cutting of universities' funding.  
A concern was whether there were sufficient resources in terms of staff time to 
update materials, once a program was developed. The consideration of product 
quality was paramount in updating of program materials. In addition, the capability 
of the staff (staff training and skills) was considered important in terms of ability to 
improve the program materials. 
 
6.2.2.3.2 Time 
In terms of the resource of time spent during the course itself, there were several 
aspects worthy of comment: 
• As EC is a field which changes quickly, academics must find the time to 
update their knowledge constantly. Dr. Lichtenstein of Monash University 
stated that: 
“teaching e-commerce subjects requires keeping right up to date through 
daily online research. Hence, I have several key sites I visit daily to keep me 
well-informed.” 
• Some EC subjects involved the time-consuming invitation of guest speakers.  
• Academics spent considerable time on liaison and administrative work. 
• There were many students taking individual EC subjects (around 2000). 
Consequently, tutors had to spend more time on student consultations and 
administrative work. As the number of students increased, more tutorial 
groups were formed and even more tutors needed to be involved. The 
administrative time for tutors was predicted to increase. 
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In this Section, I have highlighted the need to consider a number of the elements for 
the model in Figure 5-14, when developing EC/EB programs. Although I was only 
able to highlight selected elements due to limitations of the thesis size, the list is 
worthy of later consideration in greater detail: 
• product quality; 
• service evidence; distribution strength/strategy; 
• effective communication; 
• staff training and skills; 
• educational providers’ resources; and 
• (students’) benefits.  
I would expect many more elements will be relevant, and I will discuss all elements 
in the report of my case studies in Chapter 8. 
6.3  Survey of EC/EB Program Co-coordinators and Developers 
In order to explore the issues arising from Survey 2 in more depth with the EC/EB 
program co-ordinators and developers, and as part of the process of developing a 
model of educational new service product creation (which ultimately became the 
NESPO model) I conducted Survey 3, which I now discuss.  
I sent out an electronic survey to EC/EB program co-ordinators and course 
developers during the period December 2000 to December 2001. In this survey, I 
distributed two forms: firstly, I posted the survey form on the Internet and emailed 
the targeted EC academics to request them to complete the form. For those who did 
not respond, I distributed the survey as a file attachment to an email message.  
6.3.1 Introduction to Survey 3 
The purpose of this survey was to understand the structures of the EC programs 
being offered at that time, the resources available for these programs and the skills 
required by EC students. As the target audience for the survey, I selected all EC/EB 
program co-ordinators and developers in the AP region, in every university I was 
able to identify. 
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This survey is divided into five major parts. Part A is the background information of 
the institutions being surveyed. Part B is the structure of the EC/EB program of the 
institution being surveyed. Part C is the resources of the program. Part D is the 
relationship between the program and students’ achievement of skills. Part E, finally, 
is other issues related to EC/EB programs. The questionnaire is included in Appendix 
III-13. 
6.3.2 Findings from Survey 3 
35 universities were offering EC/EB programs, or would offer these programs 
shortly, in Australia, New Zealand, Hong Kong and Singapore between December 
2000 and December 2001. I sent 60 questionnaires to these 35 universities. I received 
34 questionnaires from 27 universities with 32 different EC/EB programs (as one 
university may offer more than one program) in Australia, New Zealand, Hong Kong 
and Singapore. The reply rate was 56.7%, which according Diem (2002) is an 
acceptable rate. 
The target audience for the survey was EC program developers, program directors 
and academic staff members in Australia, New Zealand, Hong Kong and Singapore. 
Table 6-2 shows the number of surveys sent and received. 
 
Table 6-2 Number of Replies to the Questionnaires in Survey 3 
 
Region Australia New 
Zealand 
Hong 
Kong  
Singapore Total 
Number of universities that 
questionnaires were sent to45 
25 2 6 2 35 
Number of universities that 
questionnaires were received from46 
18 2 6 1 27 
Number of questionnaires sent 42 4 12 2 60 
 
Number of questionnaires received 23 3 7 1 34 
% of questionnaires received 54.8 75 58.3 50 56.7 
 
 
Other procedures in issuing and receiving questionnaires were described in Section 
3.5.4.1. In the interests of limiting the size of this thesis, and due to the need to 
highlight findings rather than to simply present detailed data, I now summarise 
findings from the survey, which are described in complete detail in Appendix III-14. 
Tables supporting these findings are also to be found in different sections of 
Appendix III-14. I highlight in particular the elements from the model (Figure 5-14), 
and how they were represented by the data and results obtained. 
The distribution strategy was clearly important, as most programs were graduate 
programs. As previously suggested, this is likely to have been due to a consideration 
                                                 
45 As in 2000 and 2001, number of universities which offered EC/EB programs in each region.  
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of the various market needs for the program, such as the need for business experience 
in graduates as well as the theoretical foundations obtained via the program itself. 
Programs were offered by many different types of units, suggesting the importance 
of a tradeoff between obtaining product distinctiveness by mounting unique 
programs within School, or achieving the economies of product adaptiveness by 
modifying the programs of other Schools. Decisions regarding location of the 
program also appeared to have been made with availability of resources strongly in 
mind. 
The delivery mode of programs — which ran the full gamut from face-to-face, 
distance education, online and multimode - indicated that attention to distribution 
strategy would be important, as remote students would need special kinds of 
delivery, whereas on campus students typically prefer the benefits of face-to-face 
learning (consideration of learning style).  
The survey showed that most programs arose between 1999 and 2000, reflecting an 
awareness of changes in educational policy and newfound social acceptance of EC, 
as well as the healthy state of the economy (social economy) in the wider AP 
community. Unfortunately, they did not anticipate the changes in the online economy 
which were soon to come. 
My survey found a variable number of students in each program as well as variable 
teaching methods. The survey revealed an interesting need for consideration of 
resources in the form of texts, which had to be hastily written over the years 1998 – 
2000, as well as expertise (staffing) to resource the new programs being developed.  
Staffing was named by all but one respondents as a critical scarce resource – 
something that should have been considered (or, at the least, taken more seriously) 
when developing the program offer. Other resources in short supply included EC 
software applications, and industries able to visit for guest lectures or able to provide 
case study material. 
Most respondents indicated they were satisfied with the skills provided in the 
programs to students, although there were two which came out negatively: ‘ability to 
apply knowledge in the workforce’ and ‘writing skills for communication purposes’. 
I suggest both these should have been considered as part of the core service 
provided, more carefully, as part of the program offer. 
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46 As in 2000 and  2001, the questionnaires received from the number of universities in each region. 
Most academics were aware of what was happening in other subjects in the program, 
an important consideration for product quality. Many other indicators of having 
considered program quality were obtained through the survey, such as some 
programs which had industry advisory committees. 
My survey revealed that the major driving forces for the programs first being offered 
were external competitive pressure from other universities, and industry pressure. 
Other forces are listed in Appendix III-14O. 
Programs and content were updated frequently, reflecting the dynamic nature of the 
discipline and rapid changes in the workplace, which needed to be incorporated to 
keep the programs current. This again was a clear consideration of product quality. It 
would have assisted all programs to anticipate this need at the time of first product 
offer, in order to better allocate resources for the program. 
It was an interesting finding that approximately 35% of respondents did not strongly 
feel that the programs matched the university’s mission, although they agreed it did 
match the mission to some extent. This finding would be worth investigating further. 
Note that most respondents, however, did observe strong organisational alignment. 
6.3.3 Implications of Survey 3 
This survey studied the EC/EB programs in Australia, New Zealand, Hong Kong and 
Singapore in the period of 2000 to 2001. The results revealed that undoubtedly 
EC/EB programs involved multidisciplinary topics, which led to EC/EB programs 
being offered by different teaching units such as management and IS. The Internet 
wave swept into this region around 1998-1999; by 2000, therefore, many universities 
had started to offer EC/EB programs. Figure 6-2 shows the graphical representation 
of the introduction of new EC/EB programs.  
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Figure 6-2 The Introduction of New EC/EB Programs in the AP Region 
 
The graph indicates that most universities first offered EC/EB programs in 2000 and 
that the offering process follows the normal curve which is typical of all new 
innovations. It also indicates that there was a sudden jump from 1999. In 1999, there 
were only five new EC/EB programs offered, compared to 19 in 2000, more than 
three times the number. This tide of new programs reflected the demand that was 
sweeping through the areas in these years, particularly in 2000. By 2002, the 
explosion of new programs was over, and most universities in AP were offering 
EC/EB programs. 
Even though there was a dot.com crash in the United States, with a great impact on 
the IT industry, particularly in Silicon Valley, in 2001 and 2002 universities were 
still joining in this market and starting to offer EC/EB programs (which is not so 
surprising, when one considers that the initial dot.com crash of 2000 was followed by 
a resurgence in the NASDAQ until the final crash in 2002). The main reasons for 
offering these programs came from the pressure created by industry; and the external 
competitive pressure from other universities (Appendix III-14O).   
In discussions regarding resources and expertise of EC programs in 1999 and early 
2000 respondents to the first two surveys indicated that they were still difficult issues 
which needed to be considered when offering new EC/EB programs (refer to 
Sections 6.1.3 and 6.2.2.3.2 for discussion). However, one year later, results of this 
third survey showed that resources and expertise were quite ready. This implies that 
the academics were reacting quickly to market needs. They rushed to equip 
themselves to get involve in this area and also they rushed to publish textbooks (and 
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other books) in order to satisfy the demand of the markets. New journals titled with 
EC/EB emerged around 2000, for example, Electronic Commerce Research and e-
Service Journal, which were first published in February 2001. Suitable textbooks for 
degree programs were not available in the first half year of 2000. After 2001, a 
plethora of new EC/EB books was published. Of course, not all of these books were 
suitable for teaching resources, and the quality of some of them was questionable.  
My most important finding from this survey is that: 
 
EC/EB programs are market-oriented — when there is a perceived demand in 
the market, people rush to offer programs for that market. 
 
The survey results also showed that the delivery of programs was still predominantly 
undertaken in face-to-face mode. However, most of the programs had already begun 
to rely on Internet technology and additional IT technology, for example eLearning 
solutions such as WebCT47 or FirstClass48 to deliver programs. Whether this was due 
to a desire on the part of EC/EB program developers to show that they were part of 
the leading edge of educational service delivery, or whether this was merely part of a 
more general trend emerging in business schools at that time is not clear. 
EC/EB programs still emphasise theory, while hands-on experience and industrial 
visits were not commonly utilised by any of the programs. This suggests that product 
distinctiveness could have been more widely considered when developing the 
programs, had a model of new educational service product development such as the 
one I have proposed in this thesis (Figure 5-14) for guidance, existed at the time. 
In the next section, I discuss results from the follow-up survey undertaken in 2002. 
6.3.4 Follow-up survey in 2002  
A follow-up survey was sent to 32 respondents49, who had replied to the 2001 survey 
described in Section 6.2, in March 2002 by email. Only 12 out of 32 (or 37.5%) of 
these original respondents replied to the follow-up survey. Between 2001 and 2002, 
there had occurred a highly volatile time for EC generally. Some of the changes in 
                                                 
47 WebCT is provider of e-Learning solutions for higher education. <http://www.webct.com> 
48  FirstClass is a communications platform and was developed by Open Text Corporation. 
<http://www.firstclass.com> 
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49  The survey was sent to 32 but not all (34) respondents because 2 respondents had left their 
universities. 
the EC/EB market had an impact on EC/EB education. As Professor Saloner of 
Stanford University remarked,  
 "E-Commerce is not a distinct subject, not a discipline, ... , in the short term we will 
run specialised elective courses but our goal is to make them obsolete in three to five 
years." ((American) Financial Times, 15 January 2001).  
The Wall Street Journal noted, “E-commerce courses are waning like the dot-coms 
that inspired them, but many universities are simply switching to a more measured 
approach to the subject” (Wall Street Journal, 10 December 2001).  
And it is not only EC/EB programs which have been hard-hit by the dot.com crash. 
The New York Times of 22 May 2003 notes that:  
“the dot-com bust has affected computer science programs. One MIT administrator 
explains the falling enrolment in computer-related academic programs this way: ‘They 
overreacted to the boom, so why shouldn’t they overreact to the bust?’ Computer 
science enrollments are down just about everywhere since 2001. Some examples: 
Carnegie Mellon (CS enrollment down 36%), Virginia Tech (CS applications down 
40%), MIT (number of freshmen declaring computer-related programs as their major 
down 20%). At the University of Texas, J. Strother Moore, the chairman of the computer 
sciences program, says: ‘Our department will be hurt. But more importantly, when the 
economy recovers, we’re going to need computer programmers, and many more of them 
than we’ll be producing at the current rate of input. It’s a serious problem for the 
national economy’.” 
Consequently, the purpose of this survey was to find out whether EC/EB academics 
believed that the time was approaching when their EC/EB programs would change in 
nature (i.e. disappear entirely, or be a specialised elective course within another 
program, or some other alternative) and/or in some other way (for example, mode of 
delivery, etc). There were three questions in this survey. For details, refer to 
Appendix III-15.  
6.3.4.1 Changes in the EB market over the past few years 
Most responses referred to the changes of EB market in general, and only some 
referred to the changes of EB market in education. 
Interesting responses included: 
 “Human nature! Like all children we have tired of their newest toys” and 
“The hangover was setting in.”  
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 In addition, several respondents believed that the dot.com crash was the main 
contributor to the changes in EB markets. The invested money had disappeared, and 
many had been devastated by the NASDAQ bear market.  
Some believed that the dot.com crash was, in fact, beneficial for EC. They suggested 
that since the end of all the hype, EC development had improved. It had returned to 
business basics, with the emphasis on business models and profitability, rather than 
investment and market share. There was focus on the weeding out of “fly by night” 
operators, and a refocus within organisations on profiting from EB operations. 
Two respondents mentioned the changes in the EC/EB education market. One 
believed that interest in studying EC was waning due to widespread public sentiment 
that much of the ‘value-added’ hype about EC was fraudulent. He suggested that the 
interesting things happening in EC were occurring under different names  for 
example, supply-chain management and ERP. This was where his university was 
migrating its EC programs. 
The other respondent referred to EB programs as a market commodity. He believed 
that changes were driven by demand for a product. The main changes in EC 
programs in his university were driven by demand from students, professional bodies 
and corporations. If it was advantageous in the job market, then students would want 
to enrol in the program. 
In the next section, I discuss the impact of survey results on the life span of EC/EB 
programs. 
6.3.4.2 Lifespan of EC/EB programs 
There were two different types of opinions about the lifespan of EC/EB programs. 
Four respondents believed that EC/EB would continue in their universities over the 
next few years. 7 respondents thought that EC/EB would ‘dissolve’ into other 
disciplines, such as IS or Business. One respondent’s opinion was effectively 
undecided. 
The respondents who believed that EC/EB would continue as it was for several years 
provided several reasons: 
• Firstly, doing business in the e-world was simply a trend, comparable to 
office automation which had been absorbed into the business domain over the 
previous one to two decades. In the new generation now growing up with the 
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Internet (and other electronic media), people would accept EC/EB much more 
readily than had the present generation.  
• Secondly, EC/EB programs would have unlimited lifespan because most 
organisations must use the Internet and would wish to use it effectively. 
• Thirdly, EC/EB programs would continue since the skills needed were 
sufficiently different from general MBAs.  
• Finally, universities would not opt to integrate EC into traditional subjects 
such as business, but perhaps might include it as a topic in one or two classes 
- EC should not be regarded as an add-on, or a flavour of the month, to be 
added to all subjects.  
EC programs, as long as they had a hybrid structure incorporating many disciplines 
(eg marketing, information systems, business), were quite successful in attracting 
students. All programs surveyed had such a structure. Enrolment numbers were 
increasing and interest was growing, and suggestions were made therefore that they 
could offer subjects specially designed to introduce students to EC and related issues. 
Other suggestions were that EC subjects would be incorporated into accounting / 
business /management / IT /law degrees. Alternatively, future EC programs could 
incorporate traditional courses of study, such as business. 
Those respondents who believed EC/EB programs had limited lifespan provided the 
following reasons: 
• Firstly, EC/EB was simply one of the clever ways in which analysts had been 
able to use IS and IS methodologies to solve business problems   although 
this strategy had been awarded the title EC (and more recently, EB). The 
EC/EB field and its programs would simply return to the IS domain of the 
previous ten. Some suggested that other areas analogous to EC/EB in this 
way were knowledge management, decision support systems and expert 
systems. EB would become a sub-branch of IS and EB itself, and would 
eventually omit the ’e’, because it would devolve into the integral part of 
what people had always done  business. It was important for universities to 
initially respond with special programs, given the slow rate of change in more 
traditional academic programs, but these traditional programs were beginning 
to catch up, to some extent. 
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• Another reason for anticipated change was the changing market demand. All 
programs were intake-driven. If there was not a big intake, there was little 
chance for the program to survive. However, intake was determined by what 
opportunities were possible after graduation. In EC, that was perceived at that 
time to be dwindling too. 
The only respondent holding a neutral opinion  both yes and no   stated: “There 
is no such thing as EC law; but there will always be room for new subjects in similar 
areas.” 
Survey results showed that most academics agreed with the comments of Professor 
Saloner of Stanford University   "E-Commerce is not a distinct subject, not a 
discipline …” and in the ‘near future’ (with this being undefined but likely to mean a 
period several years away), because of the nature of EC/EB programs and the 
changes of society, would be integrated into the business discipline, with its course 
content being similarly absorbed. 
6.3.4.3 EC/EB programs in the coming two years (2002 – 2003) 
All the responses indicated that there would be changes in EC/EB programs in their 
universities, in the near future. However, the levels of changes were different. I 
divided these opinions relating to changes to programs into three categories: 
regularly updated, minor changes and major changes. 
Regularly updated: Basically the structures of the programs would not change; they 
would remain relatively static for the next year or two, with only the contents of the 
subjects being regularly updated and improving over the coming two to three years. 
Hence, there were no major changes planned, merely some minor alterations. Some 
replied that there would definitely be changes in the curriculum although the details 
had not yet been specified. 
Minor changes: EC program leaders would be revising programs, principally to 
update subject content and revise program structure. Some suggested introducing a 
unit on mobile commerce to address to the growing use of cell phones and other 
appliances connected to the net. One suggested improving the existing structure and 
implementing EC honours specialisations, encouraging doctoral EC candidates, 
developing a center for EC research and greater involvement with other professional 
activities. 
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Major changes: Four responses signalled major changes were in the offing. The first 
response suggested that the EC programs offered in his university would evolve to 
focus more upon systems integration. The second response suggested that his 
university might change the name of the program to supply chain management. The 
third replied that his university would change the name from EC to EB, even though 
it did not sound like much of a change, but it fitted in more with what was going on 
in the business world. In this respondent’s opinion, the end result would probably be 
that within two to three years his university would have changed its Master of 
Electronic Commerce to a Master of Information Systems. The fourth respondent’s 
university did not offer an MSc (EB) program any more due to an internal political 
decision (the details of this will be discussed in Section 8.5). That university offered 
EB as elective subjects in the MBA but not as a specialisation. Figure 6-3 shows the 
percentage of responses falling in each category. 
minor changes
25% (3)
regularly 
updated
42% (5)
major changes
33% (4)
 
Figure 6-3 Anticipated Changes to EC/EB Programs in the AP in 2002/03  
6.4 Nature and characteristics of EC/EB education 1999-2003 
 
In the AP region, tertiary EC/EB programs initially developed very slowly. However, 
from 2000 there was a sudden rush to develop EC offerings due to the previous 
several years of enthusiastic uptake of the Internet of EC. By 2003, almost every 
university in the AP offered EC programs or subjects.  
EC was offered as a subject in a program in the AP first by the University of Science 
and Technology in Hong Kong, in 1995. At that time, there were fewer than ten 
students enrolled in this subject. A few years later, in 1999, the University of Hong 
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Kong was the first AP university which offered an EC related masters program, 
perceiving the trends of market potential. In Australia, at Deakin University, the 
academics had anticipated trends in industry demands, and first offered EC as a 
specialisation in the Bachelor of Commerce in 1997, with a view to capturing the 
local market. Monash followed suit, offering an EC degree in 1998, for similar 
reasons. 
In other countries, the University of Waikato was the first university in New Zealand 
to offer a Bachelor of Electronic Commerce in 2000. In Singapore, Nanyang 
Technological University offered EC as a specialisation within its Master of Business 
Administration in 1998.  
In 2000, universities suddenly rushed to the education market and offered EC/EB 
programs. By March 2003, all Australian universities offered EC/EB programs or 
elective subjects within other programs. Figure 6-4 illustrates the number of EC 
programs in the region studied in the period 1999 to early 2003 and shows that nearly 
all universities in the region offered EC/EB programs in 2003. Appendixes III-16 and 
III-17 listed those universities which offered EC/EB programs at the time of March 
2003.  
 
      
No. of universities 
surveyed  
 Dec
1999
 Dec 2000  March 2003
Australia               39  7  19 4  34 5 
New Zealand          8  0  3 2  4 3 
Hong Kong             8  1  6 0  7 0 
Singapore               3  1  2 0  1 1 
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Figure 6-4 N
2000 and 200
 
6.4.1 EC/E
In this Chap
development 
 
Chapter 6 ECEBEC/EB No. of universities which offer ECEBEC/ B subjects only.umber of Universities offer EC/EB Programs and Subjects in 1999, 
3 
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highlighting selected new service product considerations (elements from Figure 5-
14) as they arose in the discussions. Figure 6-4 and the findings in the previous 
sections suggest that the nature and characteristics of EC/EB programs are very 
similar to new service products, as I will demonstrate through recapitulating linkages 
identified in the three surveys. However, before I do so, I restate the definition of 
service products, from Section 5.1: 
Rust et al. (1996, p.16) define the term service product as: 
The service product is the core performance purchased by the customer, the flow of 
events designed to provide a desired outcome. It refers to that part of the experience 
apart from the transfer of physical goods and typically includes interactions with the 
firm’s personnel. 
EC/EB degree programs with predominately intangible core attributes can be 
regarded as educational service products. University intentions in this respect can be 
viewed as trying to develop new educational EC service products which could meet 
important criteria (and market expectations) for the service product itself - such as 
product adaptability and product distinctiveness. 
Subjects were regularly updated, most of them every 6 months, as EC academics 
were attempting to maintain the highest product quality. EC/EB programs are offered 
via seven different types of programs, as mentioned in Section 6.1. This 
segmentation addresses students with diverse needs. Degrees have multiple exit 
points, so that students can choose to graduate in certificate, diploma or masters level 
 this suggests that EC/EB program developers understand the need for product 
adaptability. 
In terms of product distinctiveness, Bachelors and Masters programs in EC/EB have 
special distinguishing features that identify them clearly to the market.  
Most EC/EB programs partially rely on the Internet or IT facilities to deliver their 
programs. The distribution strategy was moving from traditional face-to-face to on-
line. IT facilities are surely needed to take into consideration when develop these 
new programs.  
 The surveys provided ample evidence to suggest that the offering of EC/EB 
programs in the AP region had many of the characteristics of the offering of a new 
educational service product as suggested by Figure 5-14, including product quality, 
product adaptability, product distinctiveness and distribution strategy. Survey 
responses appear to indicate that not all the universities (perhaps not for many) were 
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thinking in these terms initially, but as programs developed and evolved, the level of 
market awareness and sophistication of the program developers increased, and more 
of the elements from the model were addressed, accordingly.  
In Chapter 8, I will discuss the more in-depth findings derived from multiple case-
studies which I conducted in 2001 and 2002 to extend the surveys’ finding.  
6.5  Summary and Conclusion 
 
This Chapter provided an understanding of EC/EB programs in the AP region 
between 1999 – 2003, revealed through the data, results and findings from three 
major surveys and one follow-up survey. The characteristics of the offering of these 
programs suggested correspondences with offerings of a new service product — in 
particular, a relationship with the new educational service product development 
model which I proposed in Figure 5-14. Corresponding elements from the model 
which were identified in the surveys included: newness, product quality, product 
adaptability, product distinctiveness, resources, benefit, expectation and learning 
style, distribution strategy, staff training and skills, local image and financial terms.  
In the next chapter, I will investigate the service evidence and advertisement 
/promotion elements of EC/EB degree programs, so that the reader can understand 
more about the market nature of these programs. 
 
 
Chapter 7 
Service evidence and advertisement of EC/EB programs 
 
 
“Business has only two functions   marketing and innovation.” 
~ Peter F. Drucker ~ 
 
 
In offering a new educational service product, there are three major areas to be 
considered, which are presented in the NESPO model in the form of three concentric 
circles: service product, service distribution and marketing support. As I have argued 
in Chapter 6, EC/EB programs are in fact new service products and, in this Chapter, I 
investigate two further elements of new EC/EB programs: service evidence and 
advertising/promotion. The two surveys reported in this Chapter are not central to the 
empirical data gathering and analysis of the thesis, and the first of them was not 
specifically designed to test the NESPO model — but they shed a light on two 
important and interesting aspects of the educational service product which have not 
been widely considered in the literature. 
The first survey – service evidence: EC/EB employment opportunities 
Service evidence includes the subsidiary concepts peripheral and essential evidence.  
• Peripheral evidence is a piece of critical ‘evidence’ which verifies that a 
service either exists or has been completed. One example is the issuing of 
student identity cards which enable their holders to demonstrate that they are 
studying at the university and are therefore entitled to a range of services and 
facilities.  
• Essential evidence, unlike peripheral evidence, cannot be held physically by 
the customer. However, its impact could be so critical that it could, by itself, 
determine the customer’s decision whether to purchase or not. Given its 
importance, it must thus be considered virtually an element in its own right. 
Shostack (1982, p.52) gives an example of essential evidence in the field of 
air transportation: 
To a consumer who purchases transportation in the form of an airline ticket 
(peripheral evidence), the aircraft that “facilitates” the service [the essential 
evidence] has a strong impact on service perceptions and even purchase. The 
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market resistance of Americans to flying in DC-10s after several of these craft 
crashed, and despite numerous safety tests, illustrates this phenomenon. 
If we apply these two service evidence concepts to educational service products, one 
obvious example of successful service evidence for students is demonstrate the 
existence of good job opportunities for new graduates from that particular degree 
program. Students who are already working might look for such evidence as an 
indication that they may expect better chances for promotion to senior positions, or 
perhaps a pay rise in their existing position, upon completion of their degree. Service 
evidence of this sort would count as essential evidence – particularly for a student 
contemplating investing in an expensive, two-year, part-time graduate degree.  
Equally, if there are clear indications that students will find it very difficult to find 
employment on graduating from a particular degree program, this will definitely 
affect their view of the degree, as well as their motivation to select and engage in that 
study program. Employment prospects can therefore be seen as both positive and 
negative essential service evidence for an educational service product – and are taken 
very seriously by the majority of students in a fee-based educational environment. 
Of course, in addition to job opportunities, there are a range of other forms of service 
evidence, including such issues as: students’ own intellectual interests, their abilities, 
the degree of ‘difficulty’ of the program and the social acceptability or status of that 
particular degree. All of these will influence students in making the decision to 
choose the program (purchase the service product) in question.  
At the time of my initial empirical research work, which took place in the year 2000, 
EC programs had only just emerged in the AP region. There were then only a 
comparatively small number of articles in the popular press concerning the 
introductions of Internet and IT jobs, for example: 
• CYBER Management Inc. (1996), identified 125 new Internet job titles in 
1996; 
• Coles and Sommers (1997) cited eight jobs in the EC area, all of which were 
concerned with technology and the Internet, including: systems architect, 
network infrastructure support, project managers, web site developers, 
content author/publisher, resident artist/photographer/post production editor, 
webmaster, and technical support/help desk;  
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• In 1998, the Australian Computer Society (1998) divided careers in 
Information Technology into 6 major categories: Software Development, 
Business Analysis, Systems Analysis, Computer Engineering, Sales and 
Marketing, and Multimedia Development. 
However, I found that these articles did not describe EC careers in detail and did not 
reflect the real job situation. My first piece of empirical data gathering, therefore, 
was to undertake a study of EC careers in 2000, by visiting recruiter web sites and 
identifying the careers and skills needed for EC graduates in the market-place.  
I had two primary motivations for this survey:  
• The first was to understand the world into which EC/EB graduates were 
heading, with a view to identifying needed skills and qualifications from 
these degree programs. I felt that this would greatly assist me in my 
subsequent analysis of the programs themselves.  
• My second motivation was to discover whether employers were already 
targeting specific skills and qualities in a way which would assist program 
developers to think about their EC/EB degrees and identify which skills 
would be needed by the EC/EB market-place once their graduates emerged 
into it.  
It seemed clear to me that understanding the job opportunities available to EC/EB 
graduates was a step towards understanding EC/EB educational programs. Eight 
different categories of EC/EB jobs were identified as a result of this survey; and the 
findings were presented during the 2000 Bled International Electronic Commerce 
Conference (Chan & Swatman 2000). The staggering impact which the dot.com and 
telecoms crashes have had on the public perception of EC/EB between 2000 and 
2003 also led me to undertake a brief and informal follow-up of these same 
recruitment web sites (or as many of them as were still available for search) in April 
2003. I present the results of this EC/EB job opportunities survey in Section 7.1.2 
and touch very briefly upon the difference I discovered in my follow-up findings 
from 2003 (although this search was by no means formal enough to be considered a 
piece of empirical research in its own right). 
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The Second Survey: EC Characteristics in EC/EB Degree Programs 
Advertising and Promotion are essential elements in offering new service products. 
Advertising of new programs can be undertaken via radio, television and print media 
such as brochures, as well as through a variety of alternative media channels. As the 
Internet is ubiquitous, particularly for users from Generation X and younger, EC/EB 
concepts are primarily conducted by means of the Internet. I had already discovered 
that many of the new EC/EB programs had specialist web sites, and it seemed both 
useful and logical to investigate whether these programs themselves truly possessed 
the EC/EB characteristics they were teaching to their students. To put this in a more 
colloquial way, were the universities teaching EC/EB practising what they preached?  
I therefore evaluated 46 such web sites in May 2003, using Ho’s web site evaluation 
framework (Ho 1997) to ascertain just how many of the “true” EC/EB features were 
being provided by the various universities’ own web sites. I had already undertaken a 
similar survey one year before, in May 2002, and the findings of that earlier survey 
were presented at the Australasian Conference on IS held in Melbourne in December 
2002 (Chan and Swatman 2002b). Section 7.2.2 reports the results of these two 
surveys.  
Figure 7-1 identifies those parts of the NESPO model which are explored in this 
Chapter. 
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Figure 7-1 Elements of the NESPO model studied in this Chapter 
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7.1 Major Categories of Careers and Skills in EC/EB  
 
A study of IS graduates by Castleman and Coulthard (1999) found that IS graduates 
do not appear to have clear, realistic expectations of what the professional workplace 
holds in store. I think it highly probable that EC graduates are also unrealistic in their 
expectations of future employment possibilities – or possibly simply unaware that of 
the type and variety of opportunities in the workplace. It is also possible that the jobs 
advertised as being “EC related” are really IT jobs with “sexy” titles, which may not 
reflect the true picture of the EC job market. Clearly, there is a need for some 
accurate data on what jobs are available; and what graduates with EC experience can 
and should be anticipating in terms of career opportunities. 
In 2000, I explored and identified the EC job market on the basis of the 
advertisements actually placed by on-line recruiters, developing a realistic picture of 
what was available in this field. I identified 8 categories of EC/EB careers, which 
were based on the EBCM model (described in detail in Chapter 4). This piece of 
research was therefore fundamentally an analysis of online job advertisements, which 
were subjected to descriptive statistical analysis only. Table 7-1 below shows the 
different types of EC/EB careers being offered in 2000 (Chan and Swatman 2000, 
p.5). Column 1 of Table 7-1 contains the “meta-views” of the model, while Column 
2 identifies the objects which might be contained within each component of the 
meta-view. The third column has been added to the table for this thesis to summarise 
the major categories of careers in EC/EB. 
Table 7-1 Potential E-Commerce Career Types 
Modified from: Chan and Swatman (2000, p.5) 
 
Meta-view level  
Components 
Objects within each component 
 
Careers in E-Commerce  
Categories 
Infrastructure 
(Technical) 
• Telecommunications / Network technologies 
(wireless / wire transmission) 
• Multimedia applications 
• Internet / intranet/ extranet 
• Web page development (html, java, perl) 
• Web page browser (Netscape, IE, lynx) 
• Simulation 
• Data mining/warehousing 
• Security of Information 
• EDI 
• Database management 
• Client/server, web server maintenance 
• Internet Service Provider 
• Human Computer Interface 
• Smart card devices 
 
• Web Development and 
Programming 
 
• E-Commerce Systems and 
Solutions 
 
Services • Internet Payment Systems (EFTPOS, EFT) 
• e-publishing 
• Business Analysis 
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Meta-view level  Objects within each component Careers in E-Commerce  
Components  Categories 
• Procurement (e-catalogues) 
• Types of services (business-to-business, 
customer-to-business, intra-business) 
• Information kiosks (library, airline, weather 
forecast) 
• On-line Shopping  
• On-line Education 
• Other Internet Commerce activities 
 
• Sales and Consultancy 
 
• Management and Strategic 
Planning 
 
• Education and Training 
 
• Research  
 
Legal • Government policy 
• Government regulation 
• Privacy 
• Intellectual Property / Copyright 
• Contractual and Legal Settlements 
• Ethics / Computer Crime 
 
• Lawyer and Legislator/ 
Policy-maker 
 
In December 2000, Computerworld identified E-commerce application development 
as among the “most wanted” skills for IT professionals by way of an IT managers 
survey (Computerworld 2000). It should be noted that the results of that survey 
showed the situation after the initial dot.com crash of April 2000, when demand for 
EC/EB graduates had declined for the first time. That dot.com crash, of course, had 
only a temporary effect on the share-markets and in 2001 they bounced back again 
before falling once more, and this time catastrophically, in 2002 (The Economist 
2002).  
During 2001, the Centre for International Economics (2001) estimated that in 
Australia a revised figure of around 27,500 experienced IT people (the original 
estimate was 45,000 people) would be in demand over the coming five years, even 
after the bursting of the ‘dot.com bubble’ and as the business cycle in the US started 
to turn downwards. Part of this optimism, of course, came from the fact that the 
Australian economy has remained far more buoyant than that of its trading partners – 
many of which have slowed down or, in some cases, actually gone into recession 
(The Economist, 2003). 
The combined effects of the bursting of the dot.com bubble (first in 2000 and again 
in 2002), the telecoms “meltdown” of late 2002, the loss of faith in large, formerly 
high-status companies (typified by the Arthur Andersen scandal of 2002) and the 
steadily growing global recession have been particularly noticeable in the 
employment market. The IT and EC/EB employment markets are no exception and, 
indeed, have been particularly hard-hit over the last 12 months or so (The Economist 
2003). Yet despite the increasingly difficult outlook for professionals – both in IT 
generally and in EC/EB more specifically – the basic expectations of EC/EB 
 
Chapter 7  176                            
graduates have not really changed (although, in Section 8.5, I present three “mini-
cases” from Singapore and Australia which suggest that universities offering EC/EB 
degrees may be starting to respond to the market downturn by closing or renaming 
degree programs and educational teaching units). 
The follow-up investigation of recruitment web sites which I was able to undertake 
in 2003 was severely limited by the time I had available, but generated some 
extremely interesting insights. It would be quite misleading to describe this search as 
a follow-up survey – but I include some brief comments relating to my findings 
because the change in the market has been so remarkable as to make even this 
limited information valuable. In the next section, I discuss the EC/EB employment 
categories, already summarised in Table 7-1, which I classified in 2000, to update 
those skills which appeared to be required by the market in April 2003. 
 
7.1.1 The major categories of EC/EB jobs  
I divided EC/EB careers into 8 categories in 2000. Even at that time, I was aware that 
the rapid rate of change of both technology and society might well require 
amendment of these categories within a fairly short space of time. In April 2003, 
interested to see the effects of the significant economic and business events which 
had taken place over that 3-year period, I visited the recruitment web sites once again 
and updated the skills required for each category. The recruiter web sites I visited are 
listed in Appendix IV-1. 
The primary result of my follow-up study is shown in the modification of the EC/EB 
career categories (I highlight changed information in italics), but the most striking 
change was the significantly reduced number of EC/EB jobs on offer in 2003. 
Whereas I had found more than five hundred jobs within the 8 categories in 2000, I 
found fewer than one hundred in 2003. The updated job descriptions of each EC 
career category are described below. The job titles, qualifications, key selection 
criteria and specific accountabilities of each category are attached in Appendix IV-2. 
Category 1  Web Development and Programming 
The most obvious group of jobs created by the advent of Internet-based EC/EB 
relates to those positions which are concerned with the development and 
maintenance of WWW sites. In general, this category contains positions which 
involve the construction of web pages using a variety of programming languages. 
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Starting with the entry-level position of EC web programmer, which usually requires 
one year’s work experience, jobs in this category range right through to the position 
of Web Director, which requires about ten years’ relevant post-graduate experience. 
Other positions in this group include Application Software Developer – responsible 
for developing multi-media EC solutions; and EC Developers – who are responsible 
for developing Internet EC products. 
Category 2  EB Systems and Solutions 
This category relates to more conventional IT roles in areas such as computer 
systems / servers and networking – but the work is related to the systems which back 
up EC/ EB applications and therefore requires EB technical skills in addition to IT 
skills. Experience in different types of systems, especially Windows NT and Oracle, 
is usually required for these positions (increasingly, familiarity with .NET and other 
proprietary products is required). As with Category 1, jobs in this group range from 
junior professional to technical management level. 
Category 3  Business Analysis 
Business Analysts assist in providing more detailed project objectives, system 
requirements, business process analysis and cost-benefit analysis. Although Business 
Analyst is a relatively common role in the IT industry generally, knowledge of 
EC/EB solutions and business is a pre-requisite for this category of EC positions. 
Category 4  Sales and Consultancy 
This category is one in which the most rapid growth has been seen since the start of 
1999. Jobs offered in this category tend to relate to marketing and sales — and can 
be found in any industry sector where EC/EB is relevant (essentially, this means all 
industry sectors). Obviously, a less technical background is required here — but 
knowledge of EC products and good communication skills is expected. 
Category 5  Management and Strategic Planning 
Despite the economic downturn and the declining fashionableness of the EC/EB area 
jobs in this category continue to be advertised – after all, more and more companies 
are fully or partially online-based, and naturally, senior management roles are 
beginning to develop for graduates with expertise in this field. Positions in this 
category can potentially offer very high salary packages (usually combining an 
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annual salary of A$200K or more, together with stock options and other perks) and 
applicants are expected to have both technical and managerial expertise. 
Category 6  Education and Training 
An EC/EB trainer is responsible for providing training to partners and to all other 
staff in the company. The other positions in this category are more related to teaching 
jobs in tertiary institutions, for example, lecturers and professors. 
Category 7  Research  
A great deal of EC/EB research is currently on-going, or is in its early, formative 
stages. These research projects will be carried out mainly in universities and with 
affiliated industry partners. The research carried out in universities will tend to 
emphasise on theories and models, while that carried out in industry will be more 
related to the specific industry sector in which it takes place — for example: travel, 
banking or insurance. Of all the categories, this one has been least affected by the 
overall economic events of the 21st century. Positions ranging from Research 
Assistant, through the “standard” academic teaching and researching roles, to full 
Professorial positions continue to be offered by universities in almost all countries 
(although there has been some fall-off in the US). 
Category 8  Lawyers and Legislators/Policy-makers 
Legal professionals are required to establish the law and draw up government policy 
for EC/EB. Areas of interest will include criminal law (including new types of fraud, 
money laundering using the Internet, and the already well-known problems of 
electronic break-ins, such as hacking); intellectual property in all its manifestations; 
the evolving meanings of contractual agreement in the electronic world; changing 
industrial legislation, as EC remakes the workplace; jurisdictional issues of all sorts; 
and the vexed questions of privacy and freedom of information, in a world where 
pornography and terrorist information are readily available to all. These topics, while 
broad enough in themselves, do not begin to cover the range of policy and legal 
issues which have already arisen – and there is little doubt that new legal minefields 
will continue to become apparent as the power and range of the Internet continues to 
grow (for example, the attempts by a number of developed countries to implement 
privacy legislation have led to public outcries right across the spectrum). The 
graduates who apply for the new roles we have mentioned above will not necessarily 
 
Chapter 7  179                            
have expert technical knowledge (hardware, software and systems), but will certainly 
need to possess a thorough basic training in EC/EB concepts and issues.  
These eight categories of EC/EB career opportunities are as complete as I could 
make them. Despite the overall downturn in numbers, and the minor amendments I 
needed to make the categories themselves, I was pleased to see that my original 
categorisation is still basically sound. 
In the next section, I examine the distinction(s) between EC/EB and other 
professionals. 
7.1.2 Distinctiveness of EC/EB professionals  
 
In the previous section, I examined the different categories of EC/EB careers. In 
addition to the specific requirements for individual positions, many of the online 
advertisements use more general, common descriptive words for recruiting EC/EB 
professionals. EC/EB staff members are frequently expected to be: 
• motivated;  
• well-organised;  
• technically confident and resourceful;  
• able to learn new skills in a short time;  
• energetic;  
• entrepreneurial;  
• dynamic and driven;  
• autonomous;  
• proactive;  
• possessing good oral, written, communication and presentation skills;  
• able to work well in a team but also to work independently;  
• possess good analytical, teaching or special skills (such as seeking third-party 
materials, reading, digesting, rewriting and editing);  
• able to work overtime when the project demands it. 
Finally — and most importantly — EC/EB staff must understand the technology well 
enough to realise what it can and cannot do. 
The EC/EB careers are, like EC/EB itself, multidisciplinary and have links to IT, 
business, the law and many other areas. For Categories 1 and 2 (Web development 
and programming; EB Systems and Solutions) in particular, the nature of the jobs is 
similar to those found in the more general IT group, but EC/EB skills and knowledge 
are specifically required by the job advertisements I identified. 
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What, then, are the differences between “conventional” IT jobs and those IT-oriented 
positions which include the “EC” or “EB” keywords? Clearly, there is a considerable 
overlap in terms of the technical proficiencies required for many of the positions 
listed, although some of the programming languages and specialist tools are 
specifically designed for web site creation and management. The business skills 
required of the two groups do appear to differ. 
Categories 3, 4 and 5 (Business Analysis; Sales and Consultancy; Management and 
Strategic Planning) were more business oriented. But the additional 
knowledge/skills, such as business process reengineering, B2B, B2C and B2G 
concepts, the supply chain model, ability to implement business concepts on the web, 
are unique to EC/EB professionals and not normally required of business 
professionals.  
Categories 6 to 8 (Education and Training; Research; Lawyers and Legislators 
/Policy-makers) differ from similar categories for other professionals as all these jobs 
require EC knowledge and skills to complement their respective professional 
competencies in order to discharge their roles effectively. 
7.1.3 The unique role of the EC/EB professional 
If someone tries to identify what makes the role of “EC/EB Professional” unique, I 
would suggest that such a position includes three key areas: Electronics, 
Commerce/Business and People. These areas are both inter-related and inter-
dependent: 
• The area Electronics refers to the electronic technologies which support the 
applications or roles, for example, software, computer systems and network 
bandwidth. 
• The area Commerce/Business refers to the business processes and marketing 
techniques which make the electronic technologies relevant to the real world; 
and 
• The area People relates to the degree of adoption of EC/EB by People or 
Society. 
Technology (for example, the systems and the bandwidth of an electronic network) 
has enabled significant and sweeping changes in business processes – particularly in 
the service industries, where concepts such as dis-intermediation and re-
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intermediation are increasingly apparent. The EC/EB environment is so competitive 
and innovative that concepts and projects are constantly being modified to keep up 
with market demands. And yet, despite the unquestioned importance of the 
technology, marketing is the main driving force for nearly all EC/EB efforts and 
initiatives – thus the Commerce/Business aspects “push” the Electronics areas. 
Finally, if people (for example, customers, users or society) do not accept EC/EB – 
whether because they doubt the security of the networks which provide their 
services, or because they believe the newspaper hype concerning the “death” of EC 
all the effort that has been put into the technology and business processes to develop 
EC/EB will bear no fruit. Ultimately, it is the “People” area of the concept which 
controls the success of EC/EB in the real world. And yet, simplified business 
processes and exciting technology prompt people to participate in the EC/EB world 
— so that all three areas of the model are necessary for effective EC/EB 
development and uptake.  
Figure 7-2, originally published in Chan and Swatman, 2000, illustrates the three key 
areas of the EC/EB Professional, and shows how the electronic technical, 
commerce/business and people components interact. The need for trained 
professionals who can balance these three quite different areas of competence, while 
not showing the dramatic growth of the late 20th century, continue to exist and will 
continue to evolve over time as new areas of EC/EB are created (for example, mobile 
applications, Virtual or Augmented Reality-based applications and approaches, or 
still unthought-of concepts based on the increasing convergence of computers, 
mobile devices and telecommunications – WiFi is only the beginning of this trend) 
Consequently, the more trained and qualified EC/EB professionals there are on the 
job, the more likely it becomes that they will ‘push’ the EC/EB profession to develop 
more quickly and more effectively. 
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Figure 7-2 The Inter-related Role of EC/EB Professional 
Source: Chan and Swatman (2000, p. 15) 
  
Certainly, career opportunities are one of the major service evidence types of an 
educational service product. The survey of online EC/EB recruitment covered in this 
section has shown, firstly, that while the actual availability of jobs has been affected 
by economic activity, the categorisation I developed in 2000 has stood the test of 
time remarkably well and, secondly, that it is both possible (and, I would argue, 
imperative) for EC/EB degree program developers to take the issue of service 
evidence seriously in planning their programs and their marketing activities.  
In the next section, I investigate the second of the two NESPO model elements to be 
covered in this chapter, endeavouring to discover whether the EC/EB program co-
ordinators have made effective use of their program web sites to advertise their 
EC/EB service products – whether, in fact, they have taken the next step toward 
themselves becoming an EB. 
7.2 EC/EB Degree Program Web Sites 
Many, if not all, the universities in the AP region are now offering EC/EB degree 
programs (a topic I have previously discussed in Section 6.4 – for the interested 
reader, those universities and their programs are listed in Appendixes III-15 and III-
16). A good deal of information related to the new EC/EB programs is embodied in 
the associated web sites that have been developed, many of which are extremely 
inviting. 
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While it is clear that the majority of these universities have adopted the Internet as a 
marketing / promotion tool in terms of displaying their wares, it is less clear whether 
EC techniques, particularly for the advertisement element, are utilised by these 
universities for selling their “educational service products” — degree programs. In 
the study which is reported below, I apply Ho’s framework for evaluation of web 
sites (Ho 1997) to review these EC/EB program sites and suggest ways in which 
universities could make better use of EC/EB techniques for their own portals. In May 
2003, I studied forty-six EC/EB degree programs web sites including 33 in Australia, 
4 in New Zealand, 7 in Hong Kong and 2 in Singapore. 
The results show that within Singapore and New Zealand, only two Singaporean and 
four New Zealand universities are offering EC/EB programs, which is a small 
enough number that I have chosen to describe each of these regions separately. I also 
examined thirty-three Australia and seven Hong Kong EC/EB degree program web 
sites. Since the population sizes of these two areas were significant enough to enable 
the carrying out of a realistic comparison, I compared the EC/EB degree web sites of 
these two regions using Ho’s framework – the details of which I explain in the next 
section. 
7.2.1 Ho’s framework for web site evaluation 
Ho (1997) classified the business purposes of a commercial web site into three 
categories: Promotion of product and services, Provision of data and information 
and Processing of business transactions. Four types of value creation are identified: 
Timely, Custom, Logistic and Sensational. Ho’s framework is illustrated in Table 7-2, 
below. Features were defined by starting with a set of conceptual guidelines, 
followed by the consideration of numerous cases that led to an iterative process of 
refinement. Typical examples of web site features which fitted into each of the 
purpose-value combinations are summarised in this table. 
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Table 7-2 Ho’s Evaluation Framework for Commercial Web Sites (Ho 1997) 
 
Value \ 
Purpose 
Promotion Provision Processing 
 
Timely • items on sale • special offers 
• product announcements 
• stock quotes 
• employment opportunities 
• press releases 
• on-line auctions 
• interactive brokering 
Custom • product/service database search  
• customized product/service 
report 
• general database search 
• customized news report 
• custom orders  
• interactive consulting  
 
Logistic • rates and fare quotes  • facilities locator 
• financial reports 
• research data 
• comparative, benchmark, 
and survey results 
 
• on-line customer service 
• delivery or job status 
tracking  
 
Sensatio
nal 
• contests 
• sweepstakes, giveaways  
• outstanding web design  
 
• freeware 
• games 
• puzzles 
• downloadable multimedia  
 
• "surprise" discounts and 
bonuses 
• instant winners  
 
 
I selected Ho’s framework for evaluating the EC/EB degree program web sites 
because of its widespread use and general applicability in such cases. This 
framework has already been used in a number of studies, for example, in a review of 
1,000 North American commercial web sites (Ho 1996); for a comparative study of 
1800 web sites from the USA, Australia, Taiwan, Singapore, Hong Kong, United 
Kingdom, Germany, France and Italy (Ho 1997); in a review of 60 New Zealand and 
world-wide tourism sites (Rachman 1999); and for a comparison of web-based 
business practices in Japan and the U.S. (Sakaguchi et al. 2001). 
I found I was able to apply Ho’s (1997) framework directly to examine the EC/EB 
programs web sites, requiring only a very small amount of additional explanation in 
terms of headings in the interests of clarity. I conducted interviews with university 
students, web developers and academic staff members in order to identify the 
features needed for the framework, using features from both Ho’s and Rachman’s 
frameworks to provide sufficient flexibility. 
I identified 22 features in total which are listed in Table 7-3. Ho’s original ‘logistical’ 
value was renamed ‘general’ after discussions with the interviewees. It should be 
noted, however, that the list is by no means either exhaustive or definitive. 
 
 
 
 
Chapter 7  185                            
  
Table 7-3 Evaluation Framework for the Review of EC/EB Degree Program Web 
Sites 
 
Value\ 
Purpose 
Promotion 
(products & services) 
Provision 
(data & information) 
Processing 
(business transactions) 
 
Timely 1. Individual web site  
2. Identification of the 
offering department 
3. Program objectives 
4. Program structure 
5. Subjects description 
 
12. Employment 
opportunities 
13. Presses release  
 
18. On-line enquiry form 
Custom 6.Recognition of the 
professional bodies 
 
14. Database search  19. Advanced standing 
General 7. Entry requirement 
8. Fee of the program 
9. Scholarship or other 
financial support  
10. Duration of the program 
15. Contact information 
16. Bench marking  
 
20. On-line application 
21. Payment method 
Sensatio
nal 
11.Outstanding web design 17. Catchy information 
display  
 
22. Surprise discounts 
/bonuses 
 
7.2.2 Evaluation of EC/EB program web sites 
The review took the form of examining whether the twenty-two features listed in 
Table 7-3 were present in each of the EC/EB program web sites, with a particular 
focus on features 1 to 11, which are related to the advertisement/promotion aspect of 
EC/EB programs. A separate review of Feature 11, “outstanding web design”, was 
undertaken using an automatic tool available at NetMechanic50 to determine whether 
the web site had an outstanding design. Appendix IV-3 explains the assessment 
criteria for the web design and shows the scores obtained by each web site in terms 
of the “outstanding web design” criterion. 
As there were only four universities in New Zealand and two in Singapore offering 
EC/EB programs, I decided not to attempt to compare these two regions. The results 
of such a comparison would be effectively meaningless, because one small change in 
the score would affect the significance of the overall results out of all proportion to 
the real importance of the finding. For this reason, I only describe each of these two 
regions briefly and Appendix IV-4 shows the result of the features identified in New 
Zealand and Singapore EC/EB program web sites. Instead, I focused my research on 
                                                 
 
Chapter 7  186                            
50  NetMechanic founded in 1996 by a team of Web professionals and is a provider of Web site tools, 
http://netmechanic.com/toolbox/html-code.htm .  
Australia and Hong Kong, where many universities were offering EC/EB programs, 
and where the scores derived were meaningful representatives of these two regions. 
Appendix IV-5 shows the results of the features identified in Australia and Hong 
Kong. 
As the details of web sites can change rapidly, I decided not to refer to any specific 
URL or university by name. In the review I analysed three findings: the percentage 
of features present on the evaluation framework, Ho’s β index (Ho 1997), and the top 
five features present in the Australian and Hong Kong EC/EB degree program web 
sites. 
7.2.2.1 The characteristics of New Zealand and Singapore EC/EB degree program 
web sites 
The features presented in each of EC/EB program web sites in four New Zealand and 
two Singapore are listed in Appendix IV-4. The results show that all six university 
sites possessed a lot of features for the purpose of ‘promotion’. The program 
structures of their EC/EB degree offerings are listed clearly. Among these six 
universities, however, only one New Zealand university had its own web site to 
introduce the EC/EB programs. All the university sites possessed the features 
‘duration of the program’ in the ‘general promotion’ category. Prospective students 
could apply to study within the program online in both the Singaporean universities. 
However, the features for the purposes of ‘provision’ and ‘processing’ were not 
found in most of these universities’ web sites.  
7.2.2.2 The percentage of features present in the evaluation framework in Australia 
and Hong Kong 
Table 7-4 shows the percentage of features present in the evaluation framework (see 
Appendices IV-3 and IV-5 for details). 
Table 7-4 The Percentage of Features Present in the Evaluation Framework in May 
2003 
 Australia  Hong Kong  
 Promotion Provision Processing Promotion Provision Processing 
Timely 94 42 9 100 29 29 
Custom 18 73 12 14 100 14 
General 85 85 24 100 100 100 
Sensational 94 18 0 
 
100 43 0 
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The tables show that all sites (100%) in Hong Kong possessed the features identified 
in Table IV-3 as timely-promotion, general-promotion and sensational-promotion; 
custom-provision and general-provision and general-processing. With the exception 
of timely-provision and custom-promotion, all Hong Kong categories had an equal or 
higher percentage of features present than those found in Australian web sites. The 
Australian processing categories had very few features. Moreover, neither the 
Australian nor Hong Kong web sites had any sensational-processing features 
present. 
These results show that most of the EC/EB program web sites studied were merely 
providing information to prospective students – in other words, these are so-called 
“brochure-ware” web sites (Clarke 1999), although a small number of universities 
had equipped their web sites with on-line processing facilities for such activities as 
handling on-line applications, on-line payment of program fees and on-line advanced 
standing processing.  
The data also showed that Hong Kong web sites generally included more features 
than those in Australia. This distinction is difficult to explain, as universities in both 
Australia and Hong Kong are equally dependent on student fees – and are therefore 
equally likely to develop attractive web sites as an added inducement to students. 
Further research on socio-economic and contextual differences between Australia 
and Hong Kong is clearly needed in this area. At the moment, I can only hypothesise 
that the Hong Kong universities may be more entrepreneurially inclined than their 
Australian counterparts. 
7.2.2.3 Ho’s β Index 
Ho’s β index is a crude coverage measure within the evaluation framework. The 
measure is the number of categories in the framework; i.e. the maximum β is 12 as 
there are 12 categories in the framework. Based on the total percentage found in this 
study, Ho’s β index for Australia is 5.54 and for Hong Kong is 7.29, i.e. Hong Kong 
EC/EB web sites have more features than Australia web sites of the same type. This 
index can be used as an indicator for comparison when similar studies are carried out 
in the future.  
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7.2.2.4 Top five features found in EC/EB program web sites in Australia and Hong 
Kong 
The top 5 features present in the evaluation framework are listed in Appendix IV-6. 
For Hong Kong, all these 5 features fell within the promotion category. For 
Australia, 4 features were in the promotion category, and only one was to be found in 
the provision category. This suggested that more emphasis had been put on “content 
driven” web sites and that there was less concern about on-line processing/ 
transactions in the design of EC/EB program web sites. 
One of the major EC/EB goals is doing business online. The results of the study 
suggest, however, that most of the processing features needed for doing business 
were not available on the web sites at the time of the study (2003). EC concepts have 
not really been applied to the current EC/EB degree program web sites. 
7.2.3 Some suggestions for EC/EB degree program web sites 
In 2001, only a few Australian universities were themselves using the different EB 
planning and development techniques I have mentioned in Section 2.4. In this survey 
(May 2003), the numerical analysis suggested that EC/EB program co-ordinators had 
the technical wherewithal to make use of their EC/EB program web sites to advertise 
their EC/EB programs, but that these web sites did not truly reflect EC/EB strategies, 
being for the most part still information provision-focused.  
It is clear that the actual figures and their derived results are of only short-term value, 
as web sites are regularly being updated, but the deduced phenomena which lie 
behind the findings are valuable and worth exploring. I therefore make some 
recommendations for more effective use of university promotional web sites. 
Firstly, as a prime objective, universities should make full use of degree program 
web sites for the promotion of degree programs and for user-friendly online 
transactions in order to cut down existing administrative overheads. Certainly, the 
move to online administration and, particularly, to user-based data entry and update 
of the sort which almost all banks are using today is a logical step for universities 
anxious to cut costs. Online fee payment, student entry/update of contact 
information, advanced standing and enrolment changes are obvious starting points 
for such cost-cutting, efficiency-enhancing activities. 
Secondly, when developers build web sites, they may well wish to consider 
accessibility for that portion of the web audience with disabilities. Not only would 
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this be very much in line with government policy, but also it would mesh well with 
universities’ generally strong interest in providing support to students less able to 
access material in the standard way. An additional benefit of such an approach is that 
universities providing such access might well attract those fee-paying disabled 
students who prefer to study online, an increasingly attractive alternative for those 
with less than full mobility. 
Finally, as many new degree programs emerge, program web sites should be studied 
for improvement to meet the increasing demand and expectations of the market, i.e. 
increasing numbers of universities will promote their products through web sites. 
The opportunities for entrepreneurial universities are significant and, as yet, few 
institutions appear to have realised the chances which are readily available. A study 
covering only Australia, New Zealand, Hong Kong and Singapore can, of course, 
provide only indicative evidence of the behaviour of universities around the world. A 
more comprehensive and geographically full-scale survey could offer a fascinating 
opportunity for comparison in future. 
7.3 Summary of Chapter 7 
This chapter has focused on investigating two elements of the NESPO educational 
service product: service evidence and advertisement/promotion when new EC/EB 
degree programs are offered, by means of two quite separate studies – a survey of 
recruitment web sites undertaken in 2000; and an analysis of 46 university EC/EB 
program web sites, undertaken in 2003. 
In the first study, eight categories of EC/EB jobs were identified as providing service 
evidence of the EC/EB programs and the distinction between EC/EB careers and 
traditional IT or business was explored. Tying this survey in with the previously 
developed ECCM model (see Chapter 4 for details), the role of the EC/EB 
professional was found to be mainly dependent on the inter-relationships between 
three areas: electronics, business/commerce and people. 
The second study, which was rather more detailed, found that most EC/EB degree 
program web sites do embody the nature of advertisement for their EC/EB programs, 
although the sites had not been made full use of EC strategies (the program 
developers were clearly not trying to practise the concepts they were teaching). I 
have therefore made a number of suggestions for the more effective utilisation of 
these EC/EB degree program web sites. 
Chapter 8 
In depth analysis – multiple cases studies 
 
 
“I hear, I know, I see, I remember, I do, I understand.” 
~ Confucius ~ 
 
 
This chapter presents the findings of the multiple-case studies which were carried out 
in order to add the necessary depth of understanding to the new educational service 
product model (NESPO). They also served the purpose of providing qualitative input 
to the research question: are universities flexible enough to develop their EC/EB 
programs effectively through engagement with the concept of new service product 
development? 
Yin (1994, p.129) believes that case studies have a more diverse set of possible 
audiences than do most other types of research. In this chapter, I am aiming at two 
main types of audiences: colleagues in the same field and the thesis examiners. As 
Yin (1994, p.129) suggests:  for colleagues in the same field, the relationships 
among the case study, its findings, and previous theory or research are likely to be 
most important. For the second type of audience of these case studies  the thesis 
examiners, Yin (1994, p.130) suggests: for a thesis committee [the examiners are the 
Australian equivalent of the US thesis committee], mastery of the methodology and 
the theoretical issues of a case study topic, an indication of the care with which the 
research was conducted, and evidence that the student has successfully negotiated 
all phases of the research process are important. Hence, in the multiple-case studies 
report of this chapter, I will emphasis on the issues suggested by Yin.  
The analysis technique I employ in this research is the variable-oriented approach as 
suggested by Miles and Huberman (1994, p.174), that is, I have focused on the 
variables themselves and their relationships, rather than looking at the quantitative 
measures of each case. The theoretical issues are related to the marketing theory of 
new service product offering on which my model is based. 
In my new educational service product offering model (NESPO), there are three 
concentric circles. In the innermost circle is the service product; followed by the 
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service distribution in the middle circle and, in the outermost circle, the marketing 
support. Hence, I will present the findings in Sections 8.2 to 8.4 according to these 
categories, followed by Section 8.5 which will discuss the reasons for the ‘death’ of 
an EC program in one university in Singapore and also the closing down of an EC 
school in one Australian university, which cast further light on the NESPO life-cycle 
and its likely effectiveness. Section 8.6 summarises the results of my multiple-case 
studies and their implications for my new educational service product offering model. 
Finally, Section 8.7 summarises the whole chapter. 
8.1 Introduction 
In order to gain a deeper understanding of EC/EB programs, 20 cases were selected 
for this study. Data were collected through: semi-structured interviews either in 
person or via telephone; university web sites; and program brochures. Interviewees 
were program developers, program coordinators and administrative staff members 
who were responsible for the EC/EB programs. Table 8-1 shows the geographical 
distribution of the selected cases. 
 
Table 8-1 Number of Cases for This Research Study 
 
Region Number of cases 
Australia 10 
New Zealand 2 
Hong Kong  6 
Singapore 2 
Total 20 
 
At the time of conducting the interviews, one university in Singapore was no longer 
offering an EC/EB program. Hence, the questions for this interview were different 
from those asked of other universities and focused on the reasons for the suspension 
of the programs in that university. The findings of this special case are shown in 
Section 8.5.1.  
In the next section, I analyse the findings of the 19 universities studied according to 
my new educational service product model. As requested by the interviewees, the 
names of the universities and interviewees were not disclosed, and I have therefore 
used a number to represent each university.  
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8.2 Service Product 
In my new educational service product model, the innermost circle is the service 
product which contains the core service(s) the educational providers will offer. 
Figure 8-1 shows the elements which contribute to this component of the model. 
Since this model has already been described in detail in Chapter 5, descriptions of 
each element should be sought in Table 5-3 in Section 5.4.2.2 on p.137. In the 
present chapter, I analyse the findings related to these elements in the subsections 
which follow: 
 
 
 
 
 
 
 
 
Marketing support 
 
 
Service 
product 
 
 
 
 
 
 
Service distribution
Service product 
• core service 
• newness 
• product quality  
• product distinctiveness 
• product adaptability 
• facilitating services 
• service evidence 
 
Figure 8-1 The Elements for Study in Section 8.2. 
8.2.1 Core service 
In my model, core service refers to the objectives of the new programs – together 
with the number of units, their contents and prerequisites as described in Section 
5.4.2.2. I have identified and elaborated on each of the seven types of EC/EB 
program in Section 6.1.2. Each of these seven objectives has its own emphasis. 
Nowadays, the core service of EC/EB programs can easily be found in its own 
school or department web site, or in the university’s student handbook. I will not 
describe this core service here (the interested reader might wish to visit the web sites 
listed in Appendix III-16). Here I merely quote an example extracted from University 
N1’s web site to show the objective (core service) of an EC program: 
 
The Bachelor of Electronic Commerce (BECom) provides a gateway to a range of 
interesting e-commerce careers. Designed by leading practitioners and academics, the 
BECom offers a sound mix of skills and knowledge in both the technical and 
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management areas of electronic commerce. The industry experience papers provide a 
practical workplace experience in e-commerce, which is highly valued by employers. 
 
This mission statement is at a fairly high level of abstraction. During the interviews, 
however, several EC program developers reported that designing the core service 
was the most difficult part of planning and offering a new program. The following 
quotes illustrate these opinions. 
In University A3, the problem was internal politics  too many people wanted to 
participate in the creation process: 
Too many people want to have their fingers in the pie and be involved to the detriment of 
good curriculum development. Because it was the flavour of the month at the time all the 
departments of the faculty wanted to be involved in part of the activities and take 
ownership. It was a matter of trying to mange the politics and that was the most difficult 
part. That, and the over extensive and lengthy procedures that the university has, just to  
try to put in new curriculum development, and just very cumbersome and bureaucratic. 
In University N1, the problem once again was internal politics  here it focused on 
negotiation with and persuasion of internal staff: 
I think arriving at a common vision of what it should be among the influencers, the 
Dean, the Associate Dean and so on. I’m a strong personality so I had a very strong 
view of what should be in there and I was prepared… I think part of the political 
lobbying for what others thought should be in the degree, they read the newspaper and 
they say ‘this is what e-commerce should be’ or ‘e-commerce doesn’t need to be 
technical, it can just be marketing, or something like that’. I think the internal discussion 
and negotiation and persuading was probably the most difficult thing because there 
were entrenched positions, and pulling that together in a relatively short time was not 
easy. But on the other hand if it had dragged over 2 or 3 years it would have been more 
difficult. So the short time frame was probably a benefit in gaining closure on some of 
those issues. 
In University H5, by contrast, the issue was the balance of the program: 
I think the most difficult part in developing the new program is the balance of the 
program contents, theories, concepts and practical issues. Particularly the practical 
issues, we do not want to include too many existing market software packages in our 
subjects. Otherwise, the subjects are more technical institute (TI) oriented rather than at 
university level. 
 
Clearly, political factors within the organisation (university) and the balance of 
program content may cause difficulties in designing the core service, 
traditionally termed curriculum development.  
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In the past, academics merely identified the study areas to be included in the 
curricula of their new degree programs on the basis of pedagogic considerations. In 
the development of new service products, however, a number of other elements also 
need to be considered. I present the findings related to this issue in tables throughout 
this Chapter, and evaluate each of them in the following subsections. 
8.2.2 Newness  
As I have explained in some detail in Section 5.2.2, newness refers to market and 
product newness at both high and low levels of granulation. There are four major 
categories of newness: 
• Market penetration: low market newness, low product newness 
- offering new programs based on the minor improvement of extant ones. 
• Market Development: high market newness, low product newness 
- offering different level of programs using mostly extant resources. 
• Product Development: low market newness, high product newness 
- offering new programs to supersede the existing ones. 
• Diversification: high market newness, high product newness 
- new programs for new markets. 
The findings of these case studies are summarised in Table 8-2. It should be noted 
that the new EB/EC programs were mostly relevant to the categories market 
penetration and market development. For example, Universities A1, A3, A4, A7, N1, 
H3, H5, H6 and S1 made use of their existing subjects as the base and changed the 
contents to suit the Internet environment and to target the same markets within the 
region - their service products are classified under the category of market 
penetration. Whereas, some universities as Universities A5, A8, A9, A10 and N2 
provide different types of EC/EB programs to meet the different demand of the 
market and are classified under the category market development.  
For the product development category, which is low market newness but high 
product newness, the service product may supersede the existing product in its 
entirety. I did not find any such case in my research results, although Universities 
A2, A6 and H4 developed entirely new subjects specifically for their new EB/EC 
programs. Level of product newness, however, was very high. Universities H1 and 
H2 continued to modify the subject contents as and when necessary. I therefore 
classify them as product development even though, at this moment, these service 
products have not superseded any existing programs in their own universities. 
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However, in the near future this could happen, driven by market demand. For the 
diversification category, i.e. new program(s) for new market(s), once again not a 
single sample could be found in this interview series. 
These classification categories will help the program developers to think carefully 
certain criteria when they offer new programs. The market penetration type product 
may not attract the customers. The divarication category may require more effort to 
be placed for program development when the program developers plan to offer new 
programs. 
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Table 8-2 Interview Responses for the Element “Newness”  
 
Row heading, universities in 
A : Australia,  
H : Hong Kong, 
N : New Zealand,  
S : Singapore.  
Column heading 
E1:  Adapt some existing subjects from other programs 
E2:  Program was developed internally or through external resources  
E3:  Development time of programs before put to the market (in months)  
E4:  Obtain support from top management for development of the programs 
 
 
  
E1 
 
E2 E3 E4 
A1 Only a limited number of subjects.  Most were new.  
Developed internally with 
some external help. 
12 to 
18 
Basically nothing. 
A2 
All new. Developed by a group of 
internal staff members with 
external resources 
6 Yes, get support from faculty for some 
funding to do market research.  
A3 Use some existing subjects. Developed by a group of internal staff at faculty level. 
24 No support in time or dollars in release from 
classes or anything.  
A4 Use some exiting subjects from other program 
Just by internal staff. 6  Yes, some in general. 
A5 
Use a few existing subjects 
and tailored for the EC 
program. 
Internal staff in the faculty 
developed individual subject. 
24 Not really. 
A6 All new Internally 18 No, no money or time released. 
A7 
Used most existing subjects, 
only a few new subjects were 
developed 
Internally 7 Yes, the Dean looked after all the processing 
through the committee. 
A8 Used some existing units from other faculties. 
Internally. A group of staff at 
school level.  
6 No, nothing. 
A9 Nearly new. Mainly external. 6 Not much. 
A10 
Nearly new. By external eLearning 
company which use world 
experts to develop the 
program. 
6 N.A. Because the program was outsourced 
for development. 
N1 
The first semester using all 
the existing subjects. In the 
second semester, some new 
subjects were added. 
Developed by one to two 
internal staff members. 
10.  
 
No. 
N2 Used most existing subjects. A team of five staff members. 1.5  No. 
H1 
Use existing subjects first, but 
changing 20%-40% of content 
per year per program. 
Internally.  
 
8 No. 
H2 
Depends on the instructors 
who delivered the program. 
A group of internal staff. 10 to 
12 
Yes and no. Yes in terms of helping the 
approval of curricula process but not the 
financial nor time released of staff work load. 
H3 
2 new subjects in bachelors 
degree and 4 new subjects in 
masters degree. 
Both  by internal and 
outsourcing 
12 Yes. Release workload for those staff 
members who were developing the program. 
H4 All new Totally internal. 12 Yes. Lighten the teaching load and extra pay to staff involved. 
H5 
Use existing subjects as basis 
and tailor to be adaptable in 
the internet environment. 
By internal staff within two 
faculties. 
24 Yes, Pro Vice Chancellor as a bridge within 
two facilities in order to develop two 
consistent streams. 
 Staff who developed with program had cut 
down some teaching load. 
H6 
Modified some existing 
subjects and developed a 
number of new subjects. 
Internally staff member. 6 No., absolutely not. 
S1 Modified exiting course.  Internally staff 5  Only time released. 
 
It is not enough, however, merely to describe the various categories of newness 
where service products are concerned. I also wished to discover whether the newness 
of service product was likely to affect the lead-time required for product 
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development. The results of the case studies show that the shortest time for 
development taken by any of the universities surveyed was 1.5 months and the 
longest time was 24 months before the service product was ready for offering to the 
market.  
In fact, University N2 took 1.5 months not to develop the new EC specialisation of 
its bachelors degree, but rather completely to rewrite it. Following the arrival of new 
staff at University N2, the respondent was very unhappy with the existing EC 
specialisation and therefore chose to rewrite the whole program over 1.5 months.  
In University N1, the situation was quite similar. The first seven months were spent 
(wasted, from the point of view of the respondent) in obtaining approval for the 
program from the University, and the remaining three months were the real time 
spent in developing the content of the program. However, in the first semester of 
offering the new program, only existing subjects were taught. The University first 
began to offer new EC subjects from the second semester onwards. 
The program developer from University A3 reported that they took 24 months to 
develop their program and found that a lot of the original work had to be updated. In 
University H5, a lengthy 24-month development period was the result of the 
university’s belief in 1997/98 that EC was not ‘stable’, so that the developers found it 
difficult to identify the curriculum and to create names for subjects. 
University A2, by contrast, was able to develop a new brand-new EB program with 
entirely new subjects within 6 months.  
In the majority of the cases, new EC/EB programs were offered to the market within 
less than one year of development time. Based on my case study results, I classify the 
processes into three different models, all of which enable rapid development of new 
degree programs and have varying strengths and weaknesses: 
 
Table 8-3 EC/EB Program Development Models 
Models of New EC/EB Program Development 
Program 
Development 
Approach 1 
Internal Conception 
and Development, 
External Delivery 
One to two internal staff members are 
responsible to set the framework of the 
program. The subjects are then developed 
by either internal university staff (who are 
the experts in that subject) or external 
experts in that particular area who were 
invited from overseas to design and deliver 
the courses. In the latter scenario, what 
were taught to students depended heavily 
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Models of New EC/EB Program Development 
on continued access to the expert 
instructors. 
Program 
Development 
Approach 2 
Internal Conception, 
Development and 
Delivery   
One to two internal staff members are 
responsible to set the framework of the 
program. The subjects are then developed 
by either internal university staff (who are 
the experts in that subject) or external 
experts in that particular area who were 
invited from overseas to design and deliver 
the courses. In the latter scenario, what 
were taught to students depended heavily 
on continued access to the expert 
instructors. 
Program 
Development 
Approach 3 
Internal Conception, 
Phased External 
Development and 
Internal Delivery 
The framework of the program was 
designed internally, but the subjects were 
outsourced for external ‘experts’ to write 
and internal staff members delivered the 
materials to students. The writing of subject 
materials took place in parallel with the 
running the program, so that programs were 
offered a year at a time with subjects for 
later years being written while those of the 
earlier years were already being taught. 
This model resulted in even greater 
dependency on external expertise than with 
Program Development Approach 1. 
 
Most of the universities interviewed adopted Approach 2 for developing their new 
programs. Approach 1 was only used by University H2, while Approach 3 was 
adopted only by Universities A10 and H3. Both these latter universities are 
delivering their programs online, with minimal face-to-face contact. 
From the results of the case studies, it was apparent that the time for development of 
a new program was not in fact dependent on the level of newness of the product and 
the market, but rather depended on the demand from the market. This meant that 
most new programs could be brought to market within a comparatively short time 
span (a very short time span indeed, by university standards), as long as there was 
sufficient demand. 
Support from top management (at school, faculty or university level) may be helpful 
in the development of new educational service products. However, the results of the 
case studies indicated in Table 8-1 show that most program developers did not 
receive support from top management to develop their new program (for example, 
Universities A1, A3, A5, A6, A8, A9, N1, N2, H1 and H6). 
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Those which did receive such support fell into three major categories: 
• Top management (Dean or Vice Chancellor) helped to speed up the approval 
process of the new program (for example, Universities A7, H2 and H5) 
• Top management offered some funding for market research (for example, 
University A2) 
• The third form of support was indirect and involved time and workload 
release for those staff developing the programs (for example, Universities 
A2,A4, H3, H4 and S1). 
The interview responses made it clear that the newness of an educational service 
product is not directly related either to the development time or to the presence 
of support from top management. 
As long as there was a market opportunity, the university management would try to 
develop the program(s) and bring them to market as quickly as possible. This is 
clearly a reactive, rather than a proactive, market response and suggests that 
universities must begin to look at fee-paying degree programs with a marketer’s eye 
if they wish to reap all the potential benefits available from short-term, offerings. 
In the next section, I investigate the issues relating to the product quality of a new 
educational service product. 
8.2.3 Product quality  
It was very difficult to evaluate the quality of the EC/EB programs through the 
interviews. Even though I received satisfactory responses from all the respondents, it 
was impossible to guarantee that the results reflected the true situation of the 
programs, since it is only human nature to describe one’s creations in the most 
favourable way. I have therefore investigated product quality from a rather different 
perspective, examining whether course advisors’ opinions and advice from Industry 
Committee members (where such groups existed) have the potential to improve the 
product quality of the EC/EB programs during their development stages. Table 8-4 
lists the responses from the nineteen cases to this query. 
 
 
 
 
Chapter 8                                                                  200                            
 
Table 8-4 Interview Responses for the Element “Product Quality”  
 
Row heading, universities in 
A : Australia,  
H : Hong Kong, 
N : New Zealand,  
S : Singapore.  
Column heading 
E5:  Course advisors’ opinion when developing the program  
E6:  Obtained help from industrially based course advisory committee  
  
  
E5 
 
E6 
A1 Yes Bar Code company, financial organisation etc. These organisations did not offer a lot of help. 
A2 Yes Yes, a lot, such as Fosters, Hewlett-Packard, National Bank and ANZ Bank. 
A3 Yes, but not very helpful. Yes, from IT industry, human resources, accounting,  
A4 yes Yes, they helped in curriculum development but not financial support. 
A5 
Yes, the committee 
members are internal 
lectures. 
No, the other way around. University lecturers involved in external EC projects 
such as Telstra and council. University staff brought back this experience to 
their program.  
A6 Yes, but they did not help. Industrial parties provided information to the program development but not financially. 
A7 Yes, but not much help. It was only an informal group and it did not provide much help. 
A8 Yes, but did not help much. 
It was a committee for school and members were most IT managers. They 
looked at the structure of the proposed program. 
A9 No. Yes, funding and advice from bank. The university established industrial-supported centre. 
A10 Yes. No. 
N1 
Yes, but the committee 
could actually give good 
feedback. 
No. 
N2 No. Yes, both curriculum development and financial support. 
H1 
No. No. They did not have a formal committee for industrial advice group.  They 
looked for their own ties to help them develop what they thought was a core, 
saleable meaningful set of materials. 
H2 No. No. 
H3 
No.  Advisory peer group. Members from academic, professional bodies such as 
HKCS and BCS. They gave feedback on structure and content of the programs. 
Through the industry to arrange some talks for students.  
H4 
No. Much rely on the 
strength of internal staff 
member.  
Yes. They are key executives, information CIOs and local businesses such as 
banking. 
H5 Yes. Yes, such as Yahoo and Oracle. 
H6 They did not have. No. 
S1 No. No. the university limit the industrial vendor to get involved in the program. 
 
8 of the 19 cases responded that they did not have course advisors to give opinions or 
guidance when they were developing their EC/EB programs. Only one responded 
that the course advisor was actually able to give good feedback. Similarly, 6 out of 
19 respondents replied that they did not receive any assistance from their Industry 
Committee.  
In fact, there was a fairly diverse (and interesting) range of opinions about the 
benefits of course advisors and Industry Committees to the program development 
committee. For example: 
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In University A5,  
We don’t have people from outside sitting in on our EC committee. We have the opposite 
- we have like ourselves sitting in on council EC committees. So it goes the other way. 
This isn’t for course development it’s for the development of EC in Town W For example 
we’ve got a high, a very pronounced EC program in the Town W, which is backed by 
council and Telstra and we have people who are involved in that, we can see what the 
council is doing. We can see what Telstra’s doing, the development of EC in Town W is 
doing, and then we can use that in our program. We can bring that across and tailor our 
programs a little bit towards the needs there. 
This rather self-confident response from a regional university illustrates the 
advantages of being involved in a regional EC project, and shows that smaller, 
regionally-based universities have rather more influence over their environment that 
the larger, city-based universities. Depending on the quality of the staff at the 
university, such an approach (the reverse of the normal situation where academics 
receive advice and support from business people) could well be of benefit to both the 
region and the university. 
In University H151, 
From Asia? My God, no. I mean everything that is happening is happening in the US. 
There’s nobody in Hong Kong who could tell us what to do. We tell them. In fact in Asia 
I don’t think there is enough expertise in EC for an advisory body of any use. 
As the service product was very new and the concepts or ideas had not at that time 
been found in the market-place, this respondent felt that it would be difficult (or even 
unnecessary) to ask industry experts to get involved in the process of developing his 
new program. It is interesting that this respondent appeared unaware of EC activities 
and break-throughs in regions other than the US — and clearly this viewpoint had an 
influence on the direction the program took. 
As the EC/EB educational product was so new at the time of data collection, and 
because there is no benchmarking available in the market, the quality of the service 
product is difficult to measure or improve.  
It is clear from the interview responses that the idea of involving course advisors and 
Industry Committees in the product development stage was not even considered by 
the majority of the universities surveyed. The results therefore do not provide 
sufficient information to make a reasonable judgement on whether or not such 
groups are able to guarantee that the quality of the program is good or up to a certain 
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51 This respondent was in fact an American working in Hong Kong. 
reasonable standard. Further research is needed to establish the benefit of such an 
approach (see Chapter 9). 
8.2.4 Product distinctiveness  
Chan and Swatman (2001) analysed the EC/EB and IS/IT programs running in 
Australia and New Zealand in 2001. The results showed a number of differences 
between these two types of programs in terms of packaging and positioning, and the 
authors noted that: 
… As universities continue down the path of online program offering, they will find it 
increasingly important to differentiate themselves and their products … 
   (Chan and Swatman 2001, p.130) 
Clearly, product distinctiveness is a major concern when offering a new program, 
particularly in today’s competitive market environment. In order to examine this 
issue, I asked a specific question during the interviews “what characteristics do you 
use to distinguish the EC program from other programs?” The responses are briefly 
listed in Table 8-5.  
Table 8-5 Interview Responses for the Element “Product Distinctiveness” 
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand,  
S : Singapore.   
  
E7   Characteristics to distinguish EC programs from other programs 
 
A1 Focus on more web page development 
A2 It was a whole-of-faculty degree for a start and it was unique. It was focussed on the new economy. 
A3 The EC program was a joint degree with other programs, hence one third was the same as the other program. However, there were two themes in EC for students to choose from. 
A4 To develop EC systems rather than just studying EC or eMarketing. Focus on technology applications for the business and understand what technologies are appropriate and how to make it work. 
A5 All the subjects in the program were EC related not like universities had included business subjects 
A6 It took a strategic business managerial emphasis. Neither is it a re-packaged offering of courses that have already been developed. 
A7 It’s got these extra specialist EC subjects. 
A8 
Two special units. Internet Forum which includes practical web development. The other is web commerce development which there 
is some practical development as an assignment. 
A9 IS are broad generalisation and have an intra-organisational focus. They have a focus in within an organisation. EC is an inter-organisational phenomenon and looks at trading between or across organisations. 
A10 Marketing is just one application of EC. EC can cover the whole range of things, marketing is just one area. 
N1 The EC graduates will have a much more hands-on experiment. 
N2 Basically all the IS skills and knowledge need to be able to code HTML or XML. Students should know all sorts of these things not necessary they are programmers but at least they can tell a programmer ‘build this for me’. 
H1 This is one-year program. Much more focussed on IT than MBA. 
H2 A comprehensive framework of how EB technology would help business environment and their business partners. 
H3 MBA was a general degree with components of accounting, management etc. EC had heavy load dedicated to EC. About 50% of the program borrowed from MBA. These topics included strategy, innovation and marketing. 
H4 Talk about EC/EB by nature and talk about doing business between things such as B2B, B2C etc. 
H5 MBA was a broad program whole EC was more specific. 
H6 Understand business model and design the systems that make convenient to clients. 
S1 
With EC, we need to understand how to conduct business un a cheaper way in a faster way and in a more efficient way. These 
change the competencies. It requires a very interdisciplinary approach – see industrial reacting to the whole thing, what kind of 
value preposition your get out of the whole thing. 
 
Chapter 8                                                                  203                            
 The product distinctiveness of EC programs can be divided into three major 
categories: infrastructure, legal, and service aspects (note that the EB Component 
model in Chapter 4 provides more detail on these categories). The infrastructure 
(technical) category is more focused on the technologies which relate to the EC/EB 
areas. These include (i) internet applications development, for example, using html, 
asp and java for web page construction; (ii) network architecture which is specific for 
the internet environment, and (iii) analysis and design EC systems. In this technical 
category, the EC/EB programs distinguish themselves from the traditional IS/IT 
programs by focusing on knowledge and skills to analyse, plan, design, develop, and 
maintain electronic commerce application systems. By contrast, traditional IS/IT 
programs are more focused on developing the full set of information systems for 
organisations. 
In terms of the legal category, it should be noted that not many subjects on law are 
directly related to or included in EC/EB programs, with the exception of perhaps one 
or two subjects. EC law subjects can be distinguished from other legal subjects 
because EC students need to be able to show an understanding of the basic legal 
principles relating (inter alia) to electronic agreements and digital signatures, the 
right to privacy, consumer rights and intellectual property rights, all of which are 
highly specialised due to their EC-related nature. 
The last of these three categories, the services category, involves marketing, services 
or activities related to the EC environment. This differs from similar activities in 
traditional MBA or marketing programs because EC programs place more emphasis 
on developing and implementing strategies for EC businesses, assessing financial 
performance of existing EC business and identifying EC opportunities for business. 
In order to examine whether the name itself would have any effect on the 
distinctiveness of the product, I asked a specific question in the interviews: What are 
your personal opinions about the terms “EC”, “EB”, “eMarketing” and “Internet / 
Online commerce?”  
The respondents believed that there was not much difference between the terms EC, 
EB and eMarketing. The respondent from University N2 believed they were only 
“sexy” terms. Most interviewees agreed that EC was a subset of EB, being focused 
on the processes relating to electronic transactions, whereas EB related to doing 
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business electronically in every possible sense of that term. In Hong Kong, the 
meanings of the terms ‘commerce’( ) and ‘business’( ) in Chinese have no 
essential difference, except perhaps in terms of magnitude and nature – local or 
international (for a detailed examination of the differences between the terms EC and 
EB, please refer to Chapter 4). The respondents believed, however, that the terms EC 
and EB are more general and broader than either eMarketing or Internet Commerce. 
In order to understand the product distinctiveness in greater depth, I also asked: “is 
any part of the program particularly important?” Some of the more interesting 
responses are listed below: 
In University A10, the interviewee believed an EC bachelors program should not 
stand alone: 
EC can take on a number of different emphases or foci and we took on a management 
application focus. And we were very strong on suggesting that the undergraduate 
students take on a double major, we did not market it as a single major in its own right. 
We marketed it as and we recommended that the students do IS and EC, or IT and EC, 
or marketing and EC. We promoted the double major concept rather than a single major 
concept, because we felt that EC was an additional skill rather than an entry level 
position. 
In University N1, the respondent felt that the EC program should focus on technical 
issues: 
I guess coming from my background I had a very strong desire to see an industry work 
experience component and I put that in, actually against the opposition of a number of 
other people, also because I come from an engineering or technical background, and I 
forced the inclusion of some computer science courses in that because I saw that a 
partial technical foundation was very important for the degree, and again I had to work 
fairly hard to get that idea through.  
In University H4, the response was that EC programs should continue to add fresh 
materials to existing offerings: 
The part of the programs that I think are particularly important are, first it all it’s fresh 
material, in that this area changes so rapidly, you have to have continuing streams of 
fresh material, the second thing is that it has have strong components of collaborative 
learning to make it successful. Because the students have a lot of experiences that they 
can bring in to help create the environment. 
As I have already noted, the majority of the EC/EB programs evaluated in this 
research project were originally developed on the basis of some existing academic 
disciplines such as business, IS, IT, marketing and law. However, even after 
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combining the basic features of these disciplines, each program has its own unique 
characteristics and can be distinguished from all others, indicating that the creators of 
each program were at least aware of alternative offerings. 
Product distinctiveness requires the concurrent use of a number of other concepts, in 
particular, those of product adaptability and facilitating services, the responses 
relating to which are summarised in Table 8-6. 
 
Table 8-6 Interview Responses for the Elements “Product Adaptability” and 
“Facilitating Services” 
 
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand,  
S : Singapore.  
Column heading 
E8:  Universities offer different levels of programs  
E9:  Facilities and services provide to students  
  
 E8 E9 
A1 Bachelors and masters Same as other programs.  
A2 Masters but multiple exits to certificate and diploma 
Special e-portal for this program which was maintained by technical staff whom were 
employed particularly for this job.  
A3 Bachelor and masters The university provides support along the lines of IT infrastructure. A web development officer and an administrator were looking after the program. 
A4 Bachelor and masters Same as other programs. 
A5 
Grad. certificate, grad. 
diploma, bachelor, masters 
and doctoral  
Same as other programs. 
A6 
Grad. Certificate, 
Grad. Diploma, 
Bachelor, master 
Treated like other students in other programs. 
A7 Bachelor The usual things, laboratories and computers access to the Internet, libraries and online database.  
A8 Executive certificate, diploma, bachelors and masters 
Facilities provided to the EC students are the same as students in Management Information 
Systems programs. 
A9 Grad. Cert., grad diploma, bachelors and masters 
Same as other program. 
A10 Grad. Cert., grad diploma, bachelors and masters 
Same as other programs. 
N1 Grad diploma and bachelors Lots of lab. facilities. 
N2 Grad diploma and bachelors 24 hours access labs and software such as visual basic and HTML programming software. 
H1 Masters Same as the other program 
H2 Masters Special laboratories and a special server for the program. A Program manager was looking after the administrative aspects of the program. 
H3 Bachelors and masters A special server for the programs for hands-on experience and on-line projects for students. 
H4 Masters Lab facilities which had enough computer s to cope with every student in the program. Separate server for the program. 
H5 
Masters Forum for EC students in two faculties to hold discussion. 
Establish more phone line so that student could easily got access university’s server through 
dial-up. 
H6 Higher diploma, bachelors and masters 
Same as the other program. 
S1 Masters 2 special EC laboratories for students. 
 
8.2.5 Product adaptability  
Many different types of EC/EB programs exist in the market, ranging from half-day 
workshops for business executives, to 3-5 year doctoral programs. The largest group, 
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however, includes qualifications including such awards as: bachelors degrees, 
masters degrees, graduate certificates and graduate diplomas. For the interested 
reader Appendix III-16 describes the different types of EC/EB programs in Australia, 
New Zealand, Hong Kong and Singapore in great detail.  
The results in Table 8-6, under the Column heading E8, show that 6 out of the 10 
Australian universities I interviewed offered the full range of EC/EB programs (from 
graduate certificate to masters degrees, plus a bachelors degree). The two New 
Zealand universities I interviewed offered EC/EB programs which included 
bachelors degrees and graduate diplomas. By contrast, the universities in Hong Kong 
and Singapore were more focused on EC/EB programs at the masters level.  
As I explained in Section 6.1.2.3, some universities in Australia have provided 
multiple exit points from their masters program. When students have completed four 
subjects, they may choose to graduate with a Graduate Certificate; when they have 
completed eight subjects, they may choose to graduate with a Graduate Diploma; and 
when they have completed the full 12-16 subjects, they can graduate with a Masters 
degree. This approach offers more flexibility to students, although there are obvious 
administrative problems (for example, should a student who has taken out a Graduate 
Certificate be able to come back the following year, do four more subjects and then 
be able to also take out a Graduate Diploma on the basis of the same first four 
subjects, or should they have to give back their Graduate Certificate before they can 
receive their Graduate Diploma?). The flexibility offered by this approach, however, 
is very attractive to working people, whose circumstances often change radically and 
make it difficult or even impossible to complete a masters degree, as well as helping 
the offering university to differentiate itself in the market-place. Thus: 
the provision of multiple exit points from a masters degree program provides 
flexibility to students and hence can increase the product adaptability of the 
educational service product.  
8.2.6 Facilitating services  
As I explained Section 5.3.1, there are two types of services to students: facilitating 
services and supporting services. By simply looking at the descriptions of these 
services, it may be difficult to see the difference between them.  
• Basically, facilitating services are mandatory and, if they are not present, the 
service product collapses. In tertiary institutions, services such as student 
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enrolments, student records, library facilities, examinations and the provision 
of assignments are facilitating services.  
• By contrast, supporting services are provided to students to enhance the 
competitive power of their university’s service products, although facilitating 
services in some circumstances could become supporting services in other 
situations. The facilitating services depend totally on the core service. For 
example, a well-equipped gymnasium is a facilitating service for students 
who study sports programs, but is only a supporting service for students 
taking an EC/EB program. 
One of the initial general observations to emerge from the case studies (Table 8-5, 
column heading E9) was that most universities were sharing (or using existing) 
facilitating services with other programs within their institution. There was only 
ONE truly exceptional case, University H2, which had its own systems (facilitating 
services) for student administration, enrolment and payment for the program. 
University A2 also developed an e-portal which was to be used for their EB students 
only. The facilities provided through the e-portal included: noticeboard, email, 
discussion forum and access to the program study materials. The portal also provided 
information on EB student alumni, e-Biz group, program structure and details of staff 
involved in the EB program. The respondent stated that this e-portal was maintained 
by a specific, full-time, technical staff member. 
In terms of supporting services, most of the universities involved in the interviews 
treated such services in essentially the same way as all other programs, but with 
enhancement of the computer laboratory facilities. These facilities included: 
allocated computer servers for EC/EB students to develop and host their web pages; 
special software packages for web page construction; and 24-hour access to the 
computer laboratory. 
University H5 provided a different type of supporting service to its EC students. In 
partnership with several bookshops, the University organised a small-scale book 
exhibition on the university campus at the beginning of each semester, specifically 
for EC-related books. Hence, students could buy their textbooks directly from the 
university campus, saving travelling and searching time. In a similar way to H5, but 
with a different approach to offering convenience to EC students, University H2 
included textbooks in the EC program package and students did not need to buy the 
textbooks themselves. They promoted their program as,  
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 … our program fee was little bit higher than others, but it is value for money. We have 
well qualified instructors. We provide all the resources including textbooks and we have 
better services. We deploy a staff member to be responsible for answering students’ 
queries. We undertake to answer all incoming requires from students through email 
within one working day. …   
Despite these two special cases, however, the overall case study results showed that:  
most EC/EB program developers did not emphasise or even give any thought to 
providing facilitating services or supporting services to increase the competitive 
advantage of their respective EC/EB programs. 
8.2.7 Service evidence  
As Section 5.3.4 explained, service evidence refers to pieces of ‘evidence’ which 
play the critical role of verifying either the existence or the completion of a service. 
There are two types of service evidence: peripheral evidence and essential evidence. 
• Peripheral evidence is possessed as an integral part of the purchase and has 
little or no independent value. For example, student cards of EC students 
serve only to confirm the service available to students and do not add value 
by themselves.  
• Essential evidence cannot be possessed by consumers, although it may be so 
dominant in its impact on service purchase and use that it must be considered 
virtually an element in its own right.  
In this study, I suggest that career opportunities for EC/EB graduates are one of the 
major items of essential evidence of EC/EB programs. To ascertain whether this was 
true, I carried out a survey to identify the major categories of EC jobs during 2000, 
the results of which are presented in Section 7.2. In order to understand what the 
essential evidence elements might be, I asked EC/EB program developers two 
questions in the interviews: 
• Did you talk to prospective employers when developing EC/EB programs? 
• In what ways will your EC/EB programs add value for students? 
The responses of the interviewees are summarised in Table 8-7. 
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Table 8-7 Interview Responses for the Element “Service Evidence”  
 
Row heading, universities in 
A : Australia,  
H : Hong Kong ,  
N : New Zealand,  
S : Singapore.  
Column heading 
E10: Talk to prospective employers when developing the programs  
E11: Value added to students  
 
 E10 E11 
A1 Yes.  Try to challenge students’ thinking about the value of EC in their organisations. 
A2 
Yes. Students did this master degrees were trying to change careers. A lot of them 
wanted to move into EC part of the company. So it was essentially training them to 
get them where students wanted to go. So it was going to add value to students’ 
lives. 
A3 
Yes. The program put students in a position to be able to apply for jobs and it gave 
them a general background and understanding which they would not had before 
hand. It allowed them to see that an understanding of business is all-important in 
the IS and IT world. EC is particularly steeped in a business understanding. 
A4 Yes. The interviewee replied that he did not have any quantitative figure to support this. 
A5 Yes, such as CPA and council. 
There was not a lot of people qualified in EC and therefore graduates were very 
valuable to corporations.  
A6 Yes. Accounting firms Yes, in terms of skills and processes. Students learnt about what sort of business can do good on the internet and what cannot. 
A7 Yes. Accounting and consulting firms. 
Students had done these EC subjects; this would help them when they were 
looking for jobs. 
A8 
Yes, it was the university 
policy. The proposed new 
program  in theory should be 
run past them. 
To think strategically of the role of EB and EC. Students should be strategic 
planners and add values immediately in an organisation on that level. 
A9 No. Students can get a job and also understand EC. 
A10 Yes. Students can get a job. 
N1 No. It will add value by providing them with awareness and perspective on where EC fits in business and make students very marketable as potential graduates. 
N2 
Yes. All the time. The skill set that taught to students so that students know what the end product is 
going to be.  
Industrial people at times in the classes to talk about the industry’s perspective on 
various things. 
H1 No. They get better jobs and a better income and career opportunities and the program give them the tools students needed to concentrate in these areas. 
H2 
No. The program provided a comprehensive framework in the EB world covering 
business and technology aspects to students which they otherwise would not be 
able to get. 
H3 Yes. Many organisations and SMEs may move to the directions of EC/EB. So students can apply their knowledge to their work. 
H4 Yes from bank or business community. 
Better jobs, opportunities, more pay and better learning. 
H5 
Yes, some discussion with 
potential employers. 
Knowing what was happening in industry. Bring the innovative aspects to the 
programs. Invitation of guest speakers to enhance students’ experiences. The 
program filled in something that students could apply in future but not too much 
commercial, product-oriented. Otherwise, the program was at technical institution 
level and not at university level. Students were encouraged to join in internet 
business plan competition. 
 
H6 
Advices from high-tech and 
telecommunications 
companies. 
Knowledge on EC areas. 
S1 
No. We gave student a perspective on industry issues, a perspective on what was 
happening. Practitioners did not have a very broad view. We provided students 
with kind of perspective. Ask students to focus on various elements not just the 
technology aspects. Fill in the holes of things they do not know. 
 
These results show that most program developers, with the exception of Universities 
A9, N1, H1, H2 and H6, discussed the issue of job opportunities for their graduates 
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with prospective employers from the fields of banking, accounting, local 
government, high technology and telecommunications companies during the 
development of their EC/EB programs. 
Respondents answered that they believed their programs could add value for their 
graduates in terms of providing better career opportunities and better salary levels. 
Others believed that the EC/EB program could add value for their students in terms 
of applying their knowledge and skills to the EC/EB environment, and being able to 
think strategically about EC/EB. Despite these positive responses, however 
most interviewees were of the opinion that providing better job opportunities to 
graduates of the EC/EB programs is only one of the primary concerns of the 
program.  
 
8.3 Service Distribution 
In the previous section, I have investigated the elements of the service product – the 
central component of my model – when a new EC/EB program is being offered, 
using the universities I interviewed as examples. In this section, I analyse the middle 
circle of my model  service distribution – where the major concern is how the 
service is being distributed. Figure 8-2 shows the elements which are related to 
service distribution and these will be further explored in this Section. 
Marketing support 
 
 
Service 
product 
 
 
 
 
 
 
Service distribution
Service distribution 
 
• distribution 
strength/strategy 
• effective 
communication 
• staff training and 
skills 
• follow-up service 
 
 
 
 
 
 
 
 
Figure 8-2 The Elements for Study in Section 8.3 
As I reported in Section 6.3.2.3, staffing of EC/EB programs was no longer a 
problem at the time of the Third Survey (2000-2001), and thus I did not ask any 
questions about “staff training and skills” during the interviews. Consequently, I will 
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not include this element in the present section. Instead, I will present the results of 
the interviews relating to the elements distribution strength/strategy and effective 
communication in Table 8-8. 
Table 8-8 Interview Responses for the Elements “Distribution Strength/Strategy” 
and “Effective Communication”  
 
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, 
S : Singapore.  
Column heading 
E12: current delivery methods are using in the program 
E13: Whether the current delivery method will be modified in 
near future 
E14: Feedbacks from students 
Abbreviation 
DE: distance education 
F2F: Face-to-face teaching 
OL: online  
 
 
  
E12 
 
E13 E14 
A1 Students can choose either F2F or DE.  
No. Students’ feedbacks were complaining about having big classes and 
less interaction with staff. 
A2 F2F and OL No. Students’ feedbacks were positive and the university was meeting their needs. 
A3 
Mainly F2F with OL 
support for course 
materials. 
No. 
 
Students tended to be not that keen on common core subjects, the 
non-computing subject. Students wanted to do EC, they did not want to 
do common core work but that was of structure of the program.  
A4 Most F2Fbut some OL. Probably  The interviewee did not know what students’ feedback. 
A5 
DE was through OL 
forums. F2F on some 
weekends 
No. It had been fantastic. It had been positive. Students changed their 
majors across to EC. Regarding students’ feedback, they had learnt a 
lot - it was not just a rehash of traditional marketing and management 
and they could see how it all linked in.  
A6 
DE with OL. Students can 
attend optional residential 
schools.  
No. Many students had been able to do what they set out to do, and that 
was to improve their position within their own organisation or in another 
organisation. 
A7 F2F and some subjects were offered OL. 
Probably Students seemed pretty satisfied with the teaching and the content. 
A8 F2F. 4 subjects were OL. No. The university received good feedbacks. But the program leader had not been in the post long enough to be aware of what happened.  
A9 F2F with limited  ‘external study 
No. No feedback from students but some students were targeting internet 
services providers as their first jobs. 
A10 OL and minimal F2F No. Yes. 
N1 F2F No. They had received very positive feedbacks about the content and the programs from students. 
N2 
F2F. But they digitally 
recorded every lecture and 
placed them OL. 
No. They had no feedback from students. 
H1 F2F No. They received lots of feedbacks from students and they maintained their ties with their students 
H2 F2F No. They had evaluation of each unit. So far student evaluations of each unit were very positive because students liked the program. 
H3 
DE Materials were 
available OL. Hardcopies 
of study materials posted 
to students as well. 
No. There were no feedbacks from students so far. 
H4 
Both F2F and OL 
depending on the 
instructors. 
Plan to 
move OL 
Seemed to be working. The drop out rate has been less than one 
percent. 
H5 F2F but study materials were OL. 
No Students commented that the workload was too heavy. 
H6 F2F No. Some students reflected subjects that they were in favour of. 
S1 
F2F, but materials were 
OL. 
No. Very positive feedbacks from students to all aspects they had done. A 
very good reception in terms of being current and reflecting what was 
going on in industry. 
 
Chapter 8                                                                  212                            
 
8.3.1 Distribution strength/strategy 
 
Results of the multiple-case studies shown in Table 8-8, column E12, indicate that 
EC/EB programs were distributed to students in three principal ways: 
(i) traditional face-to-face lectures and/or workshops;  
(ii) traditional distance education; and  
(iii) heavy reliance on on-line discussion/delivery of learning materials: 
students have minimal face-to-face contact with lecturers/instructors.  
I also found that University H4 seldom used the traditional lecture-based method to 
deliver their EB program, but preferred face-to-face classroom activities such as 
group discussions.  
   
Face-to-face 
 
 
 
Universities 
N1      H1     H2   H6 
 
 
Face-to-face & 
Online 
 
Universities 
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Figure 8-3 Distribution Strategy of EC/EB Programs in the 19 Universities 
 
Figure 8-3 shows the distribution strategy of EC/EB programs within the interviewed 
universities. The largest group made use of both traditional methods of teaching and 
online support materials, discussion groups and even chat rooms. Clearly, the 
developers of many of these programs felt that degree programs providing 
information about the New Economy needed to “practise what they preached”. In 
addition, there is a more general and growing trend towards online delivery of at 
least part of many university programs.  
The majority of the interviewees had no intention of changing the distribution modes 
of their service product in the near future as shown in Table 8-8, column E13. 
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It should be noted that there were major differences in distribution strategy while 
new programs were in the development stage — in terms of targeted customers, 
technical concerns, or other constraints. There may also be other ‘traditional’ or 
‘cultural’ reasons for a university to continue delivering its EC programs through 
face-to-face teaching instead of moving online. The respondent from University A2 
explained that the program was seen as of very “high status” (comparable with that 
university’s MBA program) and that a student survey showed clearly that students 
preferred the face-to-face mode of lecturing, although they were more than happy to 
obtain materials, chat, submit assignments, and participate in tutorial activities 
online. 
Another potential reason for the choice of face-to-face vs. online (or semi-online) 
teaching involves the views held by the institution, and the individual lecturing staff 
at the institution, as to which mode of teaching is more effective. Criticisms on both 
these modes are extensive: 
• criticisms of face-to-face teaching suggest that it is an environment which 
promotes passive learning, ignores the individual needs of students and is not 
focused on higher-order learning skills such as problem solving (Hannum and 
Briggs, 1982);  
• criticisms of online teaching include (amongst many others) Conlon (1997) 
who does not believe that it can actually solve the difficult teaching and 
learning problems which still exist; and the Illinois Online Learning Network 
(2003) which points to equity and accessibility to technology, computer 
literacy, limitations of the technology, student learning styles which are 
potentially unsuited to the online environment, potential lack of essential 
online teaching skills on the part of the facilitator, potential lack of support 
from the administration which can disrupt online learning, problems with 
synergy (particularly in larger classes), and the question of whether that 
particular curriculum is suited to an online environment. 
A number of universities felt that online teaching might not provide the desired 
environment (see the comment from University A2 above). A major selling point for 
many of the universities surveyed was the belief that employing ‘world class’ 
instructors to deliver the programs, would enhance their prestige. 
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For example, University H1 released their classroom materials to a local e-learning 
company for conversion into Chinese and for tailoring to the online environment. 
These subjects were then sold to educational institutions in Mainland China where 
students, after completion of these subjects, could be awarded a diploma but not a 
degree within the University’s program. The diploma was an official document 
awarded to indicate that students had gone through the program, but not an official 
qualification. The University had no objection to making its study material available 
to students online, but insisted on face-to-face delivery. The interviewee in 
University H1 expressed the following opinion on the face-to-face mode of delivery: 
… We don’t want to go much further than that with distance education. It tends to dilute 
our brand and much of the brand comes face-to-face as the best program …  
Lacking a definitive response on the issue of online vs. face-to-face teaching, the 
interview results (with their preponderance of semi-online programs) would appear 
to indicate that: 
While online teaching is a fashionable approach to support the delivery of 
EC/EB programs which is gaining increasing popularity from universities 
worldwide, the interview data indicate a more cautious approach on the part of 
participating universities to moving online. 
8.3.2 Effective communications  
Most services are intangible, which means they are hard to evaluate prior to purchase 
and sometimes even after purchase (an educational program offering is no 
exception). Hence, communication will be a substantial factor in a customer’s 
decision to purchase a service. Communication factors include: word-of-mouth 
communication by customers, branding and positioning of the product, and the 
consistency of the strategy which provides customers with reassurance. In this 
research project, students’ word-of-mouth and their feedback to EC/EB programs are 
examined and the results can be found in column heading E14 of Table 8-8. 
The results indicated that student feedback regarding the EC/EB programs of the 
majority of the interviewed universities was quite positive. It should be noted, 
however, that these results may not accurately reflect the real situation, as they were 
collected from the course developers rather than directly from the students 
themselves. Section 8.5.2, for example, provides a brief study of strong negative 
comments about the EC program of one Australian university (not one of my 20 
cases). 
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Some students’ comments about the EC/EB programs at the respondent universities 
are listed below: 
In University A1, regarding class size: 
… some students were complaining about having big classes and less interaction with 
staff … 
In University A3, regarding structure in the program: 
… students tended not to be keen on common core subjects  the non-computing 
subjects. Students wanted to do EC subjects, they did not want to do common core work 
but that was the structure of the program … 
In University H5, regarding workload of the program: 
… some students commented that the workload was too heavy … 
University H2 appears to be the only university out of those I interviewed which 
placed a high value on student feedback. It provided feedback forms to its students 
for the evaluation of each of the subjects and students’ comments were very positive 
on most of the subjects that they took. From the attitudes of the interviewees overall, 
however, I found that most other EC/EB program developers and co-ordinators did 
not pay much attention to student feedback.  
Note that the questions relating to communication were restricted to inter-personal 
communication – the effectiveness of advertising and publicity is included in the 
outermost circle of the NESPO model; and a discussion of its role and success in the 
programs surveyed can be found in Section 8.4. Inter-personal communications 
within the EC/EB programs surveyed was clearly seen as a one-way process – staff 
information to students was viewed as considerably more important than student 
feedback. 
8.3.3 Follow-up services  
Follow-up service is a non-core service to students, and includes such things as: 
student alumni, library facilities, email addresses – and even career centres or sports 
facilities, all of which graduates can still enjoy even after they have completed their 
enjoyment of the main service (graduation). Table 8-9 contains a summary of the 
provision of Alumni services for students and graduates of the EC/EB programs 
surveyed. There was also a question concerning whether, if there were no current 
Alumni services, the universities planned to create these in the near future.  
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Table 8-9 Interview Responses for the Element “Follow-up Services” 
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, 
S : Singapore.  
Column heading 
E15: EC/EB student alumni in the universities 
E16: Whether a plan to form a student association in future 
 
 E15 E16 
A1 No, not even an alumnus at university level. Plan to organise an EC student association in near future. 
A2 An alumni group was set up by graduates of other programs to look after EB students. 
A student association, suggested to use the name ‘e-
buzz’ would be initiated by students.  
A3 
No.  They had the intention but they thought that it was the 
responsibility of head of school. Without the support of 
head of school, it was hard to set up the alumni. 
A4 No, there was only one alumnus for the university. 
Probably not. The interviewee was not sure of the 
demand. 
A5 No, there was already one for the university. They were planning one. However, staff to find time to organise this was a concern.  
A6 No, there was already one for the whole university. 
This was a good idea, but the interviewee reported that 
she did not have time to organise one. 
A7 No. There was only one at university level. No. 
A8 No. There was one at university level. No and no intention to set up one. 
A9 No, only at university level. Within the EC group, they developed a virtual community. 
No. 
A10 No. No. They did not have enough students. 
N1 No. They were planning to have one but they needed to sort out the administrative problems first. 
N2 None. No. 
H1 An alumnus for all the MBA students but the mailing list was sent out program by program. 
No. 
H2 Yes, the alumnus was managed by students.  N.A.  
H3 No. Only the alumni at university level.  They had no plan to organise one 
H4 No. Because this program was new. They planed to form one similar to their virtual community ‘Ebizz’ model. 
H5 No. They would definitely have one in near future. 
H6 No. There is one at university level.  No. No plan to do this. 
S1 Alumni for MBA but not for EC No. 
 
Survey results showed that very few of the universities surveyed had established 
alumni programmes for their graduates – either at the university level or even for 
MBA graduates; and. only Universities A2 and H2 already had an alumni or ‘small 
student groups’ specifically for their EC/EB programs. There appeared to be little 
interest in creating future Alumni programmes for graduates of the EC/EC programs. 
At University A2, the EB Alumni Association was initiated by past students of IT 
programs and these graduates organised a number of seminars for EB students by 
inviting guest speakers from industry to talk about EB issues. At University H2, EC 
graduates initiated the formation of the EC Alumni group with support from the 
university. The supporting resources included providing rooms on campus for 
meetings and establishing an intranet for the EC Alumni. They had regular meetings 
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on Friday evenings, and the activities included speeches given by expert guest 
speakers and discussions on ways to study the subjects in this program. 
8.4  Marketing Support 
In Section 8.3, I investigated the elements of the service distribution component of 
the NESPO model when offering a new EC/EB program, using the interviewed 
universities as examples 
 
Marketing support 
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product 
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• market knowledge 
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Figure 8-4 The Marketing Support Elements of the NESPO Model 
 
In this section, I analyse the outermost circle of my model  marketing support – 
which includes those internal marketing and marketing-related management actions 
which customers would not normally be aware of, but which do affect the quality of 
the product. Figure 8-4 shows the elements which are related to marketing support in 
this Section. 
I examine the significance of each of these elements in the next subsections. 
8.4.1 Market knowledge 
Market knowledge is the organisation’s understanding of customers’ needs and 
wants. In order to gain insights into the market knowledge of each of the universities 
I selected for the project, I asked two questions in the interviews: 
• Have you done any market research before you offered the program? 
• Which target group of students are you aiming at, now and in the future? 
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Table 8-10 lists the responses of the interviewees: 
 
Table 8-10 Interview Responses for the Element “Market Knowledge”  
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, and  
S : Singapore.  
Column heading 
E17: Any market research before offering the program 
E18 Target group of students to be aimed at  
 
  
E17 
 
E18 
A1 
The market research was done by the developer 
himself. 
Students were currently in IT, marketing, sales and 
wanted to get a strong EC knowledge background that 
they could either apply in their current position or used 
to slightly change careers. 
A2 Funding from faculty to do the market research in conjunction with another university. 
Students with a first degree and significant work 
experience, similar to MBA entrants. 
A3 The developer did some statistical analysis of some Aust. Bureau of Statistics (ABS) data. 
The western (poorer) suburbs of a large Australian city. 
A4 Not much. IT and IS applications students. 
A5 Done by overseas partners. Lower and middle management employees. 
A6 No. Only sort of anecdotal stuff. The market of lower income earners 
A7 Past students and employers. Those without EC or IS qualifications and who were looking to supplement their first degree. 
A8 Yes, a little bit.  Geographic area. Students who needed IT and business knowledge. 
A9 They were researching EC as an area of research. But they did not specially go out and do market research. 
IS students. 
A10 No. Not necessary They were looking for local and international students mainly in Australia and South East Asia. 
N1 
No. no time to do it. The mature, 30 years old and a person that had been 
out working for a while that might not have completed a 
university degree. 
N2 
No. They got good feedbacks from students especially 
students knew that they could get jobs with this 
program. 
H1 No. The US  program developer based this Hong Kong degree on his US experience and background. 
Should have an MBA and five years of working 
experience, more sophisticated people to come in. 
H2 
No need to do it. Industrial senior position, on the top side of middle 
management, directors and with 5 to 6 years working 
experience. Demonstrate good academic and business 
records. 
H3 A special group from the university did the research before they considered offering the new program or not. 
Working adults.  
H4 A little bit.  Managers level with several years of working experience. 
H5 No, there was a great demand in the market. Executives at middle or senior level.  
H6 Yes, the developer did it by himself. Students with IS, IT, business and mathematics background. 
S1 
They looked at whether other schools at their own 
university offered EC. They looked at the way the field 
was moving and they decided that was where they 
wanted to focus. 
They looked at people who could make key decisions 
about technology and connect them with their 
organisations. 
 
As these results indicate, only three out of the nineteen universities surveyed 
(Universities A2, A5 and H3) had seriously thought about the need for market 
research. . University A2 obtained funding directly from the Dean of the faculty to 
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carry out market research in conjunction with a similar university in another State. In 
A5, the market research was carried out by overseas partners. University H3 already 
possessed a committee dedicated to marketing – when a new program is about to be 
launched, this committee is responsible for gathering commercial market 
information.  
Apart from these three universities, little emphasis was placed on understanding 
market needs and wants, or in identifying the program orientation most likely to be 
successful. Figure 8-5 summarises the activities of those universities which carried 
out “limited” market research and those which did nothing in this respect. 
 
Limited 
market 
research 
A1  A3  A4 
A6 A8  A9  
H4 H6 
S1
47%
 A2 A5 H3 
Significant 
market 
research
16%
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A10 
N1  N2 
H1  H2 H4 H5 
37%
 
  
 
Figure 8-5 Extent of Market Research Carried out by Interviewed Universities 
 
Most interviewees were very sure of their target customers (the specific sub-set of 
students they believed they would attract) and the responses to this question can be 
found in Column heading E18 in Table 8-10. There were basically two major target 
groups: 
• Students currently working in the IT, IS or marketing sales areas with several 
years of working experience; 
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• Executives at lower and middle (or even senior) management who wished to 
add a formal qualification to their personal portfolio. 
The lack of market research activities on the part of most of the surveyed 
universities suggests either that they believed the market was so eager for 
EC/EB programs than no market knowledge was necessary in this case, or that 
they felt they already understood the needs of their students’ prospective 
employers.  
8.4.2 Local image 
Local image refers to the common consensus of quality assurance and positive 
branding impressions in the market-place (Grönroos 1990, p.81). In order to 
understand whether the program developers were aware of this aspect, I asked the 
question “Where does your university currently stand academically in the minds of 
current and prospective students?” – the responses are summarised in Table 8-11.  
Table 8-11 Interview Responses for the Element “Local Image”  
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, 
S : Singapore.  
 
 E19      Academic standing of the university  in the minds of current and prospective students 
A1 Students were happy about their experiences at this university. 
A2 The reputation of this university was being a hands-on sort of institution where it taught practical skills rather than highfaluting academic ones.  
A3 
The reputation of the university before the students came to the university was no good, or would be very 
low on the pecking order. But once they got in, they experienced the activities and the program and their 
view of the place was quite different. 80-90% of graduates that left got jobs within the IT and IS industry. 
Graduates came back and visited the staff all the time. 
A4 The interviewee was not sure. 
A5 Not sure 
A6 Fairly good standing in the market place, still. Because of its long reputation as distance learning provider. 
A7 The University was not considered a top rank but overall students were happy with the program. 
A8 The first top-eight university. 
A9 The interviewee could not answer this question. 
A10 A small friendly university with an international brand name. 
N1 They were considered the leading management school in New Zealand. 
N2 In terms of EC and IS very high. The graduation employment rate was running at 97%. 
H1 They were high-class quality provider. 
H2 A very well-known university in the region. 
H3 The interviewee could not give the opinion. 
H4 The IS department at the university was pretty globally recognised. 
H5 Yes, quite good. 
H6 It was not sure. 
S1 The reputation was good. 
 
Universities A4, A5 and H6 were “not sure” of the local image of their own 
universities, although the majority of the other interviewees gave very positive 
responses. These responses might or might not truly reflect the image of their 
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universities in the minds of prospective students, but it seems clear that they knew 
where they stood in the market-place and packaged their program(s) accordingly. 
Most of the EC/EB program developers and co-ordinators were aware of the 
‘local image’ of their university and could build their program on a solid 
foundation. 
8.4.3 Advertising/Promotion  
The term advertising can be defined as all paid-for, non-personal communication in 
the measured media, including television, radio, cinema, print, outdoor and online 
media. Promotion is a specific activity, defined as the making of a featured offer to 
defined customers within a specific time limit (McDonald & Keegan 1997, p.10). 
Promotional strategy, such as “potential students can enjoy a certain discount if they 
enrol in the course within a specific limited time period”, is sometimes found in 
short-term courses run by professional training and e-learning solutions 
organisations, but is seldom seen in university degree programs. For this reason, I 
focused on the sorts of EC/EB program advertising activities being undertaken. The 
responses from the interviewees are summarised in Table 8-12. 
 
Table 8-12 Interview Responses for the Element “Advertising/Promotion”  
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, 
S : Singapore.  
 
 E20     Advertisement marketing of the program by the university 
A1 One local newspaper with big advertisement ‘EC at University A1’; Web pages.  
A2 A professional marketing and promotion campaign including limited press and radio advertising, together with TV, radio, press and Internet interviews by the program leader, plus the development of a special web site. 
A3 Very little. 
A4 University did not do any special advertisement for this particular program. 
A5 Same as other programs. Brochures, university good guide, advertisement on television. 
A6 Very little, because of no budget. 
A7 Send leaflets out to companies. Leave brochures at the research seminars and workshops. 
A8 Website. One newspaper article. The program leader’s personal contacts and public speaking through the CPA. 
A9 Same as the other programs. 
A10 Same as other degree programs. 
N1 Web site at the department. Send program posters to schools. Visits to schools in the region.  
N2 No. Word of mouth was the best marketing in the university. 
H1 Web sites. Advertisement in the local papers and Business Week and Economist. 
H2 Web site and newspapers. 
H3 Advertisement on television and in professional IT magazines. Introduction of programs workshops and seminars to public before semester started. 
H4 Very little. Web site. Newspaper.  
H5 No. Not necessary 
H6 Local newspaper and on the web. 
S1 Advertisements in the Economist, local newspaper. Orientation seminars. 
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Some universities such as H5 did not bother to advertise their EC/EB programs 
because they thought there were already sufficient applicants. University A2 ran a 
professional marketing and promotion campaign, supported by the faculty’s 
marketing group, which involved a limited radio and press advertising campaign, but 
which concentrated on obtaining as many interviews as possible for the program 
leader, on a variety of related topics, during which the degree could also be 
mentioned. The respondent told me that after every interview, no matter what its 
topic, there was a new influx of applicants for the degree. University A6 did not 
advertise simply because of a lack of budget. Most of the other interviewees replied 
that the advertisements for EC/EB programs were treated the same way as the 
university’s other programs, i.e. there was no special advertising mode utilised.  
Despite the lack of formal campaigns in most of the universities surveyed, the media 
used ran almost the full gamut of traditional advertising modes: 
• Print media - local and national newspapers, IT magazines and international 
journals; 
• Online media – web pages to introduce EC/EB programs at their own 
university web sites, or specific web sites for the program; 
• Electronic media – television and radio advertising; and  
• Other media – brochures/posters distributed to schools; and IT workshops 
and introduction sessions for the programs. 
It is surprising to note that only six out of nineteen universities I interviewed were 
advertising their EC/EB programs on the internet. In Section 7.3, I drew the 
conclusion that most EC/EB programs did not make full use of their program web 
sites to promote their offerings. The results in this section reinforce those findings.  
Well designed and packaged web sites detailing new EC/EB degree programs 
and linked to its main university web page are likely be one of the most effective 
advertising tools, although a professional marketing campaign paid off well for 
the one university which took this approach. 
 
8.4.4 Financial terms 
The financial terms element originally identified from Kotler and Fox’s model 
(1995) was not defined by those authors. Here financial terms for the new 
educational service product(s) refer to: 
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• price – the amount of money charged for a product or service;  
• payment schemes – payment up-front, equal instalments or payment after 
service; and  
• payment methods – how and where payment should be made for the new 
degree programs. 
Given the relatively high price of most of these programs, compared with other 
programs at the same institutions, it appeared highly likely that price would affect the 
decision of customers regarding purchase of the service product. I therefore asked the 
question: “Is the program fee set at the right level, not too high or too low?” to 
ascertain how big an effect price would have. The responses are summarised in 
Column heading E21, Table 8-13, below. 
 
Table 8-13 Interview Responses for the Element “Financial Terms” 
Row heading, universities in 
A : Australia,  
H : Hong Kong,  
N : New Zealand, 
S : Singapore.  
Column heading 
E21: Is the program fee set at the right level, not too high or too low?  
E22: Scholarships would help in increasing the enrolment rate  
E23: students pay their fee on the Internet or through traditional bank payment  
 
 
 E21 E22 E23 
A1 The course fee was the same as the fee at MBA program 
It would help for International 
students. 
Payments were made through traditional 
bank payment. 
A2 
Fees were set deliberately 
high to indicate a prestige 
product. Students did not 
complain about the course fee 
and application numbers were 
very high.. 
Yes, it would. Traditional bank payment. 
A3 
Compared to other places, it 
was too low. The school did 
not get much funding from 
these activities at all, it 
seemed to disappear at the 
high levels. So whether it was 
a high fee or a low fee it really 
did not make much difference 
to them. 
Certainly, it would. But school 
had no intention to do this. 
Traditional bank payment method. 
A4 
They were on HECS program. The interviewee thought 
scholarships would motivate 
the high-calibre students to 
take up this program and also 
increase the enrolment. 
Traditional bank payment method. 
A5 
Some limited places on HECS 
program. 
Students were part-time. 
Most of their fees were 
supported by employees so 
that students may not qualify 
for the scholarship normally. 
Flexible payment option. Both traditional 
bank payment or paid on the internet. 
A6 
A little higher but the 
interviewee did not have any 
control over fees. 
Yes. Scholarship for 
employees. 
Traditional bank payment 
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 E21 E22 E23 
A7 
No. No negative comments 
from students about the fee. 
No and it was not necessary. 
There were enough students 
in the program already. 
Traditional method. 
A8 The interviewee had no ideas about the fee of her program. 
No. The interviewee did not 
think scholarship would help.  
Traditional method 
A9 The interviewee was not sure. Yes, it might. Traditional bank payment. 
A10 Fee was just right. No. Traditional bank payment. 
N1 
No comments from students. 
The fee charged was the same 
as other programs 
Possibly. A number of 
industry partners were 
interested in providing 
scholarships. 
Traditional bank payment 
N2 
Yes, the fee was far too high. 
Students ended up with NZ$35 
000 to $50 000 debt at the end 
of their degrees. 
Yes, it might. They may get 
scholarships from industry. 
Traditional bank payment 
H1 
Students complained a little bit 
about the fee but the 
interviewee believed that they 
were high-price high-quality 
providers of these programs. 
No. They did not need to. Traditional bank payment 
H2 Yes. Not a problem to students. 
No. They did not need to offer 
scholarships. 
Internet 
H3 
Lower than other tertiary 
institutions within the same 
region. 
Not necessary. Loan was 
rather important. 
Internet by credit card 
 
H4 No. Students were managers. They could afford it. 
No. Traditional bank payment or through 
Internet with 3 specified banks. 
H5 
The program fee was the 
same as other programs. The 
fee was reasonable. 
No scholarship but had award 
for the best result in each 
year. Scholarship seemed not 
of too much help. 
Fee payments were through the Internet. 
H6 
The fee was reasonable. Scholarship would help but 
no plan for addition of 
scholarship so far. 
Fee payment and  registration were 
through the Internet. 
S1 
A reasonable fee structure. 
They felt comfortable that it 
was at an affordable level. 
Scholarship did help. They 
had scholarships but not that 
much.   
Traditional method. 
 
In Australia, the government (partially) funds EC/EB undergraduate degree 
programs, the fees for which are no different from other degree programs. Australian 
students must pay a HECS contribution, where they have the option of paying either 
up-front, or after graduation when their income reaches a certain level. In New 
Zealand, undergraduate students can apply for student loans to cover their fees but 
the interest rate is very high. In Hong Kong, students can apply for a low-interest 
loan to cover the full expenses of their undergraduate programs. Singapore does not 
offer an EC/EB program at the undergraduate level.  
Graduate coursework degrees in all four countries are fee-based (either full fee-
recovery, or cost recovery). Australia offers a loan scheme called PELS for masters 
degree students, and many of the respondents in both Australia and Hong Kong 
noted that a substantial proportion of their students had their fees paid by their 
employers. They also noted that all the students were working adults and that time 
was a more important issue for most of them than money. 
 
Chapter 8                                                                  225                            
Respondents did not indicate a problem with fees except in New Zealand, where the 
interviewee from University N2 responded that the fee set was far too high, with 
students shouldering a debt of NZ$35,000 – NZ$50,000 at the end of their degree. 
Table  8-14 shows the high-level program fees of EC/EB programs as at April, 2003 
– it is clear that Australian students were paying substantially higher fees than those 
in either Hong Kong or Singapore (despite the generally higher salaries in those 
cities). 
Table 8-14 EC/EB Masters Program Fees in Australia, Hong Kong and Singapore in 
2003. 
Region Local Currency Equivalent US Currency 
Australia A$35,000 – A$38,000 US$22,000 – US$24,000 
New Zealand N.A. N.A. 
Hong Kong  HK$62,000 – HK$140,000 US$8,000 to US$18,000 
Singapore About S$20,000 About US$11,300 
Most interviewees agreed that scholarships would help to increase enrolments, a 
response which is summarised in column heading E22, Table 8-13. However, two 
major issues arise with regard to scholarships. Firstly, it must be ascertained where 
the money will come from. Secondly, where the money was sourced from industry 
sponsorship, the EC/EB program developer had to deal with the problem that the 
sponsor might try to influence the ‘content’ of the program. 
Payment methods for program fees are listed in Column heading E23 in Table 8-13 
and show that Hong Kong universities generally offered a wider variety of payment 
methods. Most of the Hong Kong universities accepted payment of the program fee 
over the internet. This approach was tried by a couple of Australian universities, but 
the legal restrictions on Internet payments prevailing in Australia at that time made 
this almost impossible. 
It was clear that the popularity of EC/EB programs at the time of the interviews 
was so great that students were willing to pay quite high fees, and to accept 
comparatively limited payment alternatives. Whether this is still the case 
remains to be seen. 
Sections 8.2 to 8.5 contain an analysis of the data I gathered through interviews 
relating to my NESPO model in terms of the characteristics of EC/EB programs in 
the AP region. Naturally, the findings were biased by the extreme popularity of 
EC/EB programs prevailing at the time. The subsequent dot.com and telecoms 
“meltdowns” have had a significant impact on such degree offerings and, in the 
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following section, I look in a little more detail at the closing-down of an EC program 
in Singapore, and two EC Schools in Australia. 
8.5  Early Evidence of an EC/EB Popularity Decline 
Following the dot.com crash and the subsequent telecoms “meltdown”, the 
popularity of EC/EB programs at all levels began to wane towards the end of 2002, 
and this negative trend continued into 2003. A quick, informal follow-up of 38 
recruitment web sites in April 2003 showed a significantly lower level of EC job 
advertisements – a far cry from the heady days of 2000/2001, when it seemed that 
every second job advertisement included the words EC or EB! 
Despite this trend, nearly all the universities in Australia and in Hong Kong are still 
offering EC/EB programs – either as degrees or, at the least, as individual subjects, 
despite the declining market for graduates of such programs. Slowly, however, 
reports are beginning to circulate regarding the ‘death’ of several EC/EB programs in 
the region and the closing down of at least one EC School within an Australian 
university. In the following subsections, I describe two “mini-cases” of EC/EB 
program or institutional unit closedowns and attempt to diagnose the causes from a 
marketing and commercial perspective. 
8.5.1 The death of an EC program in Singapore 
Initiated by the Dean of the Business Administration Faculty, University S2 first 
launched its Master of Science (e-Business) degree program in the second semester 
of 2000. The second intake of students took place in the first semester of 2001 and 
there were about 20 students in each of the two intakes. From the second semester of 
2001, however, this program was suspended by the University.  
The justification for this sudden and unexpected suspension was divided into three 
groups by University S2: 
• In the first place, the respondent claimed that the University, in particular the 
Business Administration Faculty, was more focused on MBA degree 
programs; and that the Management Board wanted to maintain their world 
MBA ranking (only MBA degree programs are counted towards this 
ranking). The Faculty therefore decided that they wanted to focus their 
resources on the MBA program, rather than diversifying into other masters 
degree programs.  
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• Secondly, the new Vice-Chancellor of the University signalled to staff 
members that they should henceforth focus on research, expecting them to 
produce top, high quality publications. The Master of Science (e-Business) 
was a self-funded program and staff member lecturing in that program were 
paid for the extra work involved, but this meant that they had less time for 
their research.  
• Finally, the University preferred to integrate its EB subjects into the MBA 
program, considering that would enhance the quality of the MBA program 
and would bring more prestige to the MBA degree programs in the long run. 
The respondent from University S2 then provided two further reasons for the demise 
of the EC/EB program: 
• The University did not want to have specialisations within the MBA, stating 
that such alternatives as, say, a MBA (Marketing) degree would disadvantage 
graduates if they applied for finance-related jobs. Thus, even though EB 
subjects are still included in the MBA degree program, the University was 
against a MBA (eBusiness) degree.  
• The University did not need an eBusiness specialisation within their MBA, 
because the MBA degree program is already very well-known. Further, the 
respondent believed that the dot.com crash had made Singaporeans focus on 
more practical, traditional IT degree programs. The eBusiness focus of the 
MBA therefore shifted towards the preparation of managers, by means of 
strategic business models, to identify those businesses most suited to adopting 
EC or EB.  
Interestingly, staff members in the Faculty still believed that EC and EB subjects 
were in great demand, which would appear to contradict the respondent’s claims to at 
least some extent. It is difficult to assess these reasons for closing down an EB 
masters degree after only two semesters – something which would certainly have 
caused problems for the two cohorts of students already enrolled. The justifications 
provided are not entirely convincing and one can only wonder why none of these 
issues had been considered before the launch of the new degree. 
This exceedingly short EC/EB program at University S2 was the first stand-alone EC 
program within the AP region to be deleted, from the time of the launch of the first 
EC subject at Hong Kong University of Science and Technology in 1996. 
 
Chapter 8                                                                  228                            
8.5.2 The closure of EC schools in Australia 
 
There were two university teaching units named the School of Electronic Commerce 
in Australia.  
1. The first School of Electronic Commerce was established by Monash 
University in 1998/99 and was closed down again in 2000. I visited the 
Monash web site and found that, as at April 2003, Monash was still running its 
EC program; but that this had now been taken over by the School of 
Information Management and Systems (SIMS) within the Faculty of IT.  
Reprinted with the permission of the author 
Author: isaac (isaac@triplezero.com.au); 09/09/1999; found in News 52 
 
Students criticise Australian ecommerce course 
 
After introducing a distance learning Bachelor of Electronic Commerce (BECom), 
Monash University in Australia is facing possible legal action from students outraged 
over the withdrawal of resources from the course.  
With an average cost of over AU$3000 per year for a normal workload, students are 
angry that despite being happy to accept the money, the University is unable to allocate 
adequate resources. After the ecommerce staff left halfway through the semester, one 
graduate student says that currently two lecturers are overseeing eleven subjects. The 
student, Jeff Robson, says that the University "has not replaced (the staff who left) with 
sufficient resources to handle the workload."  
"Many students have been very disappointed with the standard of education received and 
the lack of communication from the school," he said. Other negative comments have been 
posted by a number of students on the University ecommerce newsgroup.  
An initial proposal outlining details for the future degree, written in 1998, suggests that 
funding for the course was assured for at least three years, but Robson believes the subject 
was very poorly organised with no tutoring from lecturers at all in the previous semester. 
He is particularly unimpressed with lecture notes being "primarily photocopies of articles 
from 1996."  
With the Internet moving so fast, such material is unacceptable from any educational 
institution, let alone an established and respected university.  
The University's School of Electronic Commerce Website addresses the 
problems and notes that new teaching staff will be "fully involved by the 
beginning of 2000", but reports that moves to appoint a chair of 
ecommerce (one of the key recommendations of the 1998 proposal) have 
been "put on hold" may be enough for students to realise that everything 
isn't quite as OK as the University would have them believe...  
 
Figure 8-6 Student Criticism of Monash University’s EC Program 
Unfortunately, although I tried very hard to contact the EC program 
developers or co-ordinators by sending email and letters, and by making many 
phone calls, I received no reply to any of my approaches. I have therefore been 
unable to obtain the University’s own explanation for why the School was 
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52 This article can be found at 
http://www.evolt.org/article/Students_criticise_Australian_ecommerce_course/1/422  
closed. The only public information available on this subject comes from an 
article posted on an open forum in September 1999 by a Monash student 
(shown in Figure 8-6). 
2. The second School of Electronic Commerce was established by University 
A10 in 2001. In this case I was able to discuss the issue with the original 
founder of the School, who explained his reasoning in the following quotation: 
The School of Electronic Commerce started out in the College of Business in 
2001. It expanded to become the School of Information and Communication 
Technology in January 2002. In July of 2002 the new School was 
transferred as one of two foundation Schools into a newly established 
College of Science and Technology and the name was shortened to School 
of Information Technology. The School of IT is responsible for all university 
EC programs as well as others. So, far from dying Electronic Commerce 
was the seed from which a raft of programs grew.  
This reasoning sounds quite convincing, but the fact remains that the School of 
Electronic Commerce at University A10 lasted for only one year and, 
coincidentally, was renamed following the dot.com crash of 2002. 
It might appear that Electronic Commerce has passed its first wave of enthusiasm. 
The more limited employment opportunities in this area have clearly had an impact 
on the offering institutions, as has the diminished enthusiasm of students to 
participate in such programs at either the under-graduate or graduate levels.  
In the following section, I summarise the results of the multiple-case studies 
discussed in Sections 8.1- 8.4 and examine the implications of these findings for the 
NESPO model.  
8.6  New Educational Service Product Offering Model in Practice 
It is important to bear in mind that the case studies discussed in this chapter were 
undertaken during a time of great enthusiasm for EC/EB degree programs. The 
following brief summary of the findings described earlier helps to set the scene for 
the discussion of the impacts of these findings upon the NESPO model: 
• Most EC/EB programs were developed over a period of six months to one 
year. The development time of the program was generally independent of the 
newness level of the program and the existing resources of the universities. 
The internal university politics and the contents of the EC/EB programs were 
the major concern for the majority of respondents.  
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• In terms of the newness of an educational service product, neither the 
development time nor the presence of support from top management had a 
significant impact. 
• Almost none of the universities surveyed considered involving course 
advisors or Industry Committees in the product development stage. It is 
therefore not possible to judge whether or not such groups could guarantee 
the quality of an EC/EB program. 
• While product adaptability (at least in terms of varying exit points from the 
degree) were offered by many of the institutions, most EC/EB program 
developers did not consider providing facilitating or supporting services to 
increase their competitive advantage. 
• Service evidence was largely confined to attempts to improve the 
employment prospects of graduates 
• Despite the increasing popularity of online teaching methods, the EC/EB 
programs surveyed were surprisingly traditional, with most offering either 
online support for teaching, or no online teaching at all. 
• Service communications was restricted to student feedback and, even in this 
case, EC/EB program developers did not place too much emphasis the results 
of this approach. 
• Almost none of the EC/EB program developers undertook market research to 
obtaining prior knowledge of the market before they launched their new 
programs.  
• The universities felt that their understanding of their institution’s local image 
was very good, although it was difficult to ascertain how accurate responses 
on this topic were. 
• Marketing and promotion campaigns tended to be informal, with web site 
development being the primary concern of most universities surveyed. 
• Despite comparatively high fees at many of the universities, the popularity of 
EC/EB programs at the time of the interviews was so great that students were 
unconcerned about their level, or about the comparatively limited payment 
alternatives available from most universities. 
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I have argued in Section 6.4.1 of this Thesis that EC/EB academic programs are, in 
fact, service products and that appropriate marketing techniques should be employed 
during their development and operation.  
Most of the EC/EB developers were either not aware of or placed comparatively little 
emphasis on the “elements” requiring attention when developing their new service 
products. Rather, they focused on the guidelines laid down by their own university 
for developing all new academic programs, putting considerable effort into the 
structure of the program and into successfully pushing the applications through the 
various academic approval committees at their institution. Once approval had been 
granted, they generally rushed their product to market as quickly as possible, without 
an orchestrated marketing or promotion campaign. 
The value-adding role of top management to the launch of the new program was seen 
by most as that of speeding up the approval process and, in certain circumstances, 
approving funds for market research. Reduction of staff workload or the allocation of 
a budget for new programs was, in the majority of cases, not carefully considered by 
top management, with the result that not all institutions had sufficient staff to teach 
the individual courses, or sufficient funds to support the additional expenses incurred 
by the launch of the program.  
Hence, there were many EC/EB products ‘flooding’ the market during the period of 
the interviews, but product distinctiveness and quality were difficult to ascertain with 
any degree of certainty. Bearing this in mind, the answer to the second part of my 
research question: 
Are universities flexible enough to develop their EC/EB programs effectively 
through engagement with the concept of new service product development? 
It was not as clear-cut as I had hoped I would find it to be, prior to commencing the 
data-gathering exercise. Indeed, the results of the multiple-case studies suggest that 
the answer to this question is both ‘yes’ and ‘no’ – depending largely on the 
‘mindset’ and ‘personal values’ of the program developers. 
• The answer ‘no’ was deeply rooted in the minds of many program developers. 
Their concept of launching a new program was simply to put emphasis on the 
program curriculum and to obtain approval from their university 
administration. Few, if any, considered all the elements I have identified in 
the NESPO model and some considered almost none of them. This is not to 
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say that the products thus produced were not good, but they were unlikely to 
be ‘innovative’, of ‘good quality’ and ‘distinctive’, and tended not to be 
‘adaptable’ to different demands in the market – nor even be able to enhance 
the competitive advantage of the offering institution. The durability of these 
products is thus highly questionable. 
• The answer ‘yes’ applied to those few universities which implemented most 
of the concepts required of new service products, significantly enhancing the 
effectiveness of the ultimate market offering. In addition to the fundamental 
requirements of the service product — the core service or the program 
structure (program curriculum) — the more forward-thinking universities 
placed considerable emphasis on their product quality, product 
distinctiveness, product adaptability and thoroughly considered the delivery 
strategy, effective communications, and local image of their universities and, 
finally, employed marketing techniques such as advertisement and market 
knowledge when they launched their new program(s).  These new programs 
have the potential to make a distinct difference to the university’s image and 
to the acceptability of its offerings, as well as differentiating them from 
competing institutions. 
The question as it stands, however, is still too general to answer. In order to answer 
the question effectively, two subsidiary research questions must first be answered: 
• How have universities made use of new service product concepts in 
creating their EC/EB program? 
The simplest and most succinct answer is that a small number of the surveyed 
universities understood that they were competing in a very tough 
environment – and therefore put sufficient time and effort (and resources) 
into the preliminary work needed to ensure the success of their product. 
Those universities, for example, which engaged in preliminary market 
research, ensured that they had adequate financial and human capital 
resources, developed a unique program (rather than simply cobbling together 
a set of existing courses from other programs), and took advice from a 
combination of industry, other universities’ experiences and their own 
students were well on the way to developing a successful educational service 
product. Unfortunately, none of the universities surveyed actually did all of 
these things (many, indeed, did very few).   
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University A2, for example, put in the preliminary work needed to understand 
the market place, develop a professional marketing and promotion campaign, 
price its product carefully to lift the profile of the new degrees, and create a 
unique and quite new product – but it did not provide sufficient financial or 
human resources to enable such a high-quality service product to operate 
effectively53. 
• How could new service product development be better used in creating 
programs?   
What emerged clearly from the interviews was the fact that, although almost 
all the universities studied were attempting to catch hold of a “fashion” 
market niche (and were well aware of this fact), they did not realise that they 
also needed to study the marketing methods of other service product 
developers to ensure that their entry into this niche was properly positioned. 
The findings of the interviews suggest that university degree program 
developers in the EC/EB arena (and, by extrapolation, in any area which is 
rapidly moving and subject to whim or public opinion) need to take a more 
market-focused view of their offering. The NESPO model, I believe, offers 
potentially helpful advice for such program developers. 
 
 
53 A change of management at Dean level, between the development of the program and its actual 
operation, was largely responsible for this outcome. 
Chapter 9 
Conclusions 
 
 
“People do not like to think. If one thinks, one must reach conclusions. Conclusions 
are not always pleasant.” 
 ~ Helen Keller ~ 
 
 
In this final Chapter, I initially summarise this research project in Section 9.1. I then 
explicitly answer the research questions which form the basis for this project in 
Section 9.2 and present conclusions drawn from these research findings in Section 
9.3. Next, I summarise the main contributions of the project in Section 9.4 and 
finally put forward my suggestions for future research in Section 9.5.  
9.1 Summary of the Research Project and Thesis 
In this thesis, I have analysed the nature of EC/EB programs in the AP region during 
the period 1997 to 2003, from both a pedagogic and marketing perspective. The main 
focus of the research project which forms the basis for the thesis is to: 
• provide a historical introduction to EC and briefly describe tertiary EC/EB 
education (Chapters 1 and 2); 
• seek a more appropriate, sophisticated and scientific approach for offering 
new EC/EB programs, than the simple adaptation of a traditional pedagogical 
approach, such as one of the existing curriculum development models 
(Chapter 2). 
• explain and define a model of the components of EB, originally undertaken at 
a very early stage of this research project, as a foundation for EC/EB 
programs (Chapter 4); and thereafter identify the different types of EC/EB 
programs suitable for meeting the possible range of market demands and the 
distinction between EC/EB and other academic programs (Chapter 6); 
• develop a model (NESPO) based on the literature relating to new service 
product offerings for the effective offering of new educational service 
products (Chapter 5); 
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• reinforce the understanding of the nature of EC/EB degree programs provided 
in the earlier, more theoretical chapters, by studying the responses to three 
surveys and one follow-up survey of EC/EB degree program leaders (Chapter 
6); 
• present an overview picture of EC/EB programs in the AP region from 1999 
to 2003 (Chapter 6); 
• analyse the marketing nature of EC/EB programs in the AP region, quoting 
representative samples of career opportunities and advertisement/promotion 
activities being undertaken by the universities engaged in offering such 
programs (Chapter 7); and 
• investigate whether (and how) universities in four countries of the AP region 
have made use of new service product concepts (NESPO) in creating their 
EC/EB programs (Chapter 8). 
This research project started at the end of 1998, when EC/EB academic programs 
had not yet become popular in the AP region. Throughout this research project I have 
focused on the nature of the EC/EB programs, rather than on the curriculum aspects 
of these programs in the region under study. The sudden emergence of EC/EB 
programs circa 2000 prompted me to modify my original aim of identifying an 
optimal EC/EB curriculum into an exploration of the implications of using new 
service product concepts as an appropriate mechanism for offering new EC/EB 
academic programs. The major deliverable of this thesis, therefore, apart from the 
significant body of empirical data gathered on activities in this field in the AP region 
between 2000 and 2003, was the development of an effective model, adapted from 
the literature on new service product development, for the offering of new 
educational programs in fast-moving fields of interest such as EC/EB.  
In the next section, I provide explicit answers to the research questions which formed 
the basis for this project. 
9.2 The Findings 
In order to discuss the findings of this Thesis effectively, I begin by reiterating the 
research questions upon which the research project was founded. The questions have, 
of course, already been introduced (in Section 3.3.1), but this explicit re-stating of 
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the questions forms a preliminary to my discussion of the answers to those questions 
and the implications which flow from them.  
The principal research question was:  
Are universities flexible enough to develop their EC/EB programs effectively 
through:  
a) explicit recognition of their market-oriented nature; and  
b) engagement with the concept of new service product development? 
As with all research questions, which are designed to answer a fairly complex 
problem and are therefore unavoidably expressed at a fairly high level, I found it 
necessary to further sub-divide this question into a number of subsidiary research 
questions (in this case, six), which fall logically into two groups: 
The first four subsidiary questions were designed to provide an answer to Part “a” of 
the principal research question: 
SRQ1.  What are the relative roles of pedagogy and market orientation in 
constructing EC/EB tertiary educational programs? 
SRQ2.  What are the features of the development of educational service 
products  the degree programs?  
SRQ3.  What is the nature of EC/EB degree programs? 
SRQ4.  Are EC/EB programs service products? 
The final two subsidiary questions were designed to provide an answer to Part “b” of 
the principal research question: 
SRQ5.  How have universities made use of new service product concepts in 
creating EC/EB programs?  
SRQ6.  How could new service product development be better used in 
creating programs? 
In the next section, I provide an explicit answer to the principal research question by 
answering each of the subsidiary research questions. The sum of the answers to the 
subsidiary questions furnishes the answer to the over-arching question. 
9.2.1 The pedagogic nature and market orientation of EC/EB programs – 
answers to Part “a” of the principal research question 
 
SRQ1. What are the relative roles of pedagogy and market orientation in 
constructing EC/EB tertiary educational programs?  
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 From a pedagogic point of view, the structures (curricula) of EC/EB programs are no 
different in their essentials from those of any other programs offered by the 
universities in question – students are required to successfully complete a number of 
courses, linked in some logical or pedagogically-related fashion, in order to obtain 
the degree (qualification). The topic areas covered by EC/EB degrees, however, tend 
to be more multi-disciplinary than other degree programs, ranging from (refer to 
Section 6.1.2.2): 
• technical material taken from the IT field;  
• systems concepts taken from the IS area;  
• strategic business issues and concepts taken from the Marketing and 
Management domains;  
• legal principles and concepts taken from the legal discipline; and  
• specialist and dedicated modules from a variety of other disciplines 
including (inter alia): Computer Science, Marketing, Management, 
Accounting, Logistics and Finance. 
EC/EB programs also contain unique aspects which differentiate them from other, 
apparently similar Information Systems or Management degrees: 
• the technical IT component of EC/EB degrees is more focused on 
network architecture (particularly Internet-based networks) than is the 
case with other IT programs;  
• the systems concepts in the IS part of the programs are focused on how to 
develop EC application systems in an Internet environment and include a 
focus on such applications as using html, asp and java for web page 
construction; 
• new e-business models related to B2B, B2C and B2G relationships are 
distinct from traditional business models in the Marketing and 
Management domains, as are the strategic issues and concepts on which 
EC/EB degree programs focus; and 
• the legal issues studied tend to specialise on such things as electronic 
agreements, digital signatures, privacy/security issues, and consumer and 
intellectual property rights. 
All these are highly specialised areas within the relevant disciplines, to align with 
their EC-related nature. As the scope to be covered by any EC/EB program is very 
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wide, it is difficult to maintain a balanced weighting in the contents of the degree 
programs, which therefore tends to depend on the focus of the ‘offering’ teaching 
unit(s) (faculty) involved in the program development. If the offering teaching unit is 
Computer Science or IS, the content of the programs tends to be skewed towards 
Computer Science or IS, and similarly with business concepts if the programs are 
offered by a Business Faculty.  
In order to solve this ‘large score’ problem, some universities have further 
subdivided their EC/EB programs into business/executive and technical streams. 
This phenomenon is most apparent in Hong Kong, and can be clearly seen at the 
Chinese University of Hong Kong, City University of Hong Kong and the Hong 
Kong Polytechnic University (refer to Section 6.1.2), although I also found examples 
in other parts of the AP region (in Australia, for example, Deakin University has 
specialisations at the bachelors degree level in EC Implementation and EC 
Management). 
Some EC/EB programs leaders would prefer EC/EB programs to be offered at the 
masters, rather than at the undergraduate level. They considered that EC was multi-
disciplinary in nature and felt it would be very difficult for undergraduate students to 
digest and practise the complex business concepts involved without having pre-
existing work experience. Nonetheless, most of the universities surveyed and 
interviewed offer a mix of under-graduate and graduate subjects and programs in 
EC/EB. 
Although large numbers of EC/EB programs emerged circa 2000, indicating how 
market-oriented these degrees were, each university normally offered only one 
EC/EB program. Some universities do offer several EC/EB programs hosted by 
different departments/schools within their own universities; examples include Bond 
University, University of Wollongong, Open University of Hong Kong, Chinese 
University of Hong Kong, City University of Hong Kong and Polytechnic University 
of Hong Kong (refer to Section 6.1.3). It appears that these universities are producing 
similar products to compete with one another, giving up the advantages offered by 
synergy and possibly even risking cannibalisation of market-share. 
I noticed, however, that such apparent “internal competition” for customers was in 
fact complementary, due to the high levels of demand from customers and faculty 
specialisation. It is quite possible to offer two complementary EC/EB degree 
programs in different faculties, where one is focused on, say, business and another on 
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technical issues – and this appears to have been the case in those universities within 
my sample which were offering more than one EC/EB program. From the 
university’s point of view, as long as the schools/departments can meet the market 
demand without financial subsidy, an offering of similar degree programs by 
different faculties is feasible, especially when they are targeting a very specific 
customer base with varying academic backgrounds and from different market 
segments. 
As I mentioned earlier in this Section, a number of respondents suggested that it 
might be more appropriate for EC/EB programs to be offered only at the masters 
level. A further attraction of this approach, from the university’s point of view, is that 
masters degrees in the AP region are almost all self-financed. In other words, 
students have to pay (sometimes quite high) fees to enrol in masters programs right 
across this region. While a systemic approach to marketing was not taken by all (nor 
even by most) of the universities surveyed, one market-oriented approach which was 
readily adopted was the provision of multiple-exit points from EC/EB masters 
programs, as a solution to solve the temporal, capability and financial problems of 
many of their students. 
With this option, students may successfully complete 4 subjects to obtain a Graduate 
Certificate and 8 for a Graduate Diploma, instead of being forced into mandatory 
completion of all 12-16 subjects to earn a masters degree. This multi-exit scheme has 
worked well to provide more product flexibility for students. 
The relative roles of pedagogy and market orientation in constructing EC/EB 
programs can be further investigated. In ‘traditional’ educational program 
development, the majority of program developers are very focused on the program 
curricula: the balance (or weighting) of the content. When developing new EC/EB 
programs, I discovered that the majority of the program developers continued to 
follow this standard pattern, adhering to the set of guidelines laid down by their own 
universities. In some cases, top management at a university might offer help in 
speeding up the approval process of the new programs through the various 
committees (such as faculty and university Education Committees, and Faculty and 
Academic Board) and in mediating political issues, as many parties from different 
departments struggled to resolve “demarcation disputes”. 
In addition to the comparatively obvious new program development guidelines set by 
individual universities which apply to all new academic degree programs, I identified 
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and have examined three program development approaches for constructing the 
EC/EB programs in this research project:(i) Internal Conception, External 
Development and Delivery; (ii) Internal Conception, Development and Delivery and 
(iii) Internal Conception, Phased External Development and Internal Delivery (see 
Section 8.2.2). 
EC/EB academic programs have their own special characteristics, i.e. 
• New programs emerged suddenly and were rushed to market as 
universities sought to take advantage of the dramatic market demand; 
• The programs offered in 1999 tended to use the name EC. Later, in 2000, 
some new programs preferred to use the name EB and, in fact, most of the 
programs originally using the name ‘EC’ later modified their degree title 
to ‘EB’. Clearly, fashion and topicality were important issues for these 
new degrees; and 
• The content of the programs has continued to change as the technologies 
underpinning EC/EB themselves underwent rapid changes, and this led 
the programs to evolve quickly to meet market demand.  
The EC/EB programs I studied showed many of the hallmarks of ‘new service 
products’, as defined in Chapter 5 of this Thesis – and the behaviours of the program 
developers showed a somewhat puzzling mixture of market awareness (in areas such 
as naming and branding, in the provision of multiple exit points for greater flexibility, 
and in the rapid updating of subject contents to ensure the most topical possible 
coverage of material) combined with the more common academic focus on 
traditional educational program development. The developers did not take a formally 
market-oriented approach towards the development and structuring of their degrees 
and subjects – and their focus in getting the products to market was very typically 
academic in its approach. 
Since it has become clear throughout this Thesis that the traditional pedagogically-
oriented curriculum development models, which mainly focus on the cohesion of 
subjects, may not suit the development of new degree programs designed to capture a 
short-term market niche (such as EC/EB), some other alternative is needed.  
To summarise, the answer to question SRQ1 is: 
SRQ1  What are the relative roles of pedagogy and market orientation in 
constructing EC/EB tertiary educational programs? 
Most EC/EB program developers are very focused on program curricula. On the 
basis of the theoretical and empirical evidence I gathered during this project, it 
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became apparent that universities need to be more flexible in adapting marketing 
elements so as to enhance the effectiveness of EC/EB program construction. The 
roles of pedagogy and market orientation in constructing EC/EB tertiary educational 
programs are complementary and my empirical findings made it clear that successful 
fee-based programs depend on both a thorough understanding of the nature and 
demands of the local market, as well as on the more academically-oriented 
‘traditional’ pedagogic degree foundation. . 
 
SRQ2. What are the features of the development of educational service 
products  the degree programs?  
Traditional pedagogic program development has always concentrated on the 
curricula, the objectives and the learning outcomes of programs. The marketing 
approach for offering a new educational service product continues to stress these 
issues as important – they are regarded as the core service of the product. However, 
in order to develop the programs (the new educational service products) effectively, 
other elements, which are considered to be major supports to the service products, 
must also be developed simultaneously. These include the newness of the product, 
product quality, product distinctiveness, product adaptability, facilitating services 
and service evidence which shows the variety of job opportunities to graduates (refer 
to Section 5.4.2).  The empirical evidence I collected during this research project 
showed that these supporting elements are generally omitted from traditional 
program development – and were often omitted from the development of EC/EB 
programs. 
The other major aspect of developing the service product is service distribution. This 
includes how to distribute the product, the distribution strength, distribution strategy, 
whether there was sufficient expertise to distribute the program, and the importance 
of effective communication – the branding and positioning of the product which 
provide customers with reassurance when they decide to purchase the product. 
Finally, the market support elements such as market knowledge, local image, 
advertisement/promotion and financial terms must also form an integral part of a 
market offering of a new educational service product. 
To summarise, the answer to question SRQ2 is: 
SRQ2  What are the features of the development of educational services products  
the degree programs? 
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The combination of theoretical research and empirical data gathering indicated that 
the special features of the development of EB/EC degree programs which are 
different from the traditional pedagogic approach to new degree program 
development fall primarily into three major  categories – service product, service 
distribution and marketing support. 
SRQ3. What is the nature of EC/EB degree programs? 
I have discussed the findings of this question in detail in Chapter 6, on the basis of the 
three surveys of EC/EB program development within the AP region I carried out 
during the period 1998–2003. The pedagogic nature of EC/EB programs was 
discussed in Section 6.1.2.2.  Here I briefly summarise the results:  
• In the AP region, tertiary EC/EB programs developed very slowly at first. 
From 2000, however, there was a sudden rush to develop EC offerings as the 
dot.com boom reached its peak. By 2003, almost every university in the AP 
region offered an EC program or course. 
• EC/EB degree programs with predominantly intangible core attributes can be 
regarded as educational service products. University intentions in this respect 
can be viewed as trying to develop new educational EC service products 
which will meet market expectations for the service product itself – for 
example, product adaptability and product distinctiveness. 
• The distribution strategy of EC/EB programs over the period of my research 
project was moving from traditional face-to-face course provision towards 
online degree provision. IT facilities therefore played a major role in 
developing these new programs. 
To summarise, the answer to question SRQ3: 
SRQ3  What is the nature of EC/EB degree programs? 
The pedagogic nature of the surveyed EC/EB degree programs was quite similar, so 
that there was considerable overlap between the programs on offer, and yet some 
topic areas were not covered at all. The marketing nature of the surveyed EC/EB 
degree programs within universities in the AP region involved a rush to offer EC/EB 
programs circa 2000 in order to meet the market demand, so that the product 
distinctiveness of these programs was questionable. 
 
SRQ4. Are EC/EB programs service products?  
I have argued in the previous section, Section 6.4.1, that EC/EB academic programs 
are in fact service products; and that appropriate marketing techniques should be 
employed during their development and operation. However, most EC/EB developers 
appeared either not to be aware of (or placed comparatively little emphasis on) the 
“elements” requiring attention when developing their new service products. Rather, 
they focused on the guidelines laid down by their own university for developing all 
new academic programs, putting considerable effort into the structure of the program 
and into successfully pushing the applications through the various academic approval 
committees within their institutions. Once approval had been granted, they generally 
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rushed their product to market as quickly as possible, without an orchestrated 
marketing or promotion campaign. 
To summarise, the answer to question SRQ4 is: 
SRQ4  Are EC/EB programs service products? 
EC/EB academic programs are service products, although the universities studied did 
not appear to regard them in this light. Greater emphasis on the use of appropriate 
marketing techniques could (and should) be employed during their development and 
operation for maximum effectiveness. 
 
I have answered the first four subsidiary research questions (SRQ1 to SRQ4), on the 
basis of my empirical findings and my analysis of marketing theory as it relates to 
new service product development. These four answers together form the basis for 
answering Part “a” of the principal research question.  
Part “a” 
Principal 
research 
question 
Are universities flexible enough to develop their EC/EB programs effectively 
through  
a) explicit recognition of their market-oriented nature? 
 
In this Thesis, I have argued that EC/EB degree programs are service products 
(answers to SRQ4). Most of the surveyed EC/EB program developers only focused 
on the curricula of the degree programs, although my empirical findings during this 
research project make it clear that the relative roles of pedagogy and market 
orientation in constructing EC/EB tertiary educational programs are complementary  
– the pedagogic component (the curriculum of the program) is important, but the 
marketing component cannot simply be ignored (answers to SRQ1). I found that the 
development features of the degree program, based on the marketing concepts 
literature, can be grouped into three major categories – service product, service 
distribution and marketing support (answers to SRQ2). The pedagogic nature of the 
surveyed EC/EB degree programs meant that there was considerable overlap 
between the subjects offered within the degree programs surveyed, although a 
number of critical areas were not covered at all. The  ‘fashionable’ nature of the 
surveyed EC/EB degree programs universities in the AP region at the time of the 
research project meant that there was a rush to offer EC/EB programs during and 
shortly after 2000 in the hope of meeting burgeoning market demand, which meant 
that the product distinctiveness of these programs was, in a number of cases, 
questionable (answers to SRQ3). 
 
 
Chapter 9  244 
As I have already suggested in Section 8.6, the answer to Part “a” of the principal 
research question is both ‘yes’ and ‘no’ – with the answer largely depending on the 
‘mindset’ and ‘personal values’ of the individual program developers. 
The answer ‘no’ was deeply rooted in the minds of many program developers. They 
still concentrated almost entirely on the curriculum of the new program and the 
manner of obtaining approval from their university administration. Attitudes varied 
widely – a few of those I spoke to considered all the elements I have identified in my 
NESPO model, while other program developers considered almost none of these 
elements. This is not to say that the products (new academic programs) thus 
developed were not up to standard, but they were unlikely to be ‘innovative’ or to 
meet the ‘newness’ criteria in my model relating to ‘good quality’ and ‘distinctive’; 
and tended not to be ‘adaptable’ to different demands in the market. This, in turn, 
meant that some of these new programs were not able to enhance the competitive 
advantage of the offering institution. The durability of these products (academic 
programs) is thus somewhat questionable. 
9.2.2 Engagement with the concept of new service product development – 
answers to Part “b” of the principal research question 
 
 
SRQ5. How have universities made use of new service product concepts 
in creating EC/EB programs? 
 
The findings from the multiple-case studies showed that EC/EB program developers 
and co-ordinators had only made use of some of the service product concepts in 
creating EC/EB programs, including: 
• awareness of the “local image” of their own university in the minds of 
current and prospective students by the majority of the EC program 
developers and co-ordinators; 
• creation of a well designed and packaged web site detailing new EC/EB 
degree programs and linked to the main university web page by many of 
the EC program developers and co-ordinators on the assumption that this 
would be one of the most effective advertising tools possible for the 
program(s) – even though these sites generally stopped well short of 
actually offering EC facilities; 
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• provision of multiple exit points from a masters program to provide 
flexibility to students and hence increase product adaptability of the 
service product; 
• awareness that online delivery is a fashionable approach to support the 
distribution of EC/EB programs and is gaining increasing popularity from 
universities – although most of the surveyed universities were using only 
online support for face-to-face teaching, rather than moving to full online 
mode of delivery. 
EC/EB program developers were not aware of the following service product concepts: 
• most EC/EB program developers did not emphasise, nor had they even 
thought of, making use of facilitating or supporting services to increase 
the competitive advantages of their respective EC/EB programs; 
• inter-personal communication within the EC/EB programs surveyed was 
clearly seen as a one-way process – staff information to students was 
viewed as considerably more important than student feedback; and 
• the lack of market research activity by most surveyed universities 
appeared a little surprising in view of the rapidly-changing nature of the 
teaching material and the market-place itself. 
 
Interview responses made it clear that the newness of an educational service product 
is not directly related either to the development time required, nor to the presence of 
top management support. It was, however, also noticeable that many (if not most) of 
these programs ultimately had inadequate resources to meet the expectations of their 
sophisticated and experienced student bodies – either in terms of computing facilities 
and classrooms of sufficiently high quality, or in terms of the teaching resources 
available (once again, quality was the issue). 
To summarise, the answer to question SRQ5 is: 
SRQ5  How have universities made use of new service product concepts in creating 
EC/EB programs? 
EC/EB academic program developers made use of some new service product 
concepts including awareness of the local image, promotion, product adaptability and 
the distribution methods of the degree programs. However they were not well aware 
of the facilitating or supporting services, interpersonal communications and market 
research of their own service products – EC/EB degree programs. 
 
SRQ6. How could new service product development be better used in 
creating programs? 
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I have discussed these findings in Section 8.6. From the interviews, I found that 
almost all universities I selected were attempting to catch up with the “fashion” 
market niche. They did not realise the need to study the marketing methods of other 
service product developers to ensure that their entry into this niche was properly 
positioned. The findings of the interviews suggest that EC/EB degree program 
developers would benefit from taking a more market-focused view of their new 
offerings. I believe that the NESPO model offers potentially helpful advice for the 
developers of new degree programs which are endeavouring to fill a rapidly-moving 
market niche. Developers of such programs should not merely consider the curricula 
of their programs (in my model, this is referred to as the core service), but must also 
take other components into consideration – primarily service product, service 
distribution and marketing support.  The first component, service product, describes 
the nature of the new offering, and the elements of this service product include the 
core service (curriculum), newness (of the programs), product quality, product 
adaptability, product distinctiveness, facilities services and service evidence (the 
career opportunity of the graduates). The second major component is service 
distribution, which consists of the strength and strategy of the distribution, effective 
communications (branding and positioning of the product), staff members’ skills and 
training and the follow-up service for graduates. The third major component is 
marketing support, covering whether the developers have market knowledge (on their 
own or through the hiring of consultants) on the product, the local image, the 
advertising / promotion of the product and finally the financial terms of the product. 
To summarise, the answer to question SRQ6 is: 
SRQ6  How could new service product development be better used in creating 
programs? 
When the program developers build up their new programs, they should not merely 
consider the curriculum of the program (in my model, referred to as the core service), 
but other components such as distribution strategy and marketing support for the 
degree programs as well. 
 
I can now pull these two threads together into an answer for the whole of part “b” of 
the principal research question: 
 Part “b” 
Principal 
research 
question 
Are universities flexible enough to develop their EC/EB programs effectively 
through  
b) engagement with the concept of new service product development? 
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In this Thesis, the results from the interviews of the multiple case studies indicated 
that most EC/EB academic program developers had employed only some new 
service product concepts such as awareness of the local image, promotion, product 
adaptability and the distribution methods of the EC/EB degree programs. Developers 
were not aware of other issues such as facilitating or supporting services, 
interpersonal communications or market research to support the EC/EB degree 
programs (answer to SRQ5). The results also indicated that when EC/EB program 
developers create their new programs, most of them just consider the curriculum of 
the program, largely ignoring other components of the new service product offering, 
such as the distribution strategy and the marketing support of the degree program 
(answers to SRQ6).  
The answer to Part “b” is, therefore, ‘No’ – at least as far the surveyed sample group 
is concerned. Most universities are NOT flexible enough when they offer new degree 
programs. Most program developers of the surveyed universities did not explicitly 
recognise the market-nature of offering the new programs and did not fully employ 
new service product concepts for program development (answers to SRQ 5).   When 
developing a new program most EC/EB program developers concentrated on the 
curriculum of the program, with  few exceptions, for example: Universities A1, H5 
and N1. Other components of new service product offering concepts were not 
employed (see my answer to SRQ6). I would therefore say that the surveyed 
universities are NOT sufficiently flexible to develop fast-moving, ‘fashion-oriented’ 
niche degree programs (such as EC/EB) effectively because they do not explicitly 
recognise the market-oriented nature of the new service product – in the case of my 
particular research project, EC/EB degree programs.  
Universities are now moving into a ‘quasi-market’ era, where many degree programs 
must be viewed as service products. The result of this research project indicated, 
however, that most program developers did not explicitly recognise the market-
nature of offering a new degree program (as at May, 2003) as such. 
I hope I have made clear by means of both theoretical and empirical evidence that 
universities should be more flexible in adapting marketing nature elements so as to 
enhance the effectiveness of constructing EC/EB programs. A new educational 
service product offering (NESPO) model, developed on the basis of the literature 
relating to new service product offerings is both appropriate for offering these new 
market-oriented programs and marks a major contribution by this research project. In 
the near future, I would be interested to follow this issue up further. 
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I have answered the research questions of this project in this section. In the next 
section I will present the conclusion of this project. 
9.3 Conclusions  
This research project has addressed the nature of EC/EB programs in the AP from 
both the pedagogic and marketing perspectives. Issues related to EC/EB programs 
such as the creation of the EB component model, EC career opportunities, and the 
sophistication and transaction-support facilities offered by EC degree program web 
sites have been explored. The Thesis also provides an overview of EC/EB programs 
in the AP from 1997 to 2003 and the results support the argument that EC/EB 
programs are service products, as they possess many of the marketing-dependent 
characteristics which such products display.  
The findings from the surveys and case studies I undertook as part of this project 
showed me that EC/EB program developers very seldom made use of the concept of 
new service products when developing their programs. New programs were launched 
into the market as a result of external competitive forces from other institutions and 
internal pressure from within the university. EC/EB programs market entries 
therefore tended to be rushed — the majority being developed over a six to twelve 
month period. Inevitably, several important marketing elements, such as product 
quality and product distinctiveness, could not be clearly and carefully considered by 
the program developers (of course, there were some exceptions). EC/EB program 
developers rarely considered provisioning of special facilities/equipment specifically 
prepared for the EC/EB programs in order to enhance the product’s competitive 
power against external competition by similar products – and even when they did, 
those resources were rarely forthcoming. 
Most program developers realised that follow-up services such as students’ alumni 
are advantageous to the programs in order to maintain a short and long-term good 
relationship between graduates and universities. Such follow-up services, however, 
were mostly not in place due to a lack of time and resources. Omitting all or part of 
these elements when offering the new programs will lead to a shortening of the 
product’s life – or even to a complete loss of competitive power against similar 
products launched by other institutions and universities. Universities, even in those 
parts of the world where corporatisation is seen as not only inevitable but 
advantageous, do not appear to be following-through the logic of ensuring that their 
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products and services will meet the required standards of quality and attractiveness, 
in a fiercely competitive world. 
Seizing exactly the right opportunity to launch a new program was also a critical 
factor for the success of the new degree. This was illustrated by one of the cases – 
the Hong Kong University of Science and Technology. In 1995, they were at the 
very forefront of the technology and offered the first EC subject, but at that time, the 
concept of EC had not been cultivated in the minds of Hong Kong residents and 
fewer than ten students enrolled in the subject. By 2000, with the push from the 
market-place and from government, EC/EB started to gain social acceptance and the 
concept of EC/EB began to grow in popularity, with the results that the number of 
applicants for the various programs on offer was several times greater than the total 
number of places available in all the Hong Kong institutions combined. While it is 
obvious that luck plays some part in being at the right place at the right time, it is 
also clear that those universities engaged in environmental scanning are the ones best 
placed to take advantage of opportunities as they arise. 
Universities are now moving into an era of ‘quasi-market’. Launching new programs 
may help to enhance their competitive power and increase their revenue – but to be 
successful in this activity they must also learn to behave (to at least some extent) like 
the corporations they are emulating. EC/EB as a market phenomenon is coming 
towards the end of its “cash cow” period and will shortly enter into what marketers 
call the “dog” phase, where numbers of new programs and students wishing to enrol 
in them begin to decline at an increasing rate. But there will be other, equally 
fashionable and exciting new degree program opportunities available for those 
universities sufficiently aware of the market-place movements.  
As ‘time factor’ and ‘market opportunities’ are so critical for offering new programs, 
successful universities will be forced to change their conservative mindset and make 
full use of the new service product offering concepts (NESPO) in effectively 
planning and launching their new programs.  
 
9.4 Research Contributions 
The contributions of this research project can be divided into two major areas: 
theoretical and practical. In terms of contributions to theory, I have made two major 
contributions. 
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Firstly, I have revisited and analysed a variety of theories in the areas of both 
curriculum development approaches and new service product development. While 
my work in curriculum development served largely to convince me that this field was 
less relevant to the effective creation of rapidly-moving new educational programs, 
my contribution in the area of new educational service product has been considerably 
greater. The development of the NESPO model makes a genuine contribution to 
theory, applying well-known marketing theoretical concepts to the field of EC/EB. 
The NESPO model itself is not merely a copying of an existing model, but is a 
hybrid built from a variety of sources and targeted specifically at my own topic – the 
offering of new educational programs in EC/EB – and which could equally easily be 
applied to the offering of any similar, rapidly-moving and cross-disciplinary degree 
programs. 
Secondly, my study of academic program development indicated that research into 
program development has so far suggested that it is always pedagogically biased and 
influenced – universities only develop academic programs for pedagogic reasons. 
This research project, however, makes it clear that there are, in fact, multiple possible 
reasons for developing new academic programs. The “true” reasons might still be 
pedagogical in nature, but they can also be industry and market focused. A university 
might need to develop new programs regularly to show others of their strength and 
specialisation. That is clearly a form of new service product offering but it should be 
carried out in a different way — in terms of enhancing the financial position of the 
university as well as its image. 
In terms of contribution to practice, I have provided a number of scenarios for 
developing new programs which will be of significant assistance – both to 
subsequent researchers investigating the existence of multiple models for the 
development of new degree programs at universities (this is really a third 
contribution to theory) but also, more immediately, to program developers working 
to put together new degree programs designed to bring in fee-paying students for 
their universities’ leading-edge new program offerings. In essence, program 
developers need to develop a wider view - ranging from why any particular program 
is developed, to the adoption of the elements contained in the NESPO model I have 
developed for program development. The findings of this research project offer real 
and practical benefits for both university administrations and for the individual 
program developers and coordinators. 
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Other supporting evidences for the contributions made by this research project are: 
• Papers related to this research project have been accepted at a number of 
international academic conferences and a book chapter – and these are listed in 
Appendix V-1; 
• My EC/EB educational web sites are referred to by other well-known web sites 
(including those of the CollECTeR inter-university initiative, and Roger Clarke’s 
well-known EC web site), see Appendix V-2; 
• I was targeted for an interview by a reporter of the Age, one of the leading 
Australian newspapers, to express my views on EC/EB education. My opinions 
on this specialised field, together with those expressed by other prominent 
EC/EB interviewees, were published on 15 August 2000, p. 7 IT2 section. (refer 
to Appendix V-3); 
• I have received numerous emails from academics worldwide, seeking my advice 
on EC/EB study at the masters and doctoral levels in Australia; 
• During the early stages of this project, Ms. Barbara McCartney of the University 
of New England (in New South Wales) informed me she had used one of my 
papers (Chan and Swatman 1999) as part of her reference to apply for a grant for 
her EC project and that the grant application had been successful; 
• To my knowledge, several of my papers have been recognised and quoted in 
other academics’ work (this list, which is not exhaustive, includes Hecht (2000)54, 
Dean and Nasirin (2002, p.382)55 and Gray (2002, p.220)56).  
9.5 Future Research 
There are, of course, many possibilities for extending the current research project. In 
the interests of space, I restrict myself to two separate groups of future research 
proposals – those which arise directly from the empirical research reported here, and 
four suggestions for future projects which are of broader applicability. 
 
                                                 
54  Hecht, I. 2000, ‘“e”: The Millennial Reality for Business and Education’, Proceedings of New 
Zealand Diploma of Business Conference, Christchurch, New Zealand, 5-7July. 
 
55  Dean, D. L. & Nasirin, S. 2002, ‘AMCIS 2002 Workshops and Panels IV: Principles of Effective 
E-Commerce Curriculum Development’, Communications of the Association for Information Systems, 
vol. 9, pp. 378-391. 
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Future work possibilities group 1: 
The first group, extensions which have arisen directly from the surveys and 
interviews undertaken for this research project, relate to the empirical work described 
in Chapters 6-8: 
In Chapter 6, in which I describe the outcomes of three quite separate surveys, I 
identified four possible research projects: 
• A study of the balance between new educational service product distinctiveness 
and the resources available to program developers. One of the major problems 
faced by all the program developers who responded to my surveys was the lack 
of resources (human, financial and material). Such restrictions often limited the 
attempts by the program developers to offer a unique “edge” to their new 
programs – and it would be most interesting to study a variety of resource-
dependent educational program innovations, with a view to cross-correlating 
their resourcing and their ability to create a distinctive product edge. This study 
would most appropriately take the form of a follow-up survey of EC/EB 
degree-offering universities – preferably a phone-based survey; 
• One of the interesting phenomena I uncovered during my surveys was the 
activities of those universities which had chosen to offer multiple, competing 
EC/EB programs. I was not able to spend sufficient time to tease out the full 
motivation for this decision at each of the universities concerned – and it would 
be fascinating to endeavour to understand why each of these universities made 
this decision. Was the reason political, historical or financial? Or was it none of 
these? Such a study would need to be undertaken as a series of in-depth 
interviews, supported by an analysis of documentary evidence (content 
analysis); 
• I noted that many of the universities chose to alter the name of their degree 
programs from EC to EB once the newer term had begun to receive wide 
coverage in the public media. Nomenclature has the potential to add 
significantly to service product branding – and a survey of past and present 
students of EC/EB degrees would cast an interesting and informative light on 
just how important this issue really is to the target group most affected; 
                                                                                                                                          
56 Gray, D. 2002, ‘E-Commerce Experience in the Real Estate Industry: a Preliminary Study in 
Regional Queensland’, Proceedings of the Thirteenth Australasian Conference on Information 
Systems, 4-6Dec, Melbourne, Australia, pp. 219- 229. 
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• One unresolved question concerned the match between the new EC/EB 
programs and each university’s own mission. Uncovering this information 
would be a two-stage process, involved first a content-analysis exercise, 
followed by further interviews with the program developers (and ideally, with 
the Deans of the Faculties concerned). It would be fascinating to know whether 
a good match led to greater marketplace success – or whether this issue was 
actually irrelevant. 
Chapter 7 contained the analysis of two studies which cast a sidelight on aspects of 
the NESPO model. One issue which emerged from the analysis of EC/EB program 
web sites was the difference in level of sophistication between the Australian and 
Hong Kong university sites. It was impossible to follow this issue up at the time — 
but a good, Honours-sized project would involve a further analysis of these sites, 
combined with a socio-economic and contextual analysis of the differences between 
these two countries (including such issues as legal restrictions on payment options 
available for web sites). 
In Chapter 8, I reported the findings from my interviews with EC/EB program 
developers. One issue I was not able to resolve was how useful course advisers and 
Industry Committees had been, owing to the very small numbers of new programs 
which made use of either of these advisers. As the EC/EB degree offerings become 
better established, I would be interested to follow this issue up further, re-
interviewing as many of the program developers as possible to find out whether any 
of them have now made use of such bodies and, if so, how useful they found them to 
be. 
Future work possibilities group 2:   
In addition to the specific extensions which flowed from my empirical work itself, I 
have also identified four additional research projects which would add to the study 
reported in this Thesis: 
I. The present work is restricted to the AP region. It would be of great 
interest to undertake repeat surveys and interviews in Europe, South 
America and in the rest of Asia (particularly countries such as India, 
Japan and South Korea where EC activities are significant) and compare 
the findings with those I report here. How representative is the AP region 
of world activities in tertiary EC/EB education?  
II. Empirical data for testing the validability and reliability of NESPO now 
needs to be carried out. This project has made use of inductive 
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research — the model was developed over a period of years and tested as 
it was developed. It has now reached the point where deductive research 
can be undertaken. Clearly, repeating the surveys and interviews in other 
regions, as suggested in I above, is an example of such deductive 
research – but it would also be interesting to extend the theoretical basis 
of the model by searching for other elements which might be relevant to 
new EC/EB educational service product development. 
III. EC/EB education is coming towards the end of its heyday. I believe that 
the NESPO model will apply equally well to other market-oriented new 
degree program development — but this can only be established by 
means of further theoretical and empirical research. This has the potential 
to be a major extension of the present research project, which could be 
undertaken across a whole range of degree programs — and, naturally, 
across a range of geographic regions. 
IV. One of the issues raised by many of the respondents to both surveys and 
interviews (and an issue which is being raised in the press by increasing 
numbers of academic commentators – particularly in the US) is that 
following the dot.com crashes of 2000 and 2002 and the 
telecommunications crisis of 2002, EC/EB programs are no longer so 
‘fashionable’ and that EC/EB topics are (or will be) gradually absorbed 
into more general business degrees. A follow-up survey, to be undertaken 
in a year’s time, would help to answer this question once and for all — 
just what is happening to EC/EB educational programs?  
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Appendix I 
Acronyms and Terms 
 
 
Glossary of Relevant Terms 
References to other terms defined within this Glossary are italicised. 
AACSB The Association To Advance Collegiate Schools of Business - It is 
the professional association for college and university management 
education and the premier accrediting agency for bachelor’s, 
master’s, and doctoral degree programs in business administration 
and accounting <http://www.aacsb.edu/>.  
ANSI X12 American National Standards Institute standards for EDI document 
translation - Probably the most commonly-used EDI standard in 
North America and, until the development of the United Nations 
EDIFACT standards, was considered to be the industry standard. 
AOEMA Asia Oceania Electronic Marketplace Association - It is a non-
profit-making international association dedicated to the promotion 
and development of electronic commerce in the Asian region. 
AP Asia-Pacific 
APEC Asia-Pacific Economic Cooperation - It was established in 1989 in 
response to the growing interdependence among Asia-Pacific 
economies. Begun as an informal dialogue group, APEC has since 
become the primary regional vehicle for promoting open trade and 
practical economic cooperation. Its goal is to advance Asia-Pacific 
economic dynamism and sense of community < 
http://www.apecsec.org.sg/>. 
ASO Augmented Service Offering model - It was developed by 
Grönroos in 1990 for service offerings. 
AVCC The Australian Vice-Chancellors’ Committee - the council of 
Australia’s university presidents, with the mission of advancing 
higher education through voluntary, cooperative and coordinated 
action.  
B2B Business to Business 
B2C Business to Customer 
B2G Business to Government 
BBN A group of researchers headed by Frank Heart at Bolt Beranek and 
Newman. 
CollECTeR Collaborative Electronic Commerce Technology and Research - It 
is a joint venture by 22 universities around the world which, 
through a federation of research centres — one located at each 
institution — can provide both depth and breadth of expertise in 
Electronic Commerce. <http://www.collecter.org>. 
DETC Deakin Electronic Trading Community - A virtual teaching 
environment was developed by Joyce at Deakin University. 
EB Electronic Business  
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EBCM Electronic Business Component Model - It is developed by Elsie 
Chan to select the required components for Electronic Business. 
EC Electronic Commerce 
ECAT Electronic Commerce Action Team which is a group of private 
sector representatives tasked with driving the uptake of EC in New 
Zealand 
EC/EB Electronic Commerce / Electronic Business 
EDI Electronic Data Interchange 
EDIFACT EDI for Administration, Commerce and Transport 
ERIC Educational Resources Information Center. 
GTDI Guidelines for Trade Data Interchange - A renaming of the British 
TDI standards which occurred when the UN/ECE working group 
adopted them as the United Nations Guidelines for Trade Data 
Interchange (these standards are thus officially known as 
UN/GTDI). 
HECS Higher Education Contribution Scheme - It was introduced by 
Australian Government in 1988 as a form of assistance for 
students’ university fees. Starting from 1989, students are required 
to pay a contribution either upfront at a discount, or after 
graduation through the tax systems when their incomes reach a 
level aligned initially with the average weekly earnings. 
HERDSA Higher Eduction Research and Development Society of Australasia 
- It is a society which aims at serving the needs of teachers, 
researchers, students, administrators and those concerned with the 
present and future of higher education. 
Hong Kong Hong Kong Special Administration Region 
ICT Information and Communications Technology 
IDA Infocomm Development Authority of Singapore  
iMBA Interactive MBA - A MBA program is run by City University of 
Hong Kong since May 1999. The program adapts two technologies 
— the Web and interactive television.  
IS Information Systems  
ISWorld A group of Information Systems scholars who harness the Internet 
for the creation and dissemination of knowledge. 
<http://www.isworld.org/> 
IT Information Technology 
MBA Master of Business Administration 
NESPO New Educational Service Product Offering model - It is developed 
by Elsie Chan to provide criteria and suggestions for program 
developers to develop new educational programs and products. 
 
Appendix I – page 2 
NOIE The National Office for the Information Economy - Australia's lead 
Commonwealth agency for information economy issues. It was 
established in September 1997. <http://noie.gov.au> 
NPD New Product Development 
NSD New Service Development 
NSP New Service Product 
OECD Organisation for Economic Corporation and Development - The 
OECD groups 30 member countries sharing a commitment to 
democratic government and the market economy. 
PEL Postgraduate Education Loans Scheme - This scheme enables 
eligible students to obtain a loan from the Commonwealth 
Government to pay all or part of their tuition fees incurred from 
2002 onwards. <http://www.hecs.gov.au/pels.htm> 
PhD Doctor of Philosophy 
Program The term 'program' is what Deakin University terms a course, and 
is defined as “a set of units comprising credit points to a particular 
value, and approved by the Academic Board (or its equivalent) 
which when satisfactorily completed by the student normally 
entitles that student to the award of the appropriate certificate, 
diploma or degree” (Deakin University 2003, p. 34). This term is 
therefore equivalent to the term 'program' as used in the United 
States and Canada. 
PSB Productivity and Standards Board 
Singapore The Republic of Singapore 
SME Small Medium Size Enterprise - SMEs definitions differ widely in 
the APEC region, and depend on the phase of economic 
development as well as their prevailing social conditions. Various 
indexes are used by member economies to define SMEs, such as 
number of employees, invested capital, total amount of assets, sales 
volume and production capability. The most commonly used index 
is the number of employees. 
Subject A ‘subject’, as commonly understood, is what Deakin University 
terms a unit, and is defined as: “A thematic entity which is 
normally one or two semesters long.” (Deakin University 2003, p. 
36). The term 'course' which is used in North American 
universities, the expression 'unit' or 'module' which is used in some 
Australian and Hong Kong universities, and the term 'paper' which 
is used in some New Zealand universities, are equivalent to the 
term 'subject' which I have used here. 
TAFE Technical and Further Education, Australia. 
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TCP/IP Transmission Control Protocol / Internet Protocol. 
TDCC Trade Data Coordinating Committee - An organisation formed in 
1968 to consider methods of replacing paper-based methods of 
communication within the US transportation industry. This 
organisation created the first EDI standards in the US. 
TDI Trade Data Interchange - The original British EDI standards (also 
known as the SITPRO standards). 
TI Technical Institute - TI in Hong Kong is similar to TAFE in 
Australia. 
TREAT Teaching Realistic EDI and Telecommunications - a series of web-
based business simulations developed by Parker and Swatman. 
TREC Teaching Realistic Electronic Commerce - a further extension of 
TREAT. 
u-commerce Ultimate Commerce 
UGC University Grants Committee in Hong Kong. 
UK The United Kingdom 
UN/ECE The United Nations Economic Commission for Europe - the 
United Nations commission has taken responsibility for the 
development of EDI standards (including both UN/EDIFACT and 
UN/GTDI). 
US The United States of America. 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Appendix II 
EC/EB research papers on curriculum  
1997-2002 
 
 
EC/EB research papers on curriculum  from1997 to 2002 are listed below. 
 
Authors 
(year) 
Region 
 
Level 
Curricula for 
individual university 
or for a region 
 
Data collection 
method 
 
 
Main discussion in the paper 
 
Braithwaite, 
Fountain and 
Joyce  
(1997) 
Australia  
 
Undergraduate 
(specialization) 
Deakin  
 
Data from own 
university 
Provides a structure of eCommerce 
majors of MIS degree. 
 
No pedagogy or curriculum development 
theory included. 
Brookshine, 
Williamson 
and Wright 
(2000) 
United States 
 
Undergraduate 
 
James Madison 
 
Data from own 
university 
Describes an interdisciplinary 
undergraduate curriculum in electronic 
commerce. 
 
No pedagogy or curriculum development 
theory included. 
Chan (2001) United States 
 
Masters with 
eCommerce 
concentration 
United States 
 
Data from five 
universities 
Compare masters programs with 
eCommerce concentration in the areas of  
student career orientation and curricula 
thrust of 5 United States universities. 
 
No pedagogy or curriculum development 
theory included. 
Chan and 
Knight (2000) 
United States 
  
M.S.  in E-
Commerce 
Technology 
 
DePaul  
 
Data from own school 
Examine the strategies, such as 
curriculum development, technical 
support, faculty staffing, marketing, 
industry partnership and organisation 
support, used in implementation of the 
implementation of master’s degree in E-
Commerce Technology. 
 
No pedagogy or curriculum development 
theory included. 
Davis 
(1998) 
North America  
 
eCommerce 
management 
courses 
(subjects) 
United States and 
Canada 
 
Survey on the Internet 
and based on the 
ISWorld Electronic 
Commerce Course 
Syllabi page1 
Identifies 43 US and 7 Canadian courses 
in Electronic Commerce with on-line 
syllabi, 1995-1998.  
Identifies 4 major kinds of eCommerce 
programs. 
 
No pedagogy or curriculum development 
theory included. 
Dean and 
Nasirin 
(2002) 
United Kingdom  
 
MBA 
United Kingdom 
 
Website search and 
follow-up call 
Investigate the degree to which 
eCommerce modules and specialty 
degrees are offered by universities in the 
UK, a study of the top 50 business 
schools in the UK. 
 
No pedagogy or curriculum development 
theory included but suggest two 
approaches how to integrate eCommerce 
subjects into the curriculum. 
 
Durlabhji and 
Fusilier  
(2002)   
 
North America 
 
Graduate 
program with 
eCommerce 
concentration 
North America 
 
Survey on the Internet  
Review the curriculum and course 
descriptions of 67 graduate programs that 
had web listings of their programs in 
2000. Findings suggest that the programs 
offered more non-technical eCommerce 
courses than courses focusing on 
                                                 
1 This is a list of courses in which the primary content is Electronic Commerce and maintained by 
ISWorld Net. < http://dossantos.cbpa.louisville.edu/ISNET/Ecomm/> 
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Authors 
(year) 
Region 
 
Level 
Curricula for 
individual university 
or for a region 
 
Data collection 
method 
 
 
Main discussion in the paper 
 
eCommerce technology. 
 
No pedagogy or curriculum development 
theory included. 
Dutt  
(1997) 
United States  
 
Undergraduate  
(a subject) 
United States  
 
Survey of random 75 
departments  in the US 
Few IS programs offer eCommerce 
courses at the undergraduate level. The 
majority of the eCommerce courses 
taught focus primarily on the Internet and 
the Web used eCommerce and tend to be 
descriptive in nature. Suggest a 
curriculum for an eCommerce subject. 
 
No pedagogy or curriculum development 
theory included. 
Ee 
(2001) 
Australia 
 
Undergraduate 
Curtin 
 
Data from own school. 
Suggests EC programs include supply 
chain and logistics management inter-
organisational information systems. 
 
No pedagogy or curriculum development 
theory included. 
Etheridge, 
Hsu and 
Wilson 
(2001) 
The U.S. and 
some abroad  
 
MBA 
 
Master of 
Science 
 
Bachelor of 
Science 
 
Non-degree 
International but most 
in the U. S.  
 
Based on the   
AACSB affiliated 
businesses colleges 
Examines 77 e-business programs at 
AACSB-affiliated business colleges and 
identifies 4 basic types in Sept 2000. It 
concludes that there is lack of general 
agreement as to what constitutes an e-
business curriculum. 
 
No pedagogy or curriculum development 
theory included. 
 
Fedorowicz 
and Gogan 
(2001) 
United States 
 
Subject and 
program  
Bentley 
 
Data from own school.  
Discusses two types of “fast-cycle” 
curriculum development processes – 
research-driven and stakeholder-driven 
initiatives – that have led to new course 
modules, elective courses and graduate 
programs on eBusiness. 
 
Provide 2 ways to develop new eBusiness 
courses and programs but no pedagogy 
curriculum development theory included.  
Hecht 
(2000) 
New Zealand 
  
A subject in 
Diploma 
Northland Polytechnic  
 
Data from own school. 
Suggests and highlights the areas that 
need to be examined within the New 
Zealand Diploma in Business in order to 
properly train students in eCommerce. 
 
No pedagogy or curriculum development 
theory included. 
Jenkins 
(2001) 
United States  
 
MBA with 
Global 
Electronic 
Commerce 
Concentration 
Baltimore 
 
Data from own school. 
Presents a Global Electronic Commerce 
concentration in the MBA program. 
 
A brief discussion on how the internal 
faculty committee to offer the new 
eBusiness concentration in MBA program 
but no pedagogy or curriculum 
development theory included. 
King, Frank 
and Platt 
(2001) 
United States 
  
eCommerce 
courses in u/g 
United States 
 
Google Web Directory 
for eCommerce Courses 
Identifies 65 eCommerce courses in 47 
different institutions 1999-2000. Top 5 
topics are also identified. Three 
characteristics are: courses were offered 
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Authors 
(year) 
Region 
 
Level 
Curricula for 
individual university 
or for a region 
 
Data collection 
method 
 
 
Main discussion in the paper 
 
and p/g levels  and ISWorld Electronic 
Commerce Course 
Syllabi page 
 
by the business school; were offered at 
graduate level and require of one or more 
textbooks as the primary reading sources. 
 
No pedagogy or curriculum development 
theory included. 
Mahrer and 
Brandtweiner 
(2001) 
International 
 
MBA 
Universities at Africa, 
Australia and Asia, 
Europe and America 
 
Send the self-designed 
questionnaires 
 
466 surveys were sent and the response 
rate was 25.96%. The results of the 
survey show a significant trend towards 
integration of E-Business relevant topics 
in existing majors and an increase in the 
supply of eBusiness related electives 
versus the formation of new majors 
specializing in eBusiness. 
 
No pedagogy or curriculum development 
theory included. 
McCubbrey 
(1999) 
United States  
 
MBA 
 
Master of 
science in IS 
programs 
Denver  
 
Data from own 
university 
Traces the development and content of 
the Electronic Commerce curriculum at 
Denver. 
 
The paper has discussed the changes 
from 1980 - they first offered EDI 
subjects then at the latest stage in 1998, 
they first offered Master of Science in IT 
(eCommerce tracks). However, no 
pedagogy or curriculum development 
theory included. 
Nickerson 
(2000) 
United States 
 
MBA and 
MSBA 
San Francisco State 
 
Data from own 
university 
Examine the development of eCommerce 
concentration at the author’s university 
and provide six critical success factors 
for developing eCommerce program 
when under time pressure. 
 
This paper described how the program 
being developed in the author’s 
university but no pedagogy or curriculum 
development theory included. 
Novitzki 
(2002) 
United states 
 
MBA and MS 
United States 
 
Based on AACSB 
schools and Certified E-
Commerce Consultants 
Compare and contrast what is offered in 
eCommerce/eBusiness concentrations of 
MBA and MS programs of 163 business 
schools. 
 
No pedagogy or curriculum development 
theory included. 
O’Hara  
(2000) 
United States 
 
eCommerce 
courses in u/g 
and p/g levels 
United States 
 
Based on the   
AACBS2 affiliated 
businesses colleges 
Lists some eCommerce and eBusiness 
subjects that American universities 
offered in 2000. A large number of 
schools did not offer full degree 
programs but instead offered eCommerce 
subjects. 
 
No pedagogy or curriculum development 
theory included. 
                                                 
2 AACSB International - The Association To Advance Collegiate Schools of Business is the 
professional association for college and university management education and the premier 
accrediting agency for bachelor’s, master’s, and doctoral degree programs in business 
administration and accounting <http://www.aacsb.edu/>.  
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Authors 
(year) 
Region 
 
Level 
Curricula for 
individual university 
or for a region 
 
Data collection 
method 
 
 
Main discussion in the paper 
 
Sagi  
(2000) 
United States 
 
An eCommerce 
subject 
Anne Arundel 
Community College 
 
Data from own school 
 
Suggests the content of eCommerce 
subjects which are suitable for bout 
classroom and online  teaching. 
Suggests 15 activities to eCommerce 
developers when they develop their 
subjects.  
 
No pedagogy or curriculum development 
theory included. 
Siau and 
Davis 
(2000; 2000a) 
United States 
 
A subject in 
MIS u/g and p/g 
programs 
 
Nebraska-Lincoln 
 
Data from own school. 
The continuous evolution and revolution 
in the industry imply that the eBusiness 
curriculum will never stay the same from 
semester to the next. 
 
No pedagogy or curriculum development 
theory included. 
Wang  
(1998) 
United States 
 
Undergraduate 
MBA 
United States  
 
Survey on the Internet 
in summer 1997 
20 p/g3 and 14 u/g4 programs were 
identified. Suggests a structure of 
curricula.  
 
No pedagogy or curriculum development 
theory included. 
 
 
                                                 
3 p/g – post-graduate level. 
4 u/g – undergraduate level. 
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Appendixes related to  
Chapter 6 
 
  
Appendix III – page 1 
Appendix III-1 
 
Email message to invite academic to fill in the survey form. This message was 
sent to each academic members around 1999 and 2000. 
 
Dear              
 
My name is Elsie Chan. I am a PhD researcher in the School of Business Information 
Technology at RMIT University, Melbourne, Australia and my supervisor is Prof. 
Paula Swatman. I am investigating Electronic Commerce education and wondered 
whether you would be kind enough to spend a few minutes to reply this message?  I 
am endeavouring to find out who is offering or planning to offer Electronic 
Commerce courses as a foundation for the development of my model of Electronic 
Commerce education. 
 
I am seeking your assistance in responding to this survey because you are the Head 
of Department or the Course Coordinator of Electronic Commerce at your institution. 
Your participation is, of course, voluntary – but your input would be tremendously 
helpful to my project. If you have any queries or you require any further information, 
please do not hesitate to contact me at elsie.chan@rmit.edu.au (phone number +614 
17 349 153) or to contact the Chair, Faculty Human Research Ethics Sub-committee 
at robb@bf.rmit.edu.au (phone number +613 99255593). 
 
Has your department offered or is it planning to offer an Electronic Commerce 
course / program in the near future?  
 
If not, please indicate 'No' when replying to this message.  
If yes, please visit the web site www.businessit.bf.rmit.edu.au/elsieEC/survey1.htm 
and fill in the survey form. 
 
Some people have already filled in the form and the names of their universities and 
departments are posted on my web page.  You are welcome to visit the web site 
www.businessit.bf.rmit.edu.au/elsieEC/uni.htm 
  
Thank you for your time. Your co-operation is much appreciated. 
 
 
Regards, 
Elsie Chan 
 
________________________________________________ 
 
Elsie Chan, 
PhD Candidate, 
RMIT University, Melbourne, Australia 
Email:      elsie.chan@rmit.edu.au 
WWW:    www.businessit.bf.rmit.edu.au/elsieEC/ 
Phone:      +614  17349153 
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Appendix III-2 
A web survey form  
                   
Electronic Commerce Course / Program Survey 
As part of my research work for a PhD degree and to obtain necessary information for the future 
development of our university, I am conducting a survey on Electronic Commerce courses / programs being 
offered or to be offered by various universities world-wide. In this connection, I should be very grateful if 
you would spare a few minutes to complete the following details in respect of your university. All 
information provided will be used for research purposes only and will not be released individually except in 
a statistical form. Should you require any further information, please do not hesitate to email to Elsie Chan. 
May I thank you in advance for your co-operation and support.  
 
Name of University:   
 
Department / School:   
 
Country:   
 
Contact Person:   
 
Email Address:   
 
Is your university offering an 
Electronic Commerce 
course/Program?   
nmlkji YES nmlkj NO   
If 'NO' to the above question, does 
your university plan to offer an 
Electronic Commerce course in 
future?   
nmlkji YES nmlkj NO   
If your university will offer EC 
course/program, then in which year: 
1999  
Course/Program Title:  
 
e.g. Bachelor of Electronic Commerce  
URL for the above subject/course, if 
available:  
 
Subjects being / to be offered:  
e.g. BSC101 Introduction to Electronic 
Commerce  
Do not fill in the following blanks if this is not 
yet decided.  
 
 
 
 
 
 
 
 
Would you like us to include the 
name of your university on our web 
page "Universities offering EC 
Program"?   
nmlkji YES nmlkj NO  
Thank you very much for your time! Your co-operation is much 
appreciated.  
Submit Reset
 
created on: 11 Nov 1998  
last updated on: 04 Feb 1999 01:06 
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Appendix III-3 
A list of universities in the survey which was conducted in Nov 1998 - 2003.  
 
 
 
Australia 
Bond University  http://www.bond.edu.au/ 
Central Queensland University  http://www.cqu.edu.au/ 
Charles Sturt University  http://www.csu.edu.au/ 
Curtin University of Technology  http://www.curtin.edu.au/ 
Deakin University  http://www.deakin.edu.au/ 
Edith Cowan University  http://www.cowan.edu.au/ 
Griffith University  http://www.gu.edu.au/ 
James Cook University  http://www.jcu.edu.au/ 
La Trobe University  http://www.latrobe.edu.au/ 
Macquarie University  http://www.mq.edu.au/ 
Monash University  http://www.monash.edu.au/ 
Murdoch University  http://www.murdoch.edu.au/ 
Northern Territory University  http://www.ntu.edu.au/ 
Queensland University of Technology  http://www.qut.edu.au/ 
RMIT University  http://www.rmit.edu.au/ 
Southern Cross University  http://www.scu.edu.au/main.html 
Swinburne University of Technology  http://www.swin.edu.au/ 
The Australian Catholic University  http://www.acu.edu.au/ 
The Australian National University  http://www.anu.edu.au/ 
The Flinders University of South Australia http://www.flinders.edu.au/ 
The University of Adelaide  http://www.adelaide.edu.au/ 
The University of Melbourne  http://www.unimelb.edu.au/ 
The University of New England  http://www.une.edu.au/ 
The University of New South Wales  http://www.unsw.edu.au/ 
The University of Newcastle  http://www.newcastle.edu.au/ 
The University of Queensland  http://www.uq.edu.au/ 
The University of Sydney  http://www.usyd.edu.au/ 
The University of Western Australia  http://www.uwa.edu.au/ 
The University of Western Sydney  http://www.uws.edu.au/ 
University of Ballarat  http://www.ballarat.edu.au/ 
University of Canberra  http://www.canberra.edu.au/ 
University of Notre Dame Australia http://www.nd.edu.au/ 
University of South Australia  http://www.unisa.edu.au/ 
University of Southern Queensland  http://www.usq.edu.au/ 
University of Tasmania  http://www.utas.edu.au/ 
University of Technology, Sydney  http://www.uts.edu.au/ 
University of the Sunshine Coast http://www.usc.edu.au/ 
University of Wollongong http://www.uow.edu.au/ 
Victoria University of Technology  http://www.vut.edu.au/ 
New Zealand 
Auckland University of Technology http://www.aut.ac.nz/external.shtml
Lincoln University http://www.lincoln.ac.nz/ 
Massey University http://www.massey.ac.nz/ 
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The University of Auckland http://www.auckland.ac.nz/ 
The University of Canterbury http://www.canterbury.ac.nz/ 
The University of Waikato http://www.waikato.ac.nz/ 
Victoria University of Wellington http://www.vuw.ac.nz/index.shtml 
University of Otago http://www.otago.ac.nz/ 
Hong Kong  
City University of Hong Kong http://www.cityu.edu.hk/ 
Hong Kong Baptist University http://www.hkbu.edu.hk/ 
Hong Kong University of Science and 
Technology 
http://www.ust.hk/ 
Lingnan University http://www.ln.edu.hk/ 
The Chinese University of Hong Kong http://www.cuhk.hk/ 
The Hong Kong Polytechnic University http://www.polyu.edu.hk/ 
The Open University of Hong Kong http://www.ouhk.edu.hk/ 
The University of Hong Kong http://www.hku.hk/ 
Singapore 
Nanyang Technological University http://www.ntu.edu.sg/index_lo.ht
m 
National University of Singapore http://www.nus.edu.sg/ 
Singapore Management University http://www.smu.edu.sg/ 
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Appendix III-4 
EC/EB Programs offered by universities in Australia, New Zealand, Hong Kong 
and Singapore in 2000. 
 
Legends: 
 (A)  Undergraduate degree with EC / EB major concentration 
(B)  EC as a joint under-graduate degree with other disciplines 
(C)  Bachelor of EC /EB 
(D)  Graduate Certificate / Diploma in EC /EB 
(E)  Master degree with EC/ EB as a specialisation 
(F)  Master of EC / EB 
(G)  EC as a joint masters degree with other disciplines 
 
 
Name of University 
 
Dept/School/Faculty (A) (B) (C) (D) (E) (F) (G) 
Australia 
Bond University School of Law       √ 
Bond University  School of Business   √   √ √ 
Central Queensland University Faculty of Informatics and 
Communication 
  √ √  √  
Charles Sturt University Faculty of Commerce √   √    
Curtin University of Technology School of Information Systems 
 
√   √ √ √  
Deakin University School of Management Information 
Systems 
√   √  √  
Edith Cowan University School of Management Information 
Systems 
√   √  √  
La Trobe University School of Business   √ √    
Monash University School of Business and Electronic 
Commerce 
 √  √    
Monash University School of Electronic Commerce   √     
Murdoch University Department of Commerce √   √  √  
RMIT University Faculty of Business    √  √  
Southern Cross University School of Multimedia and Information 
Technology 
√    √   
Swinburne University of Technology School of Business    √   √ 
The University Of New England Faculty of Economics Business & Law 
Faculty of the Sciences 
   √    
The University of Queensland Department of Commerce   √  √   
The University of Western Australia Department of Information Management 
and Marketing 
√    √   
University of South Australia School of Accounting and Information 
Systems 
   √ √   
University of Tasmania School of Information Systems √       
University of Wollongong Faculty of Commerce √       
University of Wollongong School of IT and Computer Science √       
Victoria University  School of Information Systems √       
New Zealand 
Auckland University of Technology Business Faculty √       
The University of Waikato Department of Management Systems   √     
Victoria University of Wellington School of Communications and 
Information Management 
√       
Hong Kong 
City University of Hong Kong Faculty of Business Administration     √   
City University of Hong Kong Faculty of Engineering     √   
Hong Kong University of Science and 
Technology 
Department of Information and Systems 
Management 
    √   
The Chinese University of Hong Faculty of Business Administration     √   
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Name of University 
 
Dept/School/Faculty (A) (B) (C) (D) (E) (F) (G) 
Kong 
The Chinese University of Hong 
Kong 
Faculty of Engineering     √   
The Hong Kong Polytechnic 
University 
Department of Computing      √  
The Open University of Hong Kong School of Business and Administration   √     
The University of Hong Kong Faculty of Engineering     √   
Singapore 
National University of Singapore Business School  
School of Computing 
√    √   
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Appendix III-5  
Different types of courses/programs related to EC /EB offered by universities in 
Australia, New Zealand Hong Kong and Singapore in 2000.  
 
 
Appendix III-5A Undergraduate degree with EC/EB major concentration 
 
Name of University 
 
Faculty 
/School/Department 
Name of Degree 
Auckland University of 
Technology 
http://www.aut.ac.nz/external
.shtml 
Business Faculty 
http://www.aut.ac.nz/faculties/bus
iness/ 
Bachelor of Business (EB) 
http://www.aut.ac.nz/faculties/business/programmes
/bachelor_of_business/index.shtml 
Charles Sturt University 
http://www.csu.edu.au/ 
Faculty of Commerce 
http://www.csu.edu.au/faculty/co
mmerce/ 
Bachelor of Business (Specialisation EC) 
http://wwwdb.csu.edu.au/division/marketing/courses
/undergrad/ug-
comm/bbcbus/bbcbuscou.htm#ecomm 
 
Curtin University of 
Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Bachelor of Commerce (Electronic Commerce 
Major) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/is/230205.HTM 
Bachelor of Commerce (Banking and Electronic 
Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/ef/234804.HTM 
Bachelor of Commerce (Finance and Electronic 
Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/ef/234811.HTM 
Bachelor of Commerce (Information Systems and 
Electronic Commerce Double Degree) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/is/234809.HTM 
Bachelor of Commerce (Information Technology 
and Electronic Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/is/234810.HTM 
Bachelor of Commerce (International Business and 
Electronic Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/man/234814.HTM 
Bachelor of Commerce (Marketing and Electronic 
Commerce) 
http://www.curtin.edu.au/curtin/handbook2000/cour
ses/mkt/234818.HTM 
 
Deakin University 
http://www.deakin.edu.au/ 
School of Management 
Information Systems 
http://mis.deakin.edu.au/ 
Bachelor of Commerce (Electronic Commerce 
Major sequence) 
http://mis.deakin.edu.au/Course_info/Under_grad/el
ec_comm.htm 
 
Edith Cowan University 
http://www.cowan.edu.au 
School of Management 
Information Systems 
http://www-
business.ecu.edu.au/mis/ 
Bachelor of Business (Major Electronic Commerce)  
http://www-
business.ecu.edu.au/mis/planners/ecomm.htm 
Murdoch University 
http://www.murdoch.edu.au 
Department of Commerce 
http://wwwbusiness.murdoch.edu.
au/commerce/index.htm 
Bachelor of Commerce (Electronic Commerce 
Stream) 
http://wwwbusiness.murdoch.edu.au/commerce/und
ergrad/electcom.html#primary 
 
National University of 
Singapore 
http://www.nus.edu.sg/ 
 
Business School  
http://www.fba.nus.edu.sg/postgr
ad/gsb/ 
School of Computing 
http://www.comp.nus.edu.sg/ 
Bachelor of Business Administration (e-Business) 
http://www.fba.nus.edu.sg/undergrad/BBA.htm 
Southern Cross University 
http://www.scu.edu.au/ 
School of Multimedia and 
Information Technology 
http://www.scu.edu.au/schools/s
mit/ 
Bachelor of Information Technology (Electronic 
Commerce) 
Bachelor of Business (Electronic Commerce) 
(These programs will be offered in 2001). 
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Name of University 
 
Faculty 
/School/Department 
Name of Degree 
 
The University of Western 
Australia 
http://www.uwa.edu.au 
Department of Information 
Management and Marketing 
http://imm.uwa.edu.au 
Bachelor of Commerce (Major in Electronic 
Commerce) 
http://www.imm.ecel.uwa.edu.au/imm/major_in_ele
ctronic_commerce.htm 
 
University of Tasmania 
http://www.utas.edu.au/ 
School of Information Systems 
http://www.infosys.utas.edu.au/ 
Bachelor of Information Systems (Electronic 
Commerce Program) 
http://www.infosys.utas.edu.au/courses/BIS-
EC.html 
 
University of Western 
Sydney (Macarthur) 
http://www.macarthur.uws.ed
u.au/ 
Department of Computing and 
Information Systems 
http://fistserv.macarthur.uws.edu.
au/cis/ 
Bachelor of Business Computing (E-Business) 
University of Western 
Sydney (Macarthur) 
http://www.macarthur.uws.ed
u.au/ 
Department of Computing and 
Information Systems 
http://fistserv.macarthur.uws.edu.
au/cis/ 
 
Faculty of Business 
http://bus.macarthur.uws.edu.au/ 
Bachelor of Commerce (E-Business) 
University of Wollongong 
http://www.uow.edu.au/ 
Faculty of Commerce 
http://www.uow.edu.au/commerc
e/ 
Bachelor of Commerce (Combined specialisations 
with Electronic Commerce) 
Specialisations: Accounting, Business Information 
Systems, Economics, Finance, Marketing and 
Management 
http://www.uow.edu.au/commerce/ecommerce.html 
 
University of Wollongong 
http://www.uow.edu.au/ 
School of IT and Computer 
Science 
http://www.itacs.uow.edu.au/ 
Bachelor of Information and Communication 
Technology 
(Combined Specialisations with Electronic 
Commerce)  
Specialisations: Software Development, Network 
Management, Telecommunications, Business 
Information 
Systemshttp://www.itacs.uow.edu.au/undergrad/iact
/binfotechsch.html 
 
Victoria University  
http://www.vu.edu.au/ 
School of Information Systems 
http://www.business.vu.edu.au/in
form_systems_about_depart.htm 
Bachelor of Business in Electronic Commerce 
Bachelor of Business in Accounting and Electronic 
Commerce  
http://www.vu.edu.au/handbook/fob/2000Bus-
38.pdf 
Victoria University of 
Wellington 
http://www.vuw.ac.nz/index.s
html 
School of Communications and 
Information Management 
http://www.scim.vuw.ac.nz/ 
Bachelor of Commerce and Administration  
(Electronic Commerce and Multimedia) 
http://www.vuw.ac.nz/home/undergraduate/subjects/
elcm.html 
 
 
Appendix III-5B EC/EB and other disciplines as Joint Degree 
 
Name of University Faculty 
/School/Department 
Name of Degree 
 
Monash University 
http://www.monash.edu.au 
Faculty of Business and Electronic 
Commerce 
http://www.buseco.monash.edu.au/
Schools/SOBEC/ 
 
Bachelor of Business and Electronic 
Commerce 
http://www.monash.edu.au/pubs/handbooks/un
dergrad/ug0212.htm 
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Appendix III-5C  Bachelor of EC/EB  
 
Name of University Faculty 
/School/Department  
Names of Degrees 
 
Bond University 
http://www.bond.edu.au 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
 
Bachelor of Electronic Commerce 
http://www.bond.edu.au/bus/degrees/ugpro/
Ug-becom.htm 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Bachelor of Electronic Commerce 
http://handbook.cqu.edu.au/2001pdf/ugprogra
ms.pdf 
La Trobe University 
http://www.latrobe.edu.au/ 
School of Business 
http://www.business.latrobe.edu.au/ 
Bachelor of Electronic Commerce 
http://www.latrobe.edu.au/handbook/wodonga/
courses_aw.htm#P465_21894 
 
Monash University 
http://www.monash.edu.au 
School of Electronic Commerce 
http://www.ecom.monash.edu.au/ov
erview.html 
Bachelor of Electronic Commerce 
http://www.ecom.monash.edu.au/Course/ 
The Open University of Hong 
Kong 
http://www.ouhk.edu.hk 
School of Business and 
Administration 
http://balinux.ouhk.edu.hk/~school/
bec/index1.htm 
Bachelor of Electronic Commerce  
Bachelor of Electronic Commerce (Honours) 
http://balinux.ouhk.edu.hk/~school/bec/overvie
w.htm 
 
The University of Queensland 
http://www.uq.edu.au/ 
Department of Commerce 
http://www.commerce.uq.edu.au/ 
Bachelor of Electronic Commerce 
http://www.commerce.uq.edu.au/ecom/brochur
e.html#brochure 
The University of Waikato 
http://www.waikato.ac.nz/ 
Department of Management 
Systems 
http://www.mngt.waikato.ac.nz/dep
ts/mnss/Home.htm 
Bachelor of Electronic Commerce 
http://www.waikato.ac.nz/slice/degrees/becom
m.shtml 
 
Appendix III-5D Graduate Certificate / Diploma in EC/EB 
 
Name of University 
 
Faculty 
/School/Department  
Name of Grad Certificate / 
Diploma 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Graduate Diploma in Electronic Commerce 
http://handbook.cqu.edu.au/2001pdf/pgprogram
s.pdf 
Charles Sturt University 
http://www.csu.edu.au/ 
Faculty of Commerce 
http://www.csu.edu.au/faculty/com
merce/ 
Graduate Certificate in Electronic Commerce 
http://wwwdb.csu.edu.au/division/marketing/cour
ses/gradcert/gc-comm/egctqm/egctqmcou.htm 
Curtin University of 
Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Graduate Certificate in Electronic Commerce  
http://www.cbs.curtin.edu.au/UNITS/PDFliers/I
S/GCert-El-Comm.pdf 
 
Postgraduate Diploma in Business (Electronic 
Commerce) 
http://www.cbs.curtin.edu.au/UNITS/PDFliers/I
S/Pgd-EC.pdf 
Deakin University 
http://www.deakin.edu.au/ 
School of Management Information 
Systems 
http://mis.deakin.edu.au/ 
Graduate Diploma of Electronic Commerce 
http://www.detc.deakin.edu.au/MECom/graddip
.asp 
 
Graduate Certificate of Electronic Commerce 
http://www.detc.deakin.edu.au/MECom/gradcer
t.asp 
Edith Cowan University 
http://www.cowan.edu.au/ 
School of Management Information 
Systems  
http://www-
business.ecu.edu.au/mis/ 
Graduate/Executive Certificate in Electronic 
Commerce 
http://www-
business.ecu.edu.au/mis/planners/ecertecom.ht
m 
Graduate/Executive Diploma in Business 
(Electronic Commerce) 
La Trobe University 
http://www.latrobe.edu.au/ 
School of Business 
http://www.business.latrobe.edu.au/ 
Graduate Diploma in Electronic Commerce 
http://www.aw.latrobe.edu.au/depart/dbus/gdipe
c.htm 
 
Monash University 
http://www.monash.edu.au 
School of Business and Electronic 
Commerce 
http://www.buseco.monash.edu.au/
Schools/SOBEC/ 
Graduate Certificate in Electronic Commerce 
http://www.monash.edu.au/pubs/1999handbook
s/buseco/be0210.htm 
 
Graduate Diploma in Electronic Commerce 
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http://www.monash.edu.au/pubs/1999handbook
s/distance/de0069.htm 
Murdoch University 
http://www.murdoch.edu.au/ 
Department of Commerce 
http://wwwbusiness.murdoch.edu.a
u/commerce/index.htm 
Postgraduate Certificate in Electronic 
Commerce 
http://wwwbusiness.murdoch.edu.au/commerce/
degree/pcec.htm 
 
Postgraduate Diploma in Electronic Commerce 
http://wwwbusiness.murdoch.edu.au/commerce/
degree/pdec.htm 
The University of New England 
http://www.une.edu.au/ 
Faculty of Economics Business & 
Law http://www.une.edu.au/febl/ 
 
Faculty of the Sciences  
http://www.une.edu.au/sciences/ind
ex.html 
Graduate Certificate in E-Commerce 
http://www.une.edu.au/febl/awards/ecom.htm 
Swinburne University of 
Technology 
http://www.swin.edu.au 
School of Business 
http://www.swin.edu.au/business/ 
Grad Cert of Business (EB and 
Communication) 
http://www.ld.swin.edu.au/ebusiness/html/subje
cts.htm#top 
RMIT University 
http://www.rmit.edu.au 
Faculty of Business 
http://www.bf.rmit.edu.au 
Grad. Certificate in E-Business 
Grad. Diploma in E-Business 
http://www.bf.rmit.edu.au/e-
commerce/html/course_structure.html 
 
University of South Australia 
http://www.unisa.edu.au/ 
School of Accounting and 
Information Systems 
http://business.unisa.edu.au/infosys
/index.htm 
 
Grad Cert and Grad Dip in Business (e-
Business) 
http://business.unisa.edu.au/infosys/courses/ 
 
University of Western Sydney 
(Macarthur) 
http://www.macarthur.uws.edu.
au/ 
Department of Computing and 
Information Systems 
http://fistserv.macarthur.uws.edu.au
/cis/ 
Graduate Diploma in Information Technology 
(E-Business) 
 
 
Appendix III-5E Master degree with EC/EB as specialisations 
 
Name of University Faculty 
/School/Department 
  
Name of Master Degrees 
City University of Hong Kong 
http://www.cityu.edu.hk/ 
Faculty of Business 
http://www.cityu.edu.hk/fb/homepa
ge/index.htm 
Master of Science in Electronic Commerce 
http://www.cityu.edu.hk/fb/homepage/CourseO
fferings.htm 
 
Master of Arts in Electronic Business 
http://www.is.cityu.edu.hk/maeb/rationale.html 
Curtin University of 
Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Master of Commerce - Electronic Commerce 
http://www.cbs.curtin.edu.au/UNITS/PDFliers/
IS/MCom-EC.pdf 
 
Hong Kong University of 
Science and Technology 
http://www.ust.edu.hk/ 
 
Department of Information and 
Systems Management 
http://www.ismt.ust.hk/ 
Master of Science in Information System 
Management (Electronic Commerce 
Concentration) 
http://www.bm.ust.hk/mscis/curriculum.html 
National University of 
Singapore 
http://www.nus.edu.sg/ 
 
Business School  
http://www.fba.nus.edu.sg/postgrad/
gsb/ 
School of Computing 
http://www.comp.nus.edu.sg/ 
 
Master of Science in e-Business 
http://www.fba.nus.edu.sg/postgrad/gsb/eBusin
ess/master_of_science_in_e.htm 
This program will not be offered after 2001. 
Southern Cross University 
http://www.scu.edu.au/ 
School of Multimedia and 
Information Technology 
http://www.scu.edu.au/schools/smit/ 
Master of Information Systems (Electronic 
Commerce Stream) 
This program will be offered in 2001. 
 
The Chinese University of 
Hong Kong 
http://www.cuhk.hk/ 
Faculty of Business Administration 
http://www.cuhk.edu.hk/baf/ 
Master of Science in E-Commerce (Business 
Program) 
http://www.cuhk.edu.hk/msc-programs-in-
ecommerce/business_ecom.htm 
The Chinese University of 
Hong Kong 
http://www.cuhk.hk/ 
Faculty of Engineering 
http://www.erg.cuhk.edu.hk/ 
Master of Science in E-Commerce 
(Technologies Program) 
http://www.cuhk.edu.hk/msc-programs-in-
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ecommerce/engine_ecom.htm 
The Hong Kong Polytechnic 
University 
http://www.polyu.edu.hk/ 
Department of Computing 
http://www.comp.polyu.edu.hk/ 
 
Faculty of Business and 
Information System 
http://www.polyu.edu.hk/fbis/ 
 
MSc in E-Commerce 
MSc in E-Commerce (Executive Stream) 
http://www.comp.polyu.edu.hk/mscec/content.
htm 
 
The University of Hong Kong 
http://www.hku.hk/ 
Faculty of Engineering 
http://engg.hku.hk/ 
Master of Science (Engineering)in Electronic 
Commerce 
http://aajc.hku.hk/ecomprogram.html 
 
The University of Queensland 
http://www.uq.edu.au/ 
Department of Commerce 
http://www.commerce.uq.edu.au/ 
Master of Commerce  
Concentration in Electronic Commerce 
http://www.commerce.uq.edu.au/ecom/master_
of_commerce.htm 
The University of Western 
Australia 
http://www.uwa.edu.au 
 
Department of Information 
Management and Marketing 
http://imm.uwa.edu.au/  
Master of Electronic Marketing and 
Information Management 
http://www.imm.ecel.uwa.edu.au/imm/M_in_E
C.htm 
University of South Australia 
http://www.unisa.edu.au/ 
School of Accounting and 
Information Systems 
http://business.unisa.edu.au/infosys/
index.htm 
Master of Business (e-Business) 
http://business.unisa.edu.au/infosys/courses/mb
ebu.html 
 
 
Appendix III-5F  Master of EC/EB 
 
Name of University Faculty 
/School/Department  
 
Name of Master Degrees 
Bond University 
http://www.bond.edu.au/ 
 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
Master of Electronic Commerce 
http://www.bond.edu.au/bus/degrees/pgpro/pg-
mEcomm.htm 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Master of Electronic Commerce 
http://handbook.cqu.edu.au/2001pdf/pgprogra
ms.pdf 
Curtin University of 
Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Master of Electronic Commerce 
http://www.curtin.edu.au/curtin/handbook2000/
courses/is/296515.HTM 
Deakin University 
http://www.deakin.edu.au/ 
School of Management Information 
Systems 
http://mis.deakin.edu.au/ 
 
Master of Electronic Commerce 
http://www.detc.deakin.edu.au/MECom/mec.as
p 
 
Edith Cowan University 
http://www.cowan.edu.au/ 
School of Management Information 
Systems 
http://www-
business.ecu.edu.au/mis/ 
 
Master in Electronic Commerce (will change to 
Master of E-Business in 2001) 
http://www-
business.ecu.edu.au/mis/planners/MEC.htm 
Murdoch University 
http://www.murdoch.edu.au/ 
Department of Commerce 
http:// 
wwwbusiness.murdoch.edu.au/com
merce/index.htm 
Master of Electronic Commerce 
http://wwwbusiness.murdoch.edu.au/commerce
/degree/mec.htm 
 
RMIT University 
http://www.rmit.edu.au/ 
Faculty of Business 
http://www.bf.rmit.edu.au/ 
Master of E-Business 
Master of E-Business (Research) 
http://www.bf.rmit.edu.au/e-
commerce/html/course_structure.html 
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Appendix III-5G  EC as a joint masters degree with other disciplines 
 
Name of University Faculty 
/School/Department  
Name of Master Degrees 
(Joint ) 
 
Bond University 
http://www.bond.edu.au/ 
School of Law 
http://www.bond.edu.au/law/ 
Master of Electronic Commerce and Master of
Laws  
Master of Electronic Commerce and Master of
Jurisprudence  
Master of Electronic Commerce and Master of
Business Law 
http://www.bond.edu.au/law/degrees/pg/Combin
ed.htm 
 
Bond University 
http://www.bond.edu.au/ 
School of Business 
http://www.bond.edu.au/bus/index.htm
MBA/Master of Electronic Commerce 
MIT/ Master of Electronic Commerce 
Master of Finance / Master of Electronic
Commerce 
Master of Accounting / Master of Electronic
Commerce 
http://www.bond.edu.au/bus/degrees/pgpro/pg-
mEcomm.htm 
 
Swinburne University o
Technology 
http://www.swin.edu.au 
School of Business 
http://www.swin.edu.au/business/ 
Master in EB and Communication 
http://www.ld.swin.edu.au/ebusiness/html/outline
tm 
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Appendix III-6   
EC/EB offered as single subjects in 2000 
 
 
Name of University Faculty/School/Depart
ment 
Name of Subject 
 
Massey University 
http://www.massey.ac.nz/ 
Graduate School of Business 
http://ied.massey.ac.nz/mba.html 
115.760 Electronic Commerce 
http://www.massey.ac.nz/~DViehlan/115760.ht
ml 
 
157.754 Electronic Commerce Systems 
http://www.massey.ac.nz/~DViehlan/157754.ht
ml 
 
The University of Melbourne 
http://www.unimelb.edu.au/ 
Department of Information Systems 
http://www.dis.unimelb.edu.au/ 
615655 Electronic Commerce 
http://www.dis.unimelb.edu.au/courses/subjects/
pghandbook/615-655.htm 
 
University of Canberra 
http://www.canberra.edu.au/ 
Division of Management and 
Technology  
http://www.canberra.edu.au/uc/faculti
es/div_man_tech.html 
 
005456 Electronic Commerce: Technical Issues 
005457 Electronic Commerce: Business Issues  
 
University of Notre Dame 
Australia 
http://www.nd.edu.au/ 
 
College of Business 
http://www.nd.edu.au/colleges_depart
ments/business/ 
CO225  Electronic Commerce 
http://www.nd.edu.au/colleges_departments/bus
iness/units/ 
University of Southern 
Queensland 
http://www.usq.edu.au/ 
Faulty of Commerce 
http://www.usq.edu.au/faculty/comm
erce/ 
51170 Introduction To Electronic Commerce 
http://www.usq.edu.au/unit/synopsis/51170.htm 
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Appendix III-7 
Subjects which may be studied as elective or core for an undergraduate EC/EB 
degree in 2000. 
 
Infrastructure 
 
Commerce and WWW Applications Data Communication  Developing Electronic Commerce 
Systems 
Electronic and Desktop Publishing Electronic Commerce applications Electronic Commerce 
Fundamental 
Electronic Commerce Laboratory Electronic Commerce Systems Electronic Commerce 
Technologies 
Electronic Document Design  Electronic Meeting System  Fundamentals of Computing and 
Electronic Commerce 
Future Direction   Information Technology  Infrastructure for electronic 
commerce 
Innovation and Electronic Commerce Instruction to business on the Internet Internet Function and Facilities
  
Introduction to Electronic Commerce Introduction to the Internet  Java Programming and the 
Internet 
Multimedia and Internet  Security Control   Supra-organisational Systems  
Technology Infrastructure Management Web Site Design and Management Electronic Solutions 
 
Services 
 
Business Applications Business On-line Commercial Aspects of 
Electronic Commerce 
Decision Support Electronic Commerce and Marketing Electronic Commerce and the 
Economics of Information Electronic  
Commerce  Business Interfaces Electronic Marketing  
Electronic Trading Global Electronic Finance Information Systems ad Electronic 
Commerce Strategy Internet Commerce Inter-organisational systems Management and Electronic Business
  
Marketing on the Commercial Internet Marketing on the Internet Network applications and Electronic 
Commerce 
Supply Chain management Trading Systems 
 
Legal 
 
Commerce Law   Electronic Commerce and Law  Cyber Law   
Management and Legal Implications of Electronic Commerce 
Legal Foundations of Electronic Commerce 
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Appendix III-8  
Subjects which may be studied as elective or core for a masters degree in EC/EB 
in 2000. 
 
Infrastructure 
Advanced Electronic Business Application Development  Analysis and Design of Electronic Business 
Systems 
Business Focused E-commerce and Managing E-commerce Systems Development 
Contemporary topics in Electronic Business   Cryptography, Information Security and E-
Commerce 
EB Software and Technology     E-Business Strategy 
E-Commerce Data Mining Techniques    Electronic Business Resources 
  
Foundations of Electronic Business Systems   Fundamentals of E-Commerce 
Technologies 
Fundamentals of Electronic Commerce    Information Systems and E-commerce 
Strategy 
Infrastructure and security management for electronic commerce Internet and Computer Communications 
Internet and the World Wide Web    Internet Communications Campaigns 
Internet for Business     Internet Programming 
Issues in E-Business     Java and information technology for 
executives 
Network and Web Programming    Open Systems for E-Commerce 
Web Advertising and Web Publishing    Web-publishing: design and creation 
 
Service 
 
Business transformation and process re-engineering  Business-to-business Electronic Commerce 
Customer Focused E-commerce    Cyber Marketing and Customer 
Relationship Management 
E-Business Fulfilment     E-Business Supply Chains 
E-Business Planing and Implementation   Economics of Electronic Commerce 
E-Financing      Electronic Business Strategies and 
Management 
Electronic commerce on the Internet    Electronic Payment Systems 
E-Marketing      Information Technology Based 
Organization Transformation 
Internet and Computer Communications   Internet and Electronic Commerce 
Marketing 
Internet Computing for Managers    Internet Marketing 
Logistics Management     Online Marketing 
Supply Chain Management      
 
The Electronic Business Regulatory Environment: An executive perspective 
Underlying Technologies for E-Commerce - A managerial perspective  Web Design and Management 
 
Legal 
 
E-Business Law    Legal Aspects of Electronic Commerce 
E-Commerce Law   Legal aspects of information technology and electronic commerce 
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Appendix III-9  
Survey Form for PACIS 2000 Teaching Electronic Commerce Workshop 
 
 
PACIS 2000 
Teaching Electronic Commerce Workshop 
The fastest growing, and one of the most rapidly changing, instructional areas in 
Information Systems is Electronic Commerce. A cursory examination of requests for 
assistance posted on ISWorld - textbooks used in courses, case studies to recommend, 
project guidelines to use - shows that academics from around the world are struggling 
with the demands inherent in teaching this complex area. The purpose of this survey 
is to share experience on teaching E-Commerce and supervising E-Commerce project 
in Asia Pacific Region. Should you spend a few minutes in filling in this survey 
form, your inputs will offer invaluable guidance to current or prospective lecturers 
teaching E-Commerce subjects, and will also create an opportunity for lecturers who are teaching E-
Commerce courses to network together. Should you require any further information, please do not 
hesitate to contact Prof. Paula Swatman, Panel Chair of Teaching E-Commerce Workshop, 
PACIS2000 or Elsie Chan.  
 
Title: 
Prof.
First Name: Surname:  
 
E-mail address:  
 
Name of your University:  
 
Name of Department/School/Faculty offering E-Commerce:  
E-Commerce subjects that you teach:  
 
Subject Code 1 Subject Name 1
 
Subject Code 2 (if  any) Subject Name 2 (if  any)
 
Subject Code 3 (if  any) Subject Name 3 (if  any)
 
 
Ways and techniques of delivering lectures and workshop (e.g. case study, inviting guest speaker, 
group projects) 
 
 
Reference books used in your teaching: 
 
Experience on teaching E-Commerce or supervising E-Commerce graduates / projects that you want to share with 
other academics: 
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Is your university undertaking any E-Commerce research project or running any E-Commerce 
research centers / groups/ units? If yes, please provide the detail and the URL. 
 
Your inputs will be summarized and reported in the Teaching Electronic Commerce Workshop.  
 
Do you agree to acknowledgement of your name in the workshop? nmlkji Yes  nmlkj No.  
 
Do you agree to our posting your above inputs on the web page after the PACIS2000 conference?  
nmlkji Yes nmlkj No.  
 
Thank you for your time in completing the questionnaire. 
Your support to the workshop is very much appreciated. 
 
Reset
   
Submit
 
created on: 5 March 2000 
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Appendix III-10 
Textbooks / references for teaching Electronic Commerce before February 2001 
 
 
 
 
Titles Authors/Publishers 
2001 
Electronic Commerce  Perry J. T., Schneider G.P., Course Technology, 
2nd ed. 
e-Business and e-Commerce How to Program  Nieto T. R., Deitel H. M. and Deitel P. J., Prentice 
Hall. 
2000 
 e-Business 2.0: Roadmap for Success  Ravi K., Robinson M., Addison-Wesley. 
Developing E-Business Systems and Architectures: A 
Manager's Guide  
Harmon P., Rosen M., Guttman M., Morgan 
Kaufmann Publishers. 
E-Commerce and V-Business: Business Models for Global 
Success  
Barnes S. and Hunt B., Butterworth-Heinemann. 
Doing eBusiness: Thriving in an Electronic Marketplace  Taylor D. and Terhune A.D., John Wiley & Sons. 
e-Business Essentials  Derfler F. J., PC Magazine. 
e-Commerce: Strategy, Technologies and Applications  Whitely, D., McGraw-Hill, London. 
Global Electronic Commerce: Theory and Cases Studies  Westland C. and Clark T.H.K., MIT Press 
Internet Commerce Development  Standing C., Artech House Publishers. 
Internet Commerce: Digital Models for Business Lawrence E., Corbitt B., Lawrence J. and Tidwell 
A., John Wiley and Sons, 2nd edition. 
Electronic Commerce: The Strategic Perspective Watson R. T. (Editor), Berthon P., Pitt L. F., 
Zinkhan G. M., Harcourt College Publishers.      
Success@e-business: Profitable Internet Business and 
Commerce  
Morath, P., McGraw-Hill, London. 
1999 
Core Java 2  Horstmann C. S. and Cornell G., Prentice Hall. 
Cases in Electronic Commerce  Sidney Laurence Huff, Michael Wade, Michael 
Parent, sc Schneberger, McGraw-Hill Higher 
Education 
Electronic Commerce  Schneider G. and. Perry J.T, Course Technology. 
E-Commerce: A Managerial Perspective  Turban E., Lee J., King D. and Chung H.M., 
Prentice-Hall. 
Doing Business on the Internet: Opportunities and Pitfalls  Sudweeks F. and Romm C., Springer Verlag, 
London. 
Electronic Commerce: Security, Risk Management and 
Control  
Greenstein M. and Feinman T.M. McGraw-Hill 
Higher Ed. 
e-Business: Roadmap for Success  Kalakota R. and Robinson M., Addison-Wesley, 
Information Technology Series. 
e-shock The Electronic Shopping Revolution: Strategies for 
Retailers and Manufacturers 
De Kare-Silver M., AMACOM. 
 
Creating Web Pages with HTML  Carey P., Course Technology: Cambridge, MA. 
1998 
Doing Business Electronically: A Global Perspective of 
Electronic Commerce  
Edited by Romm C. T. and Sudweeks F., Springer 
Verlag, London. 
Web Commerce: Building a Digital Business  Maddox K. with Blankenhorn D., John Wiley and 
Sons, New York. 
Electronic Commerce: Technical, Business, and Legal Issues  Adam N.R., Dogramaci O., Gangopadhyay A., 
Yesha Y. Prentice-Hall, New Jersey. 
Leveraging the New Infrastructure How Market Leaders 
Capitalize on Information Technology  
Weil P. and Broadbent M., Harvard Business 
School Press. 
Unleashing the Killer App: Digital Strategies for Market 
Dominance  
Downes L., Mui C., Negroponte N., Boston, Mass.: 
Harvard Business School Press. 
Planning and Designing Effective Web Sites  Conger S. A. and Mason R. O. , Course 
Technology, Boston. 
E-Commerce Security: Weak Links, Best Defenses  Ghosh  A.K., John Wiley & Sons. 
Designing Systems for Internet Commerce  Treese G. W., Stewart L.C., Addison-Wesley. 
Trading Systems and Electronic Commerce  Johnston R. B., Eruditions Publishing, Melbourne. 
Internet Commerce:  Digital Models for Business  Lawrence E., Corbett B., Tidwell A., Fisher J., 
Lawrence J., John Wiley & Sons, Brisbane, 1st 
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Titles Authors/Publishers 
edition. 
The Search for Digital Excellence 
 
Ware J. P., Gebauer J., Hartman A. and Roldan M., 
McGraw-Hill/ Commerce net Press. 
1997 
Opening Digital Markets: Battle Plans and Business 
Strategies for Internet Commerce  
Mougayar W., McGraw-Hill. 
Electronic Commerce: 
On-line ordering and digital money  
Loshin P. and Murphy P, Charles River Media Inc, 
Massachusetts, 2nd Edition. 
Web Commerce Technology Handbook  Minoli D. and Minoli E., McGraw-Hill. 
The Economics of Electronic Commerce  Whinston A., Stahl D. O. and Choi S. Y., 
MacMillan Technical Publishing, Indianapolis. 
Understanding Electronic Commerce (Strategic Technology 
Series) 
Kosiur D., Microsoft Press. 
Metamorposis: A Guide to the World Wide Web and 
Electronic Commerce: Version 2.0  
McKeown P.G. and Watson R.T., John Wiley & 
Sons, New York. 
1996 
Electronic Commerce, A Manager's Guide Kalakota R. and Whinston A.B., Addison-Wesley, 
USA. 
Readings in Electronic Commerce  Ed. by Kolakota, R. and Whinston, A.B., Addison-
Wesley, USA. 
Frontier of Electronic Commerce  Kolakota, R. and Whinston, A.B., Addison-Wesley, 
USA. 
1995 
The Whole Internet: User's Guide and Catalog Krol E., Klopfenstein B. C. and O'Reilly, 
Wadsworth Pub. Co.          
1994 
The Internet Navigator 1994 Glister P., John Wiley & Sons Inc, New York, 2nd 
edition. 
1993 
Electronic Data Interchange: A Management View Leyland V., Prentice Hall, New York. 
1992 
Zen and the Art of the Internet Kehoe B.P., Prentice Hall. 
1991 
Electronic Data Interchange  Kimberly P., McGraw Hill, New York. 
The law of electronic commerce: EDI, FAX, and E-mail: 
technology, proof, and liability 
Wright B., Little, Brown, Boston. 
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Appendix  III-11 
Electronic commerce resource web sites in 2000. 
Note: this is only for reference, some of these web sites are no longer exist. 
 
• ISWorld Net's Electronic Commerce Course Page - ISWorld Net is a network to 
provide information to all Information Systems researchers.  
http://www.magal.com/iswn/ecourse/ 
 
• Collaborative Electronic Commerce Technology and Research, (CollECTeR), which 
is a federation of over 20 universities research centres around the world and driven 
from Australia. 
http://www.collecter.org/ 
 
• Roger Clarke's Electronic Commerce Web Page 
http://www.anu.edu.au/people/Roger.Clarke/EC/ 
 
• Western Australian Electronic Commerce Centre 
http://www.ecommercecentre.online.wa.gov.au/main/index.htm 
 
• Attorney-General's Department, Security Law and Justice Branch, Australia 
Government, e-Commerce home page - Australia's legal framework for Electronic 
Commerce 
http://www.law.gov.au/publications/ecommerce/ 
 
• AACSB resource site on e-business and e-commerce programs in management 
education in the United States. 
http://www.aacsb.edu/e-business/index.html 
 
• The Society for Electronic Commerce and Rights Management 
http://www.ecarm.org/links/ecommerce.html 
 
• The E-Commerce Times is a free online publication, with daily news and feature 
articles for entrepreneurs and companies doing business on the Internet. 
   http://www.ecommercetimes.com/ 
 
• Network Electronic Commerce and Electronic Markets by @brint.com: The BizTech 
http://www.brint.com/Elecomm.htm 
 
• Northern Light Electronic Commerce Special Edition 
http://special.northernlight.com/ecommerce/ 
 
• Yahoo! Electronic Commerce 
http://dir.yahoo.com/Business_and_Economy/Electronic_Commerce/ 
 
• Elsie Chan's Electronic Commerce Web Site 
http://www.deakin.edu.au/~elsie 
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Appendix  III-12 
Electronic commerce journals in 2000. 
Note: this is only for reference, some of these web sites are no longer exist. 
 
• International Journal of Electronic Commerce  
- a refereed quarterly devoted to advancing the understanding and practice of 
electronic commerce. It serves the needs of researchers as well as 
practitioners and executives involved in electronic commerce. The Journal 
aims to offer an integrated view of the field by presenting approaches of 
multiple disciplines.  
http://www.gvsu.edu/ssb/ijec/ 
 
• Journal of Electronic Commerce Research  
- an interdisciplinary, refereed management journal dedicated to advance theory, 
research, and practice in Electronic Commerce. 
http://www.csulb.edu/web/journals/jecr/ 
 
• Quarterly Electronic Commerce Journal  
- published quarterly, aimed at scholars, scientists and information laypersons. 
http://www.qjec.org/ 
 
• Electronic Markets  
- a quarterly journal edited at the University of St. Gallen, Switzerland.  
http://www.electronicmarkets.org/ 
 
• e-Service Journal  
- combines both private sector and public sector perspectives regarding electronic 
services and thus bridges e-Business and e-Government. 
http://www.e-sj.org/  
 
• Journal of Organizational Computing and Electronic Commerce 
- the focus is on electronic commerce, both in the global economy and with and 
across organizational divisions. Topics include coordination technology, digital 
libraries, distributed computing, EDI, electronic payment systems, information 
economics, organizational communications, and software agents. 
http://www.erlbaum.com/Journals/journals/JOCE/joce.htm 
 
• Internet Research 
- examines the social, ethical, economic and political implications which arises from 
mass public access to a wealth of information. 
http://www.mcb.co.uk/intr.htm 
 
• Journal of Interactive Marketing 
- seeks original research in interactive marketing.  
http://www.interscience.wiley.com/jpages/1094-9968/ 
 
• E*Journal 
- articles on all areas of web based commerce.  
http://www.ecarm.org/journal/ 
 
• Journal of Internet Banking and Commerce 
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- this free online Journal is a way to keep in touch, to share information, and to 
establish business contacts in the area of electronic commerce and banking on the 
Internet.   
http://www.arraydev.com/commerce/jibc/ 
 
• Journal of Internet Purchasing 
- this free online interactive journal is a way to keep in touch, to share information, 
and to establish business contacts (networking) for worldwide purchasing 
professionals who specialize in electronic commerce solutions.  
http://www.arraydev.com/commerce/jip/ 
 
 
Special issues on Electronic Commerce 
 
• Journal of Computer-Mediated Communication: Special Issue on Electronic 
Commerce 
December 1995 Vol. 1, No. 3,  
http://www.ascusc.org/jcmc/vol1/issue3/vol1no3.html 
 
• Global Issues Electronic Journal: Electronic Commerce  
October 1997 Vol. 2, No. 4 
http://www.usinfo.state.gov/journals/itgic/1097/ijge/ijge1097.htm 
 
• The Australian Journal of Information Systems 
Special Edition 1998 - Electronic Commerce 
http://www.uow.edu.au/ajis/spec1p1.html 
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Appendix  III-13 
Survey 3 Form 
 
 
E-Commerce / E-Business Programs in Higher Education 
This survey is part of a PhD project undertaken by Mrs. Elsie Chan. Your input would be 
tremendously helpful to my project and will benefit the development of Electronic 
Commerce/Electronic Business curricula more generally throughout the Asia-Pacific region. 
All information collected will be treated as confidential and will be only used for academic 
purposes. If you have any queries or you require any further information, please do not 
hesitate to contact me, elsie.chan@deakin.edu.au (phone number +614 25 75 8104). Thank 
you very much for your time and kind support. 
 
If your institution has more than one E-Commerce/E-Business program, could you please fill 
in a separate questionnaire for each program (degree). 
 A. Background Information  
Title:  Prof. / Asso. Prof. /  Dr. /  Mr. / Ms.           First Name: ___________ Surname: 
____________________  
Email address: _____________________ 
The name of your University: ______________________________________    
The name of Department/ School/Faculty offering E-Commerce / E-Business Program:  
The name of the Program:  
 
_____________________________________________________ 
e.g. Bachelor of Commerce (Electronic Commerce Concentration) 
URL of the description of the above Program (if any):  http://__________________________       
                                    
 
B. Program Structure   
Q01: Delivery Mode: (Please choose an option by a tick) 
(  ) Face-to-face      (  ) Distance Education       (  )On-line      (  )More than one     
(  ) Others. _______________________ 
Q02: When was this program first offered?        Month: ____  Year: _____  
Q03: How many students are enrolled in the current semester? ______ 
Q04: Program Duration:      Full time study: ____ months.        Part time study: _____ months. 
Q05: Are overseas students paying different scale of school fees from local students? 
     (   )Yes.    (  )No.     (  )Not sure. 
Q06: Does this program provide scholarships or HECS exemption for students? 
 (    ) Yes,  students may apply for   (    )HECS exemption (    )Scholarship  (    )Both      
 (    ) No.   
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 (    )Not sure. 
Q07: Program objectives: (please select one of the following) 
 (    )  The objectives of the program are included in the above mentioned URL. 
(    ) If the program objectives are not included in the above mentioned web page, please 
provide information on program objectives in the following space.  
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
____________________________ 
Q08: Core subjects: (please select one of the following) 
 (    ) The core subjects of the Program are included in the above mentioned URL. 
 (    ) If the core subjects are not included in the above mentioned web page, please fill in the 
following: 
  Subject code                               Subject Name No. of credits in the Program  
  ________                       _______________             _______ 
  
  ________                       _______________           _______ 
 
  ________                       _______________             _______ 
   
  ________                       _______________              _______ 
   
  ________                       _______________               _______ 
   
  ________                       _______________              _______ 
        
Q09:Elective subjects: (please select one of the following)  
 (     ) The elective subjects of the Program are included in the above mentioned URL.  
(     ) If the elective subjects are not included in the above mentioned web page, please fill in 
the following: 
 Subject code                                Subject Name  No. of credits in the Program  
  ________                       _______________               _______   
  ________                       _______________              _______ 
  ________                       _______________              _______   
  ________                       _______________             _______  
  
  ________                       _______________              _______  
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Q10. Do your course (subject) outlines on the web site accurately reflect the real teaching 
materials?   
   (    ) Yes.    (    ) No.    (      )Not sure. 
For Questions 11-18, please roughly indicate the frequency of the methods used in 
conducting the program. Please circle the number. 
1  Used for all subjects. 
2  Used for most subjects. 
3.  Used for many subjects. 
4.  Used for some subjects. 
5.  Never used. 
6.  I don't know. Subjects have not been taught. 
Q11.  Lecture.          1  2  3  4  5  6 
Q12.  Discussion in tutorial session.                   1  2  3  4  5  6 
Q13.  Guest speaker.                      1  2  3  4  5  6 
Q14.  Workshop/Seminar.        1  2  3  4  5  6 
Q15.  Industrial visit.         1  2  3  4  5  6 
Q16.  "hands-on" exercises in E-Commerce/E-Business applications software.           
          1  2  3  4  5  6 
Q17.   Experience on / have access to E-Commerce/E-Business systems.        1  2  3  4  5  6 
Q18.   Student group projects.                    1  2  3  4  5  6 
 
C. Program Resources  
For Questions 19-26, please indicate whether each of the following is readily 
accessible to lecturers. Please circle the number. 
1.  Readily available. 
2.  Generally available. 
3.  Sometimes available. 
4.  Rarely available. 
5.  Not available. 
6.  I don't know. Subjects have not been taught.  
Q19.   Text books.                    1  2  3  4  5  6 
Q20.   Reference/Readings.                   1  2  3  4  5  6 
Q21.   Applications software package for hands-on exercise.              1  2  3  4  5  6 
Q22.   Relevant case studies.                  1  2  3  4  5  6 
Q23.  Inviting guest speakers.                 1  2  3  4  5  6 
Q24.  Organising industrial visits.                   1  2  3  4  5  6 
Q25.   Academic staff expertise.                 1  2  3  4  5  6    
Q26.   Set projects for students to perform.                1  2  3  4  5  6 
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D. Relationship between the program and students' achievement of skills  
Questions 27-41 relate to how satisfied you were with the program’s ability to 
provide the following skills to the students in your university. Please circle the 
number.   
1. Strongly satisfied. 
2. Very satisfied. 
3. Satisfied. 
4. Dissatisfied.         
5.  Strongly dissatisfied.             
6.  I don't know.    
 
Q27. A broad background of E-Commerce/ E-Business models/concepts.            1  2  3  4  5  6 
Q28.  Capacity to use a variety of web programming languages in developing E-Commerce/E-
Business systems.                     1  2  3  4  5  6 
Q29.  Capacity to develop an E-Commerce/ E-Business systems and solutions.          1  2  3  4  5  6 
Q30.  Capacity to analyse companies establishing an E-Commerce/E-Business system.          
           1  2  3  4  5  6 
Q31.  Capacity to understand E-Commerce/E-Business legal aspects.              1  2  3  4  5  6 
Q32.  Marketing Skills applied to E-Commerce/E-Business companies.         1  2  3  4  5  6 
Q33. Management and Strategic Planning Skills.                1  2  3  4  5  6 
Q34.  General business knowledge.                 1  2  3  4  5  6 
Q35.  Understanding of Business ethics.                  1  2  3  4  5  6 
Q36.  Writing skills for communication purposes.                1  2  3  4  5  6 
Q37.  Speaking skills for communication purpose.                 1  2  3  4  5  6 
Q38.  Capacity to learn new skills and procedures.                 1  2  3  4  5  6 
Q39.  Capacity for cooperation and teamwork.                 1  2  3  4  5  6 
Q40.  Ability to make decisions and solve problems.                1  2  3  4  5  6 
Q41.  Ability to apply knowledge to the workforce.                1  2  3  4  5  6 
 
E. Other issues  
Q42. Do you believe that the staff members teaching into subjects within this program are 
aware of what is happening in other subjects in this Program?  
            (     ) Yes.    (  ) No.        (     ) I don’t know. 
Q43. Are other departments/schools in your university offering similar E-Commerce/E-Business 
subjects/programs?  
            (     ) Yes.    (    )No.      (      ) I don’t know.   
Q44.  What is the major driving force for this Program?   
(      )  External competitive pressure from other universities  
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(      ) Pressure from the industry  
(      ) Internal pressure within universities  
(      ) Others, please State:   
 
_____________________________________________________________ 
Q45. Does your Program have an industry advisory committee?  
           (      ) Yes.    (       )No.           (       ) Not sure.  
Q46.  How frequently do you expect to update course/program content and / or structure? 
 (      ) every 6 months          (      ) every 12 months          (       ) every 18 months       
 (      ) every 24 months     (     ) others, please state: ____________ 
Q47.  How do you plan to acquire the necessary staff to teach this Program?  
            __________________________________________________________________________ 
 ___________________________________________________________________________ 
 
 
For Questions 48-54, please select a number where 1 indicates strongly agree, 5 
indicates strongly disagree; 6 indicates do not know. Please circle the number.    
Q48. The existence of the E-Commerce/E-Business program in your university is consistent 
with your university’s mission.         
        1  2  3  4  5  6 
Q49. Each of the subjects in the program is consistent with the Program’s defined structure. 
          
        1  2  3  4  5  6 
Q50. Do the subjects offered cover the full breadth of the program as it was originally 
envisaged?          
        1  2  3  4  5  6 
Q51. Do the subjects offered provide sufficient depth to match the program’s original 
intention?         
        1  2  3  4  5  6 
Q52. Are you, yourself, satisfied with the program structure in your university?    
         1  2  3  4  5  6 
   
Q53.   Have you received any feedback from your students on this program that you would like 
to share with me?    
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________ 
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Q54.  Any other experience / comments on the E-Commerce/E-Business program.   
 
____________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________ 
Q.55.  Do you want to have a copy of the analysed data?  (   )Yes   (     )No 
 
Thank you very much for your valuable time! Your co-operation is much 
appreciated. 
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Appendix III-14 
Detailed findings from Survey 3 
 
 
Appendix III-14A  
Number of different type of degree programs  
 
Bachelor of Electronic Commerce 6 
Bachelor of Commerce(Electronic Commerce) 7 
Bachelor of IS (EC) 1 
Bachelor of IT(EC) 2 
Bachelor of IT(EB) 1 
Bachelor of Law/Bachelor of EC 1 
Bachelors degree 
Bachelor of Business Computing (EB) 1 
Master of Electronic Commerce      2 
Master of EB 2 
Master of Business (EB) 2 
Master of Commerce (EC) 1 
Master of Arts (EB) 1 
Master of Science (EC) 4 
Masters degree 
Master of Science (EB) 1 
Total 32 
 
Appendix III-14B 
 
Number and percentage of teaching units offering EC/EB degree programs 
Name of Teaching Units Number % 
School of Information Systems,  
School of Management  Information Systems,  
School or Faculty of Information Technology   
12 37.50% 
School of Management or Management related 3 9.38% 
School of Law 1 3.13% 
School of Electronic Commerce 1 3.13% 
Faculty and School of Business or Business related 6 18.75% 
Faculty of Engineering , School of Computing 4 12.50% 
Faculty of Economics and Commerce 
Faculty of Commerce 4 12.50% 
Faulty of Information and Communications 1 3.13% 
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Appendix III-14C 
Percentage of delivery EC degree programs 
 
Face-to-face
38%More than one 
mode 
53%
Distance 
Education
3%On-line
6%
 
 
Appendix III-14D 
Number and percentage of the EC/EB programs at Bachelor and Masters level that 
were first offered between 1997 and 2002. 
 
Year 1997 1998 1999 2000 2001 2002 Total 
Number 2 3 5 19 2 1 32 
% 6.25 9.38 15.62 59.38 6.25 3.13 100.00 
 
Appendix III-14E 
Number of students enrolled in EC/EB programs in AP in  2000 - 2001 
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Appendix III-14F 
Summary the responses of payment scheme, scholarship and web sites of EC 
programs 
 
Questions Yes 
 
No 
 
Not sure 
 
17 11 4 Are overseas students paying different scale of school 
fee from local students ? 61% 39% N.A.1 
9 21 2 Does this program provide scholarships or HECS 
exemption for students? 30% 70% N.A. 
22 3 7 Do your course (subject) outlines on the web site 
accurately reflect the real teaching materials? 88% 12% N.A. 
    
 
Appendix III-14G 
Q11  Lecture.           
 Q12  Discussions in tutorial session.       
 Q13  Guest speaker.                         
 Q14  Workshop/Seminar.          
 Q15  Industrial visit.          
 Q16  "hands-on" exercises in EC/EB applications software.           
 Q17   Experience on / have access to EC/EB systems. 
 Q18   Student group projects.     
The following numbers indicated the frequency of the methods used in conducting the program.  
  1  Used for all subjects. 
 2  Used for most subjects. 
  3.  Used for many subjects. 
  4.  Used for some subjects. 
  5.  Never used. 
6. I don't know. Subjects have not been taught. 
 
 
Survey result shows the ways of conducting subjects of the EC /EB programs 
 
 1 2 3 4 5 
Not sure 
or no 
answer
 1 2 3 4 5 
Q11 16 12 2 1 3 0 Q11 47.06% 35.29% 5.88% 2.94% 8.82% 
Q12 14 11 4 1 3 1 Q12 42.42% 33.33% 12.12% 3.03% 9.09% 
Q13 3 4 5 18 2 2 Q13 9.38% 12.5% 15.63% 56.25% 6.25% 
Q14 6 6 5 10 5 2 Q14 18.75% 18.75% 15.63% 31.25% 15.63%
Q15 0 0 3 17 10 4 Q15 - - 10% 56.67% 33.34%
Q16 3 3 8 17 2 1 Q16 9.09% 9.09% 24.24% 51.52% 6.06% 
Q17 2 3 4 19 4 2 Q17 6.25% 9.38% 12.5% 59.38% 12.5% 
Q18 8 10 6 7 0 3 Q18 25.81% 32.26% 19.35% 22.58% - 
 
 
                                                 
1 Percentages were based on total number of respondents. Therefore the results in this column are not 
applicable. 
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Appendix III-14H 
The percentage of the methods used in conducting all subjects in the programs 
 
    
 
 
  
                                                    % of all subjects in the programs 
                   Lecture                47.06%  
                               Discussion    42.42% 
                   Group Project     25.81% 
                   Workshop/Seminar               18.75% 
 
 
Appendix III-14I 
The availability of teaching resources of EC/EB degree programs 
 
Q19   Text books.                     
 Q20   Reference/Readings.                    
 Q21   Applications software package for hands-on exercise.              
 Q22   Relevant case studies.                   
 Q23  Inviting guest speakers.                  
 Q24    Organising industrial visits.                    
 Q25   Academic staff expertise.                  
 Q26   Set projects for students to perform.              
    
The following numbers indicated the resource is readily accessible to lecturers. 
 
  1.  Readily available. 
  2.  Generally available. 
  3.  Sometimes available. 
  4.  Rarely available. 
  5. Not available. 
6. I don't know. Subjects have not been taught.  
 
The availability of teaching resources of EC/EB degree programs 
 
 1 2 3 4 5 
Not 
sure or 
no 
answer
 1 2 3 4 5 
Q19 18 11 5 0 0 0 Q19 52.94% 32.35% 14.71% - - 
Q20 17 15 1 0 0 1 Q20 51.52% 45.46% 3.03% - - 
Q21 5 9 13 5 0 2 Q21 15.63% 28.13% 40.63% 15.63% - 
Q22 7 13 11 3 0 0 Q22 20.59% 38.24% 32.36% 8.82% - 
Q23 6 8 14 4 1 1 Q23 18.18% 24.24% 42.42% 12.12% 3.03%
Q24 2 4 9 11 3 5 Q24 6.90% 13.79% 31.03% 37.93% 10.34%
Q25 9 19 5 1 0 0 Q25 26.47% 55.88% 14.71% 2.94% - 
Q26 5 16 13 0 0 0 Q26 14.71% 47.06% 38.24% - - 
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Appendix III-14J 
The relationship between the percentage of methods used in all subjects with the 
availability of the resources 
    
 
      
 
 
0.00%               Organising industrial visits  6.9% 
 
 
 
          9.09%          Application software package           15.63% 
 
 
 
9.38%          Guest speakers   18.18% 
 
 
 
Appendix III-14K 
How the respondents were satisfied with their programs  
Q27 A broad background of EC/ EB models/concepts.      
Q28  Capacity to use a variety of web programming languages in 
developing EC/EB systems.               
Q29  Capacity to develop an EC/ EB systems and solutions.          
Q30  Capacity to analyse companies establishing an EC/EB system.         
Q31  Capacity to understand EC/EB legal aspects.             
Q32  Marketing Skills applied toEC/EB companies.         
Q33 Management and Strategic Planning Skills.                
Q34  General business knowledge.                 
Q35  Understanding of Business ethics.               
Q36  Writing skills for communication purposes.               
Q37   Speaking skills for communication purpose.                 
Q38   Capacity to learn new skills and procedures.                
Q39   Capacity for cooperation and teamwork.                
Q40   Ability to make decisions and solve problems.                
Q41  Ability to apply knowledge to the workforce.              
    
The following number show  how the respondents were satisfied with the programs. 
1. Strongly satisfied. 
2. Very satisfied. 
3. Satisfied. 
4. Dissatisfied.         
5. Strongly dissatisfied.             
6. I don't know.  
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How the respondents were satisfied with their programs 
 
 1 2 3 4 5 
Not 
sure or 
no 
answer
 1 2 3 4 5 
Q27 16 12 1 0 0 5 Q27 55.17% 41.38% 3.45% - - 
Q28 2 12 11 2 0 7 Q28 7.41% 44.44% 40.74% 7.41% - 
Q29 8 12 9 0 0 5 Q29 27.59% 41.38% 31.03% - - 
Q30 8 15 4 0 0 7 Q30 29.63% 55.56% 14.81% - - 
Q31 4 11 10 1 0 8 Q31 15.38% 42.31% 38.46% 3.85% - 
Q32 7 11 7 1 0 8 Q32 26.92% 42.31% 26.92% 3.85% - 
Q33 8 16 2 0 0 8 Q33 30.77% 61.54% 7.69% - - 
Q34 11 11 6 1 0 5 Q34 37.93% 37.93% 20.69% 3.45% - 
Q35 5 8 12 2 0 7 Q35 18.52% 29.63% 44.44% 7.41% - 
Q36 5 13 8 3 0 5 Q36 17.24% 44.83% 27.59% 10.34% - 
Q37 3 14 8 3 0 6 Q37 10.71% 50.00% 28.57% 10.71% - 
Q38 8 15 6 0 0 5 Q38 27.59% 51.72% 20.69% - - 
Q39 8 19 2 0 0 5 Q39 27.59% 65.52% 6.90% - - 
Q40 6 18 6 0 0 4 Q40 20.00% 60.00% 20.00% - - 
Q41 4 14 10 0 1 5 Q41 13.79% 48.28% 34.48% - 3.45%
 
Appendix III-14L 
The three most satisfied and two most dissatisfied skill items provided by EC 
programs 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
   
 
 
Dissatisfied 
and 
strongly 
dissatisfied
 
     Q27 96.55% Q41 10.71% 
Q39 93.11% Q36 10.34% 
Q33 92.31% Q39 7.41% 
Q30 85.19% Q29 7.41% 
Q40 80.00% Q40 3.85% 
Q38 79.31% Q38 3.85% 
Q34 75.86% Q32 3.45% 
Q32 69.23% Q35 3.45% 
Q29 68.97%   
Q36 62.07%   
Q41 62.07%   
Q37 60.71%   
Q31 57.69%   
Q28 51.85%   
Q35 48.15%    
 
 
Strongly and very 
satisfied 
Background of 
ECEBEC/EB 
models/concepts. 
 
Cooperation and 
teamwork 
 
Management and 
Strategic Planning 
Skills. 
Ability to apply 
knowledge to the 
workforce. 
 
Writing skills for 
communication 
purposes. 
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Appendix III-14M 
Survey results of respondents’ awareness of the program 
 
Q42  Do you believe that the staff members teaching into subjects within this 
program are aware of what is happening in other subjects in this Program? 
Q43  Are other departments/schools in your university offering similar EC/EB 
subjects/programs?  
Q45  Does your Program have an industry advisory committee?  
 
 
Questions Yes No Not sure 
Q42 22 75.86% 
7 
24.14% 
5 
N.A.2 
Q43 10 29.41% 
24 
70.59% 
0 
- 
Q45 18 54.55% 
15 
45.45% 
1 
N.A. 
 
Appendix III-14N 
The driving forces of offering new EC/EB programs 
 
Driving forces 
Number of replies 
External competitive pressure from other universities 14 
Pressure from the industry 16 
Internal pressure within universities 8 
Others 9 
 
Appendix III-14O 
The following responses are how the universities acquire expertise for the programs: 
• engage part-time staff with relevant industry experience to teach on a per 
module basis; 
• through external recruitment and internal development of local expertise; 
• know people and shoulder tap them; 
• explore where to get the best talents worldwide from the United States and 
United Kingdom; 
• through normal human resource advertising through attendance at conference, 
based on our expertise in EC; 
• through attractive salary package; and 
• retrain existing staff. 
 
                                                 
2 Percentages were based on total number of respondents. Therefore the results in this column are not 
applicable. 
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Appendix III-14P 
Results of the response of Questions 48 to 52 
where 1 indicates ‘strongly agree’, 5 indicates ‘strongly disagree’ and 6 indicates ‘do 
not know’.  
Q48 Is the existence of the E-Commerce/E-Business program in your university 
consistent with your university’s mission.        
Q49 Is each of the subjects in the program consistent with the Program’s defined 
structure?           
Q50 Do the subjects offered cover the full breadth of the program as it was 
originally envisaged?          
Q51 Do the subjects offered provide sufficient depth to match the program’s 
original intention?         
Q52 Are you, yourself, satisfied with the program structure in your university?  
  
 
 
 1 2 3 4 5 
Not 
sure or 
no 
answer
 1 2 3 4 5 
Q48 22 11 1 0 0 0 Q48 64.71% 32.35% 2.94% - - 
Q49 17 15 0 0 0 2 Q49 53.13% 46.88% - - - 
Q50 16 14 1 1 0 2 Q50 50.00% 43.75% 3.13% 3.13% - 
Q51 11 18 3 0 0 2 Q51 34.38% 56.25% 9.38% - - 
Q52 11 17 5 0 0 1 Q52 33.33% 51.52% 15.15% - - 
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Appendix III-15 
EC/EB programs follow-up survey in March 2002 
 
 
Dear       
 
It is now several months since you kindly completed my questionnaire concerning your university’s 
electronic commerce program. This has been highly volatile time for EC generally. Some of the 
changes in the EC / EB market have had an impact on EC / EB education. Professor Saloner of 
Stanford University recently remarked, 
 
 "E-Commerce is not a distinct subject, not a discipline, ... , in the short term we will run specialised 
elective courses but our goal is to make them obsolete in three to five years." ((American) Financial 
Times,15 January 2001). 
 
The Wall Street Journal noted recently, 
 
 “E-commerce courses are waning like the dot-coms that inspired them, but many universities are 
simply switching to a more measured approach to the subject”. (Wall Street Journal, 10 December 
2001). 
 
Consequently, I am very interested to find out whether you also believe that the time is approaching 
when your EC / EB programs will change in nature (ie disappear entirely, or be a specialised elective 
course within another program, or some other alternative) and / or in some other way (for example, 
mode of delivery, etc).  I realize how valuable your time is, and I would be very appreciative if you 
could provide me with information about these issues, specifically: 
 
1. What do you believe are the reasons for changes in the EB market over the past few years? 
2. Do you believe there is a limited lifespan to EC/EB programs, as indicated in the two quotes above? 
And if so, why? If not, why not? 
3. Are you considering changing your EC / EB programs over the next two years?  If yes, please 
provide further details. If no, please provide your reasons. 
 
Thank you again for your very kind assistance with my research! I am currently compiling the results 
from the data collected via the previous questionnaire, and will be sending you a copy of those results 
shortly. 
 
Kind regards, 
 
Elsie Chan 
 
 
 
__________________________________ 
Elsie S. K. Chan 
PhD Candidate 
School of Management Information Systems 
Faculty of Business and Law 
Deakin University 
221 Burwood Highway 
Burwood Australia 3125 
 
Fax:    +61 3 9244 6928 
Mobile: +61 4 2575 8104 
Email: elsie.chan@deakin.edu.au 
http://www.mis.deakin.edu.au/elsieEC/ 
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Appendix  6-16 
EC/EB Programs offered by universities in Australia, New Zealand, Hong Kong 
and Singapore in 2003 
 
Legends: 
 
(A)  Undergraduate degree with EC / EB major concentration 
(B)  EC as a joint under-graduate degree with other disciplines 
(C)  Bachelor of EC /EB 
(D)  Graduate Certificate, Graduate Diploma or Associate in EC /EB 
(E)  Master degree with EC/ EB as a specialisation 
(F)  Master of EC / EB 
(G) Master of EC / EB and other discipline joint degrees 
(H) Elective subjects only 
 
Name of University Dept/School/Faculty (A) (B) (C) (D) (E) (F) (G) (H) 
Australia 
Bond University School of Law  √ √   √ √  
Bond University  School of Business  √     √  
Bond University School of Information Technology √        
Central Queensland University Faculty of Informatics and 
Communication 
  √ √  √   
Charles Sturt University Faculty of Commerce √   √  √   
Curtin University of Technology School of Information Systems 
 
√   √ √ √   
Deakin University School of Management Information 
Systems 
√   √ √ √   
Edith Cowan University School of Management Information 
Systems 
√  √ √  √   
Griffith University School of Computing and Information 
Technology 
   √  √   
James Cook University Faculty of Law, Business & The 
Creative Arts 
√        
La Trobe University School of Business   √ √     
Monash University School of Business and Electronic 
Commerce 
 √       
Monash University Faculty of Business and Electronic 
Commerce 
√   √  √   
Murdoch University Department of Commerce √   √  √   
Queensland University of 
Technology 
Faculty of Information Technology √        
RMIT University Faculty of Business    √  √   
Southern Cross University School of Multimedia and Information 
Technology 
√    √    
Swinburne University of 
Technology 
School of Business    √   √  
The Australian Catholic 
University 
Faculty of Arts and Sciences    √     
The Australian National 
University 
Faculty of Economics and Commerce 
School of Business and Management 
  √      
The Flinders University of 
South Australia 
 
        √ 
The University of Adelaide         √ 
The University of Melbourne Department of Economics and 
Commerce 
√     √   
The University of Newcastle         √ 
The University Of New England Faculty of Economics Business & √   √ √    
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Name of University Dept/School/Faculty (A) (B) (C) (D) (E) (F) (G) (H) 
Law 
Faculty of the Sciences 
The University of New South 
Wales 
Faculty of Commerce and Economics    √ √    
The University of Queensland Department of Commerce  √ √ √ √    
The University of Sydney Faculty of Economics and Business √    √    
The University of Western 
Australia 
Department of Information 
Management and Marketing 
√    √ √   
The University of Western 
Sydney 
College of Law and Business √   √     
University of Ballarat School of Business √   √  √   
University of Canberra School of Economics and Marketing    √ √    
University of Notre Dame School of Information Technology √   √  √   
University of South Australia School of Accounting and Information 
Systems 
   √ √ √   
University of South Australia School of Computer and Information 
Science 
√        
University of South Australia School of Electrical and Information 
Engineering 
√        
University of Southern 
Queensland 
Faculty of Business   √ √  √   
University of the Sunshine 
Coast 
        √ 
University of Tasmania School of Information Systems √        
University of Technology, 
Sydney 
Faculty of Business    √ √    
University of Wollongong Faculty of Commerce √        
University of Wollongong School of IT and Computer Science √        
Victoria University  School of Information Systems √    √    
New Zealand 
Auckland University of 
Technology 
Faculty of Business √   √     
Lincoln University Commerce Division √        
Massey University         √ 
The University of Auckland 
 
        √ 
The University of Waikato Department of Management Systems   √ √     
Victoria University of Wellington School of Communications and 
Information Management 
√   √     
University of Otago         √ 
Hong Kong 
City University of Hong Kong Faculty of Business Administration √        
City University of Hong Kong College of Higher Vocation Studies – 
Division of Commerce 
   √     
Hong Kong Polytechnic 
University 
Department of Business Studies √        
Hong Kong Polytechnic 
University 
Department of Computing    √ √    
Hong Kong University of 
Science and Technology 
Department of Information and 
Systems Management 
   √ √    
Lingnan University Department of Economics     √    
The Chinese University of 
Hong Kong 
Faculty of Business Administration     √    
The Chinese University of 
Hong Kong 
Faculty of Engineering     √    
The Open University of Hong 
Kong 
School of Business and 
Administration 
  √   √   
The University of Hong Kong Faculty of Engineering     √    
Singapore 
Nanyang Technological 
University 
Business School     √    
National University of 
Singapore 
Business School  
School of Computing 
       √ 
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Appendix III-17 Different types of courses/programs related to EC / EB offered 
by universities in Australia, New Zealand Hong Kong and Singapore in 2003.  
 
 
Appendix III-17.A  Undergraduate degree with EC/EB major concentration 
 
Name of University 
 
Faculty 
/School/Department 
Name of Degree 
Auckland University of 
Technology 
http://www.aut.ac.nz/external.sht
ml 
 Faculty of Business 
http://www.aut.ac.nz/corp/coursei
nfo/business/bus_integrated.shtml 
 
Bachelor of Business (EB Major) 
http://www.aut.ac.nz/faculties/business/programmes
/bachelor_of_business/index.shtml 
 
Bond University 
http://www.bond.edu.au 
School of Information technology Bachelor of Information Technology (Electronic 
Commerce Major) 
http://www.bond.edu.au/it/degrees/bitEcom.htm 
 
Bachelor of Information  Systems  (Electronic 
Commerce Major) 
http://www.bond.edu.au/it/degrees/bisecommaj.htm 
Charles Sturt University 
http://www.csu.edu.au/ 
Faculty of Commerce 
http://www.csu.edu.au/faculty/co
mmerce/ 
Bachelor of Business (Electronic Commerce) 
http://wwwdb.csu.edu.au/division/marketing/courses
/undergrad/ug-comm/bbcele/bbcelecsu.htm#info 
 
City University of Hong Kong 
http://www.cityu.edu.hk/ 
 
Faculty of Business 
Department of Information 
Systems 
http://www.cityu.edu.hk/cityu/ab
out/bachelordegree.htm 
 
Bachelor of Business Administration (Hons) with 
Electronic Commerce 
http://www.cityu.edu.hk/cityu/about/bachelordegree.
htm 
 
Curtin University of Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
 
 
(But with other majors, they are 
in different schools) 
Bachelor of Commerce (Electronic Commerce 
Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/230205.html 
Bachelor of Commerce (Electronic Commerce 
Major) (Honours) 
http://www.curtin.edu.au/curtin/handbook/courses/3
0/301603.html 
 
Electronic Commerce Minor 
http://www.curtin.edu.au/curtin/handbook/courses/3
0/300133.html 
 
Bachelor of Commerce (Banking and Electronic 
Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234804.html 
 
Bachelor of Commerce (Finance and Electronic 
Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234811.html 
 
Bachelor of Commerce (Information Systems and 
Electronic Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234809.html 
 
Bachelor of Commerce (Information Technology 
and Electronic Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234810.html 
 
Bachelor of Commerce (International Business and 
Electronic Commerce Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234814.html 
 
Bachelor of Commerce (Marketing and Electronic 
Commerce) 
http://www.curtin.edu.au/curtin/handbook/courses/2
3/234818.html 
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Name of University 
 
Faculty 
/School/Department 
Name of Degree 
 
Bachelor of Commerce (Electronic Commerce and 
Internet Law Double Major) 
http://www.curtin.edu.au/curtin/handbook/courses/3
0/304784.html 
Deakin University 
http://www.deakin.edu.au/ 
School of Management 
Information Systems 
http://mis.deakin.edu.au/ 
Bachelor of Commerce (Electronic Commerce 
Implementation Major) 
Bachelor of Commerce (Electronic Commerce 
Management Major) 
http://www.deakin.edu.au/handbook/undergraduate/
business_and_law/M300_M301_M304_M307.php#
electronic_commerce_implementation 
 
Edith Cowan University 
http://www.cowan.edu.au 
 
School of Management 
Information Systems 
http://www-
business.ecu.edu.au/mis/ 
Bachelor of Business (Major Electronic Commerce)  
http://www.business.ecu.edu.au/courses/undergrad/
BusBacBac_BusEcom.htm 
 
Bachelor of Business (Major Electronic Commerce) 
with another major from Accounting; Economics; 
Electronic Commerce; Finance; Human Resource 
Management; Information Systems; International 
Business; Leisure Management; Management; 
Marketing; Micro Brewery Management; Sport 
Management; Hospitality and Tourism.  
 
Hong Kong Polytechnic 
University 
http://www.polyu.edu.hk 
 
Department of Business Studies 
http://www.polyu.edu.hk/%7Ebus
s/ 
 
Bachelor of Science (Hons) in Enterprise 
Engineering and E-Business 
http://www.polyu.edu.hk/%7Ebuss/programmes.htm
l 
 
James Cook University 
http://www.jcu.edu.au/ 
 
Faculty of Law, Business & The 
Creative Arts 
http://www.jcu.edu.au/flbca/ 
 
Bachelor of Business (Major in E-Business) or 
Double Major with Human Resource Management, 
International Tourism, Management or Marketing 
http://www.jcu.edu.au/courses/handbooks/2003/part
2_lbc/pt2lbcug004.html 
 
Lincoln University 
http://www.lincoln.ac.nz/ 
 
Commerce Division Bachelor of Commerce and Management (E-
Commerce) 
http://www.lincoln.ac.nz/study/courses/bcm/bcmeco
m.htm 
 
Monash University 
http://www.monash.edu.au 
Faculty of Business and 
Electronic Commerce 
http://www.buseco.monash.edu.a
u/Schools/SOBEC/ 
 
Bachelor of Business and Commerce (Major in E-
commerce) 
http://www.monash.edu.au/pubs/ugrad/ugcif3.html#
1 
Murdoch University 
http://www.murdoch.edu.au 
Department of Commerce 
http://wwwbusiness.murdoch.edu.
au/commerce/index.htm 
Bachelor of Commerce (Electronic Commerce 
Stream) 
http://wwwbusiness.murdoch.edu.au/commerce/und
ergrad/bcom/ec/ 
 
National University of Singapore 
http://www.nus.edu.sg/ 
 
School of Computing 
http://www.comp.nus.edu.sg/ 
 
Bachelor of Computing (Hons) (e-Business) 
http://www.comp.nus.edu.sg/~cmcurric/soc23BCom
pISEC.pdf 
 
Queensland University of 
Technology 
http://www.qut.edu.au 
 
 
Faculty of Information 
Technology 
http://www.fit.qut.edu.au/ 
 
Bachelor of Information Technology (Electronic 
Commerce Major) 
http://www.studyfinder.qut.edu.au/cgi-
bin/WebObjects/StudyFinder.woa/2/wo/jU4ikym6A
h2vq3HgjoRsaM/2.0.33.7.1.2.5 
 
Southern Cross University 
http://www.scu.edu.au/ 
School of Multimedia and 
Information Technology 
http://www.scu.edu.au/schools/s
mit/ 
Bachelor of Information Technology (Electronic 
Commerce Major) 
http://www.scu.edu.au/courses/course_desc.php?spk
_cd=3002111 
 
Bachelor of Business (Electronic Commerce Major) 
http://www.scu.edu.au/courses/course_desc.php?spk
_cd=3002100 
 
The University of Melbourne 
http://www.unimelb.edu.au 
 
Department of Economics and 
Commerce 
http://wff2.ecom.unimelb.edu.au/ 
 
Bachelor of Commerce (Electronic Commerce 
Specialisation) 
http://www.acadreg.unimelb.edu.au/isdb/coursesear
ch/detail_Undergraduate.lasso?-
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token.ID=cs000026&-token.c=australian_citizen&-
token.q=vic 
 
The University of New England 
http://www.une.edu.au 
 
School of Economics 
http://www.une.edu.au/febl/Econ
omics/index.htm 
 
Bachelor of Commerce (Electronic Commerce 
Major) 
http://study.une.edu.au/course.php3?id=60&p=MC
OURSE 
 
The University of Sydney 
http://www.usyd.edu.au/ 
 
Faculty of Economics and 
Business 
http://www.usyd.edu.au/college/i
ndex.shtmlness 
 
Bachelor of Commerce (Electronic Commerce 
Major) 
Bachelor of Commerce (Liberal Studies) (Electronic 
Commerce Major) 
http://www.usyd.edu.au/study/ug/feconom.shtml#bc
omm 
 
The University of Western 
Australia 
http://www.uwa.edu.au 
 
Department of Information 
Management and Marketing 
http://imm.uwa.edu.au 
 
Bachelor of Commerce (Major in Electronic 
Business) 
http://www.publishing.uwa.edu.au/handbooks/busin
ess/Reg20-4j.html 
 
Bachelor of Commerce (Minor in Electronic 
Commerce) 
http://www.publishing.uwa.edu.au/handbooks/busin
ess/Reg20A-3k.html 
 
The University of Western 
Sydney 
http://www.uws.edu.au 
 
College of Law and Business 
http://www.uws.edu.au/collaw/ 
 
Bachelor of Business (Computing and E-Business) 
http://handbook.uws.edu.au/hbook/course_search_s
how.asp 
 
University of Ballarat 
http://www.ballarat.edu.au 
 
School of Business 
http://www.ballarat.edu.au/acade
mic/business/courses.shtml 
 
Bachelor of Business (e-Business) 
http://www.ballarat.edu.au/academic/business/cours
es/BBusEBus.shtml 
University of Notre Dame School of Information 
Technology 
http://web1.nd.edu.au/courses/dis
ciplines/business/e_commerce/ht
ml/index.shtml 
 
Bachelor of Commerce (Electronic Commerce 
Major) 
http://web1.nd.edu.au/courses/disciplines/business/e
_commerce/WebPDFs/BCOME-COMM01.pdf 
 
University of South Australia 
http://www.unisa.edu.au 
 
School of Computer and 
Information Science 
http://www.cis.unisa.edu.au/ 
 
Bachelor of Computing (Electronic Commerce) 
http://www.unisanet.unisa.edu.au/courseinfo/display
course.asp?Course=OBEL&Stream=1&Division=IE
E 
 
Bachelor  of Information Technology (Electronic 
Commerce) 
http://www.unisanet.unisa.edu.au/courseinfo/display
course.asp?Course=LBEL&Stream=1&Division=IE
E 
 
University of South Australia 
http://www.unisa.edu.au 
 
School of Electrical and 
Information Engineering 
http://www.unisa.edu.au/pes/defa
ult.htm 
 
Bachelor of Engineering (Mobile Electronic 
Commerce) 
http://www.unisanet.unisa.edu.au/courseinfo/display
course.asp?Course=LBIF&Stream=5&Division=IE
E 
 
University of Tasmania 
http://www.utas.edu.au/ 
 
School of Information Systems 
http://www.infosys.utas.edu.au/ 
Bachelor of Commerce (Electronic Business Major) 
http://www.admin.utas.edu.au/HANDBOOKS/UTA
SHANDBOOKS/COURSE/c3cebus.html 
 
Bachelor of Information Systems (Electronic 
Commerce Program) 
http://www.admin.utas.edu.au/HANDBOOKS/UTA
SHANDBOOKS/COURSE/C3Scs.html 
 
 
University of Wollongong 
http://www.uow.edu.au/ 
Faculty of Commerce 
http://www.uow.edu.au/commerc
e/ 
Bachelor of Commerce (Combined specialisations 
with Electronic Commerce) 
Specialisations: Accounting, Business Information 
Systems, Economics, Finance, Marketing and 
Management 
http://www.uow.edu.au/commerce/ecommerce.html 
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University of Wollongong 
http://www.uow.edu.au/ 
School of IT and Computer 
Science 
http://www.itacs.uow.edu.au/ 
Bachelor of Information Technology 
(Combined Specialisations with Electronic 
Commerce)  
Specialisations: Software Development, Network 
Management, Telecommunications, Business 
Information Systems 
http://www.itacs.uow.edu.au/undergrad/iact/binfotec
hsch.html 
 
Victoria University  
http://www.vu.edu.au/ 
School of Information Systems 
http://www.business.vu.edu.au/in
form_systems_about_depart.htm 
 
Bachelor of Business in Electronic Commerce 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
in Electronic Commerce_19695.asp 
 
Bachelor of Laws/Bachelor of Business in 
Electronic Commerce 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of 
LawsBachelor  of Business in Electronic 
Commerce_19696.asp 
 
Bachelor of Business Transport and 
Logistics/Electronic Commerce 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Transport and LogisticsElectronic 
Commerce_19697.asp 
 
Bachelor of Business Financial Risk 
Management/Electronic Commerce 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Financial Risk ManagementElectronic 
Commerce_19698.asp 
 
Bachelor of Business Electronic 
Commerce/Marketing 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
in Electronic Commerce Marketing_19681.asp 
 
Bachelor of Business in Electronic Commerce/ 
Bachelor of Arts Multimedia 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
in Electronic Commerce  Bachelor of Arts 
Multimedia_19700.asp 
 
Bachelor of Business Electronic Commerce/Music 
Industry 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business  
Electronic CommerceMusic Industry_19701.asp 
 
Bachelor of Business Electronic 
Commerce/International Trade 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Electronic CommerceInternational Trade_19702.asp 
 
Bachelor of Business Electronic Commerce/Retail 
Management 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Electronic CommerceRetail 
Management_19703.asp 
 
Bachelor of Business Accounting/ Electronic 
Commerce 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Accounting  Electronic Commerce_19704.asp 
 
Bachelor of Business Electronic 
Commerce/Bachelor of Science 
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http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of Business 
Electronic CommerceBachelor of 
Science_19708.asp 
 
Bachelor of Engineering/ Bachelor of Business 
(Electronic Commerce) 
http://www.vu.edu.au/Faculties/Business & 
Law/Undergraduate Courses/Bachelor of 
Engineering Bachelor of Business Electronic 
Commerce_19709.asp 
 
Victoria University of 
Wellington 
http://www.vuw.ac.nz/index.sht
ml 
School of Communications and 
Information Management 
http://www.scim.vuw.ac.nz/ 
Bachelor of Commerce and Administration  (e-
Commerce) 
http://www2.vuw.ac.nz/home/subjects_degrees/subj
ects/elcm.asp 
 
 
 
Appendix III-17.B  EC/EB and other disciplines as Joint Degree 
 
Name of University Faculty 
/School/Department 
Name of Degree 
 
Bond University 
http://www.bond.edu.au 
School of Law 
http://www.bond.edu.au/law 
 
Bachelor of Electronic Commerce / Bachelor of 
Laws 
Bachelor of Electronic Commerce / Bachelor of 
Jurisprudence 
Bachelor of Electronic Commerce / Bachelor of 
Business Law 
http://www.bond.edu.au/law/degrees/ug/combi
n.htm 
 
Bond University 
http://www.bond.edu.au 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
 
Bachelor of Commerce / Bachelor of Electronic 
Commerce 
http://www.bond.edu.au/bus/degrees/ugpro/ug-
comb.htm 
 
Monash University 
http://www.monash.edu.au 
Faculty of Business and Economics 
http://www.buseco.monash.edu.au/s
chools/gippsland/ 
 
Bachelor of Business and Commerce (Major in 
E-commerce) and with: 
Bachelor of Computing 
Bachelor of Arts 
http://www.monash.edu.au/pubs/ugrad/ugcif3.h
tml#1 
 
The University of Queensland Department of Commerce 
http://www.commerce.uq.edu.au/ 
 
Bachelor of Electronic Commerce / Laws 
http://www.uq.edu.au/study/program.html?acad
_prog=2214 
 
 
Appendix III-17.C  Bachelor of EC/EB  
 
Name of University Faculty 
/School/Department  
Names of Degrees 
 
Bond University 
http://www.bond.edu.au 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
 
Bachelor of Electronic Commerce 
http://www.bond.edu.au/bus/degrees/ugpro/Ug-
becom.htmbecom.htm 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Bachelor of Electronic Commerce 
http://handbook.cqu.edu.au/pages/ugprg_cu08.
html 
Edith Cowan University 
http://www.cowan.edu.au 
Faculty of Business and Public 
Management 
http://www.business.ecu.edu.au/ 
Bachelor of e-commerce   
http://www.business.ecu.edu.au/courses/underg
rad/BusBacEbus.htm 
 
La Trobe University 
http://www.latrobe.edu.au/ 
School of Business 
http://www.business.latrobe.edu.au/ 
Bachelor of Electronic Commerce 
http://www.latrobe.edu.au/handbook/wodonga/
courses_aw.htm#P465_21894 
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The Australian National University 
http://www.anu.edu.au 
Faculty of Economics and 
Commerce 
School of Business and 
Management 
Bachelor of Electronic Commerce 
http://studyat.anu.edu.au/DisplayProg.asp?role
=1&prog=3402 
 
The Open University of Hong 
Kong 
http://www.ouhk.edu.hk 
 
School of Business and 
Administration 
 
Bachelor of Electronic Commerce  
Bachelor of Electronic Commerce (Honours) 
http://www.ouhk.edu.hk/WCM/?FUELAP_SIT
EDBID=SITE_-
66&FUELAP_OP=FUELOP_NewScreen&LA
NG=eng&USER=curstu&FUELAP_TEMPLA
TENAME=tcMainPage& 
 
The University of Queensland 
http://www.uq.edu.au/ 
Department of Commerce 
http://www.commerce.uq.edu.au/ 
Bachelor of Electronic Commerce 
http://www.uq.edu.au/study/program.html?acad
_prog=2060 
 
The University of Waikato 
http://www.waikato.ac.nz/ 
Waikato Management School 
http://www.mngt.waikato.ac.nz/  
 
 
Bachelor of Electronic Commerce 
http://www.waikato.ac.nz/enrol/degrees/becom
m.shtml? 
 
University of Southern 
Queensland 
Faculty of Business 
http://www.usq.edu.au/handbook/20
03/title655.html 
 
Bachelor of e-Commerce 
http://www.usq.edu.au/handbook/2003/BECM.
html 
 
 
Appendix III-17.D Graduate Certificate, Diploma or Associate in EC/EB 
 
Name of University 
 
Faculty 
/School/Department  
Name of Grad Certificate / 
Diploma 
Auckland University of 
Technology 
http://www.aut.ac.nz/external.s
html 
 
Business Faculty 
http://www.aut.ac.nz/faculties/busi
ness/structurebus.shtml 
 
Graduate Diploma in Business (EB area) 
Graduate Certificate in Business (EB area) 
http://www.aut.ac.nz/faculties/business/program
mes/graduate_diploma_and_certificate_progra
mmes/index.shtml 
 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Graduate Diploma in Electronic Commerce (1 
yr) 
http://handbook.cqu.edu.au/pages/pgprg_cu13.h
tml 
 
Graduate Certificate in Electronic Commerce (6 
mth) 
http://handbook.cqu.edu.au/pages/pgprg_cu12.h
tml 
 
Charles Sturt University 
http://www.csu.edu.au/ 
Faculty of Commerce 
http://www.csu.edu.au/faculty/com
merce/ 
Graduate Certificate in Electronic Commerce 
http://wwwdb.csu.edu.au/division/marketing/co
urses/gradcert/gc-comm/egctqm/egctqmcou.htm 
City University of Hong Kong 
http://wwww.cityu.edu.hk 
 
College of Higher Vocation Studies 
Division of Commerce 
http://www.cityu.edu.hk/cityu/abou
t/postgraduatedegree.htm 
 
Associate of Business Administration in 
Electronic Commerce and Web Technology 
http://www.cityu.edu.hk/cityu/about/postgradua
tedegree.htm 
 
Curtin University of 
Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Graduate Certificate in Electronic Commerce  
http://www.curtin.edu.au/curtin/handbook/cours
es/12/128711.html 
 
Postgraduate Diploma in Business (Electronic 
Commerce) 
http://www.curtin.edu.au/curtin/handbook/cours
es/29/295018.html 
 
Deakin University 
http://www.deakin.edu.au/ 
School of Management Information 
Systems 
http://mis.deakin.edu.au/ 
Graduate Diploma of Electronic Commerce  
 
Graduate Certificate of Electronic Commerce 
 
http://www.deakin.edu.au/handbook/postgradua
te/business_and_law/M522_M622_M722.php#
M522 
 
Edith Cowan University Faculty of Business and Public Graduate Certificate: Electronic Commerce 
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http://www.cowan.edu.au/ Management 
http://www.business.ecu.edu.au/ 
http://www.business.ecu.edu.au/courses/gradcer
t/gcEcom.htm 
Graduate Diploma: Electronic Commerce 
http://www.business.ecu.edu.au/courses/graddip
/gdEcom.htm 
 
Griffith University School of Computing and 
Information Technology (CIT) 
http://www.gu.edu.au/school/cit/ 
 
Graduate Certificate in EC 
http://www14.gu.edu.au/cis/p_cat/admission.as
p?ProgCode=3125 
 
Hong Kong Polytechnic University Department of Computing 
http://www.comp.polyu.edu.hk/ 
Department of Electronic & 
Information Engineering (EIE) 
http://www.eie.polyu.edu.hk/ 
Higher Diploma in Internet Technology and E-
Commerce 
http://www.comp.polyu.edu.hk/academic/hditec
/ 
Hong Kong University of Science 
and Technology 
http://www.ust.hk 
 
Business School 
http://www.bm.ust.hk/ 
Executive Diploma in Electronic Commerce 
http://www.bm.ust.hk/ExecEd/edec/ 
 
La Trobe University 
http://www.latrobe.edu.au/ 
School of Business 
http://www.business.latrobe.edu.au/ 
Graduate Diploma in Electronic Commerce 
http://www.aw.latrobe.edu.au/depart/dbus/gdipe
c.htm 
 
Monash University 
http://www.monash.edu.au 
Faculty of Business and Economics 
http://www.buseco.monash.edu.au/
schools/gippsland/ 
 
Graduate Certificate in Electronic Commerce 
http://www.monash.edu.au/pubs/1999handbook
s/buseco/be0210.htm 
 
Graduate Diploma in Electronic Commerce 
http://www.monash.edu.au/pubs/1999handbook
s/distance/de0069.htm 
 
Executive Certificate in Electronic Business 
http://www.monash.edu.au/pubs/pgrad/be.htm 
 
Murdoch University 
http://www.murdoch.edu.au/ 
Department of Commerce 
http://wwwbusiness.murdoch.edu.a
u/commerce/index.htm 
Postgraduate Certificate in Electronic 
Commerce 
http://wwwbusiness.murdoch.edu.au/commerce/
degree/mec/pcec/PGCertEC.pdf 
 
Postgraduate Diploma in Electronic Commerce 
http://wwwbusiness.murdoch.edu.au/commerce/
degree/mec/pdec/2003PGDipEC.pdf 
 
RMIT University 
http://www.rmit.edu.au 
Faculty of Business 
http://www.bf.rmit.edu.au 
Grad. Certificate in E-Business 
Grad. Diploma in E-Business 
http://www.rmit.edu.au/browse?SIMID=h7c2tz
b3twg5 
 
Swinburne University of 
Technology 
http://www.swin.edu.au 
School of Business 
http://www.swin.edu.au/business/ 
Advanced Diploma of Business (EC) 
http://domino.swin.edu.au/cd31.nsf/10e1dd3863
ac1cc1ca256a2b002eceb5/c6a3e9dd332b8be5ca
25699f00145848?OpenDocument 
 
Diploma of Business (EC) 
http://domino.swin.edu.au/cd31.nsf/10e1dd3863
ac1cc1ca256a2b002eceb5/481c7da9bb09517fca
25699f00110b02?OpenDocument 
 
 
Grad Cert of Business (EB and 
Communication) 
http://domino.swin.edu.au/cd31.nsf/10e1dd3863
ac1cc1ca256a2b002eceb5/45bb1899856b4fe8ca
2567b3000162b1?OpenDocument 
 
Grad Diploma in Information Technology 
(Electronic Commerce Systems) 
http://domino.swin.edu.au/cd31.nsf/10e1dd3863
ac1cc1ca256a2b002eceb5/07cf729cd89be6ebca
25696d00011745?OpenDocument 
 
The Australian Catholic 
University 
http://www.acu.edu.au 
 
Faculty of Arts and Sciences 
http://www.acu.edu.au/fas/index.ht
ml 
 
Graduate Certificate in Electronic Commerce 
 
The University of New England 
http://www.une.edu.au/ 
Faculty of Economics Business & 
Law http://www.une.edu.au/febl/ 
Graduate Certificate in E-Commerce 
http://study.une.edu.au/course.php3?id=65&p=
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The University of New South 
Wales 
Faculty of Commerce and 
Economics 
http://www.unsw.edu.au/handbook/
brProgramsByFaculty.jsp?StudyLe
vel=Postgraduate 
 
Graduate Certificate of Commerce (Electronic 
Commerce) 
http://www.unsw.edu.au/virtualHandbook/progr
ams/7355.html 
 
The University of Queensland Department of Commerce 
http://www.commerce.uq.edu.au/ 
 
Graduate Certificate of Electronic Commerce 
http://www.uq.edu.au/study/program.html?acad
_prog=5279 
 
Graduate Diploma of Electronic Commerce 
http://www.uq.edu.au/study/program.html?acad
_prog=5280 
 
The University of Western 
Sydney 
http://www.uws.edu.au 
 
College of Law and Business 
http://www.uws.edu.au/collaw/ 
 
Diploma of E Business 
http://handbook.uws.edu.au/hbook/course_searc
h_show.asp 
 
The University of Waikato 
http://www.waikato.ac.nz/ 
 
Waikato Management School 
http://www.mngt.waikato.ac.nz/  
 
 
Grad Cert in Electronic Commerce 
http://www.mngt.waikato.ac.nz/style/style.asp?
call=/Products/qualifications/index.asp&title=
WMS_Qualifications&header=0 
 
Grad Dip in Electronic Commerce 
http://www.mngt.waikato.ac.nz/style/style.asp?
call=/Products/qualifications/index.asp&title=
WMS_Qualifications&header=0 
 
University of Ballarat 
http://www.ballarat.edu.au 
 
School of Business 
http://www.ballarat.edu.au/academi
c/business/courses.shtml 
 
Graduate Certificate of Electronic Business 
http://www.ballarat.edu.au/academic/business/g
rad_courses/gceb.shtml 
 
University of Canberra 
Http://www.canberra.edu.au/ 
 
School of Economics and 
Marketing 
 
Graduate Certificate of Electronic Business 
http://www.canberra.edu.au/handbook/mantech-
Graduate-3.html 
 
Graduate Diploma of Electronic Business 
http://www.canberra.edu.au/handbook/mantech-
Graduate-18.html 
 
University of Notre Dame 
Australia 
http://www.nd.edu.au 
 
School of Information Technology 
http://web1.nd.edu.au/courses/disci
plines/business/e_commerce/html/i
ndex.shtml 
 
Graduate Certificate in Electronic Commerce 
http://web1.nd.edu.au/courses/disciplines/busin
ess/e_commerce/WebPDFs/igc_ec.pdf 
 
Graduate Diploma in Electronic Commerce 
http://web1.nd.edu.au/courses/disciplines/busin
ess/e_commerce/WebPDFs/igd_ec.pdf 
 
University of South Australia 
http://www.unisa.edu.au/ 
School of Accounting and 
Information Systems 
http://business.unisa.edu.au/infosys
/index.htm 
 
Grad Certificate in Business (Accountancy/IS 
Consultancy/e-Business) 
http://www.unisanet.unisa.edu.au/courseinfo/dis
playcourse.asp?Course=DCBS&Stream=1&Div
ision=BUE 
 
Grad Dip in Business (Accountancy/IS 
Consultancy/e-Business) 
http://www.unisanet.unisa.edu.au/courseinfo/dis
playcourse.asp?Course=DGBS&Stream=1&Div
ision=BUE 
 
Graduate Diploma in e-Commerce 
http://www.unisanet.unisa.edu.au/courseinfo/dis
playcourse.asp?Course=DGEC&Stream=1&Di
vision=BUE 
 
University of Southern 
Queensland 
Faculty of Business 
http://www.usq.edu.au/handbook/2
003/title655.html 
Postgraduate Certificate in e-Business 
http://www.usq.edu.au/handbook/2003/GCEB.h
tml 
 
Postgraduate Diploma in e-Business 
http://www.usq.edu.au/handbook/2003/GDEB.h
tml 
 
 
University of Technology, Faculty of Business Graduate Certificate in E-Business 
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Sydney 
 
http://www.business.uts.edu.au/cou
rses/index.html 
http://www.uts.edu.au/div/publications/bus/pg/
mbus/ebusiness.html 
 
Graduate Diploma in E-Business 
http://www.uts.edu.au/div/publications/bus/pg/
mbus/ebusiness.html 
 
Victoria University of 
Wellington 
http://www.vuw.ac.nz/index.hs
html 
 
Faculty of Commerce and 
Administration 
http://www2.vuw.ac.nz/home/facul
ties_schools/commerce.html 
 
Graduate Diploma in Commerce (e-Commerce 
area) 
http://www2.vuw.ac.nz/home/subjects_degrees/
commerce.html#grad_dip 
 
 
Appendix III-17.E  Master degree with EC/EB as specialisations 
 
Name of University Faculty 
/School/Department 
  
Name of Master Degrees 
Curtin University of Technology 
http://www.curtin.edu.au/ 
School of Information Systems 
http://www.cbs.curtin.edu.au/is/ 
Master of Commerce (Electronic Commerce) 
http://www.curtin.edu.au/curtin/handbook/cour
ses/29/296515.html 
 
Deakin University 
http://www.deakin.edu.au/ 
School of Management Information 
Systems 
http://mis.deakin.edu.au/ 
 
Master of Commerce (Electronic Commerce) 
http://www2.deakin.edu.au/courses/UploadCou
rses/M_Com__2003.pdf 
 
Hong Kong Polytechnic University 
http://www.polyu.edu.hk 
Department of Computing 
http://www.comp.polyu.edu.hk/ 
 
Master of Science in E-Commerce 
http://www.comp.polyu.edu.hk/academic/msce
ct/ 
 
Master of Science in E-Commerce for 
Executives 
http://www.comp.polyu.edu.hk/academic/msce
ce/ 
 
Master of Science in E-Commerce – CyberU 
mode 
http://www.comp.polyu.edu.hk/academic/msce
cy/ 
Hong Kong University of Science 
and Technoology 
http://www.ust.hk/ 
 
Business School 
http://www.bm.ust.hk/ 
Master of Science in Electronic Commerce 
Management 
http://www.bm.ust.hk/mscecm/ 
Lingnan University 
http://www.lh.edu.hk 
 
Department of Economics 
http://www.ln.edu.hk/econ/ 
 
Master of Technology Management (e-
Business Stream) 
http://www.ln.edu.hk/progs/mtmprog/html/dds.
html 
 
 
National University of Singapore 
http://www.nus.edu.sg/ 
 
(2001 No Further Intake) 
Business School  
http://www.fba.nus.edu.sg/postgrad/
gsb/ 
School of Computing 
http://www.comp.nus.edu.sg/ 
 
Master of Science in e-Business 
http://www.fba.nus.edu.sg/postgrad/gsb/eBusin
ess/master_of_science_in_e.htm 
Nanyang Technological 
University 
Business School 
http://www.nbs.ntu.edu.sg/ 
Master of Business Administration (E-
Commerce)  
http://www.nanyangmba.ntu.edu.sg/specialisati
ons/subjects.htm 
Southern Cross University 
http://www.scu.edu.au/ 
School of Multimedia and 
Information Technology 
http://www.scu.edu.au/schools/smit/ 
Master of Information Systems (Electronic 
Commerce Stream). 
http://www.scu.edu.au/courses/course_desc.ph
p?spk_cd=1202630 
 
The Chinese University of Hong 
Kong 
http://www.cuhk.hk/en/ 
Faculty of Business Administration 
http://www.cuhk.edu.hk/baf/ 
Master of Science in E-Commerce (Business 
Program) 
http://www.cuhk.edu.hk/msc-programmes-in-
ecommerce/flashed.html 
 
Master of Science in EB Management 
http://www.baf.cuhk.edu.hk/Programmes/gradu
ate/program/ebm.asp 
 
The University of Hong Kong Faculty of Engineering Master of Science in Electronic Commerce and 
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http://www.hku.hk/ http://engg.hku.hk/ Internet Computing  
http://www.ecom-
icom.hku.hk/admission/admission.asp 
 
The University of New England School of Economics 
http://www.une.edu.au/febl/Econom
ics/index.htm 
 
Master of Commerce (Electronic Commerce 
Major) 
http://study.une.edu.au/course.php3?id=72&p=
MCOURSE 
 
The University of New South Wales Faculty of Commerce and 
Economics 
Master of Commerce (E-Business Management 
Major) 
http://www.unsw.edu.au/virtualHandbook/prog
rams/8404.html 
 
The University of Queensland 
http://www.uq.edu.au/ 
Department of Commerce 
http://www.commerce.uq.edu.au/ 
Master of Commerce  
Concentration in Electronic Commerce 
http://www.uq.edu.au/study/program.html?acad
_prog=5165 
 
The University of Sydney Faculty of Economics and Business 
 
Master of Business (Business Information 
Systems & E Business specialization) 
http://heifer.ucc.usyd.edu.au/pgcourses/FMPro
?-db=courses%5fpg.fp5&-
format=details.html&-
sortfield=crsname&crs%5fcwk%5fresearch=C
oursework&crs%5ffacultyname=Faculty%20of
%20Economics%20and%20Business&-
recid=33597&-find= 
 
The University of Western 
Australia 
http://www.uwa.edu.au 
 
Department of Information 
Management and Marketing 
http://imm.uwa.edu.au/ 
 
Master of Electronic Marketing and 
Information Management 
http://www.imm.ecel.uwa.edu.au/imm/M_in_E
C.htm 
University of Canberra 
http://www.canberra.edu.au 
 
School of Economics and 
Marketing 
 
Master of Business Administration (Electronic 
Business) – coursework 
http://www.canberra.edu.au/handbook/mantech
-Degree-63.html 
 
University of South Australia 
http://www.unisa.edu.au/ 
School of Accounting and 
Information Systems 
http://business.unisa.edu.au/infosys/
index.htm 
 
Master of Business (Accountancy/IS 
Consultancy/e-Business) 
http://www.unisanet.unisa.edu.au/courseinfo/di
splaycourse.asp?Course=DMBS&Stream=1&D
ivision=BUE 
 
University of Technology, Sydney 
 
Faculty of Business 
http://www.business.uts.edu.au/cour
ses/index.html 
 
Master of Business in E-Business 
http://www.uts.edu.au/div/publications/bus/pg/
mbus/EB.html 
 
 
Victoria University 
http://www.vu.edu.au 
 
School of Information Systems 
http://www.business.vu.edu.au/infor
m_systems_about_depart.htm 
 
Master of Business in Electronic Commerce 
and Marketing 
http://www.vu.edu.au/Faculties/Business & 
Law/Postgraduate Courses/Master of Business 
in Electronic Commerce and 
Marketing_19597.asp 
 
 
 
Appendix III-17.F  Master of EC/EB 
 
Name of University Faculty 
/School/Department  
 
Name of Master Degrees 
Bond University 
http://www.bond.edu.au/ 
 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
Master of Electronic Commerce 
http://www.bond.edu.au/bus/degrees/pgpro/pg-
mEcomm.htm 
Central Queensland University 
http://www.cqu.edu.au/ 
Faculty of Informatics and 
Communications 
http://www.infocom.cqu.edu.au/ 
Master of Electronic Commerce 
http://handbook.cqu.edu.au/pages/pgprg_cu14.
html 
Charles Sturt University 
http://www.csu.edu.au/ 
Faculty of Commerce 
http://www.csu.edu.au/faculty/com
merce/ 
Master of Electronic Commerce 
http://wwwdb.csu.edu.au/division/marketing/co
urses/postgrad/pg-comm/emcmec/emcmec-
csu.htm 
Curtin University of Technology School of Information Systems Master of Electronic Commerce 
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http://www.curtin.edu.au/ http://www.cbs.curtin.edu.au/is/ http://www.curtin.edu.au/curtin/handbook/cour
ses/14/145904.html 
 
Deakin University 
http://www.deakin.edu.au/ 
School of Management Information 
Systems 
http://mis.deakin.edu.au/ 
 
Master of Electronic Commerce 
http://www.deakin.edu.au/handbook/postgradu
ate/business_and_law/M522_M622_M722.php
#M522 
 
Edith Cowan University 
http://www.cowan.edu.au/ 
School of Management Information 
Systems 
http://www-
business.ecu.edu.au/mis/ 
 
Master of e-Business  
http://www.business.ecu.edu.au/courses/master
/coursework/mcEbus.htm 
 
Griffith University School of Computing and 
Information Technology (CIT) 
http://www.gu.edu.au/school/cit/ 
Master of e-Commerce 
http://www14.gu.edu.au/cis/p_cat/admission.as
p?ProgCode=5108 
 
Monash University Faculty of Business and Economics 
http://www.buseco.monash.edu.au/s
chools/gippsland/ 
 
Master of Electronic Business 
http://www.monash.edu.au/pubs/pgrad/be.htm 
Murdoch University 
http://www.murdoch.edu.au/ 
Department of Commerce 
http:// 
wwwbusiness.murdoch.edu.au/com
merce/index.htm 
Master of Electronic Commerce 
http://wwwbusiness.murdoch.edu.au/commerce
/degree/mec/mec/2003PGMEC.pdf 
 
RMIT University 
http://www.rmit.edu.au/ 
Faculty of Business 
http://www.bf.rmit.edu.au/ 
Master of E-Business 
Master of E-Business by Research) 
http://www.rmit.edu.au/browse?SIMID=h7c2tz
b3twg5 
 
The Open University of Hong Kong 
http://www.ouhk.edu.hk/ 
 
School of Business and 
Administration 
 
Master of Electronic Commerce 
http://www.ouhk.edu.hk/WCM/?FUELAP_SIT
EDBID=SITE_-
66&FUELAP_OP=FUELOP_NewScreen&LA
NG=eng&USER=curstu&FUELAP_TEMPLA
TENAME=tcMainPage& 
 
The University of Melbourne 
http://www.unimelb.edu.au   
 
 Master of e-Commerce 
http://www.acadreg.unimelb.edu.au/isdb/course
search/detail_Postgraduate.lasso?-
token.ID=cs000225&-
token.c=australian_citizen&-token.q=vic 
The University of Western 
Australia 
 
Faculty of Electronic and 
Commerce 
http://www.ecel.uwa.edu.au/ 
 
Master of Electronic Business 
http://www.publishing.uwa.edu.au/handbooks/
business/DOMOEB4162.html 
 
University of Ballarat 
http://www.ballarat.edu.au 
School of Business 
http://www.ballarat.edu.au/academi
c/business/courses.shtml 
 
Master of Electronic Business 
http://www.ballarat.edu.au/academic/business/
grad_courses/meb.shtml 
 
University of Notre Dame Australia 
http://www.nd.edu.au/ 
 
School of Information Technology 
http://web1.nd.edu.au/courses/disci
plines/business/e_commerce/html/i
ndex.shtml 
 
Master of Electronic Commerce 
http://web1.nd.edu.au/courses/disciplines/busin
ess/e_commerce/WebPDFs/im_ec.pdf 
 
University of South Australia School of Accounting and 
Information Systems 
http://business.unisa.edu.au/infosys/
index.htm 
 
Master of e-Commerce 
http://www.unisanet.unisa.edu.au/courseinfo/di
splaycourse.asp?Course=DMEC&Stream=1&
Division=BUE 
 
University of Southern Queensland Faculty of Business 
http://www.usq.edu.au/handbook/20
03/title655.html 
Master of e-Business 
http://www.usq.edu.au/handbook/2003/MEBU.
html 
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Appendix III-17.G   EC as a joint masters degree with other disciplines 
 
Name of University Faculty 
/School/Department  
Name of Master Degrees 
(Joint ) 
 
Bond University 
http://www.bond.edu.au/ 
School of Law 
http://www.bond.edu.au/law/ 
Master of Electronic Commerce and Master of 
Laws  
Master of Electronic Commerce and Master of 
Jurisprudence  
Master of Electronic Commerce and Master of 
Business Law 
Master of Electronic Commerce and 
Postgraduate Diploma in Law 
http://www.bond.edu.au/law/degrees/pg/Combi
ned.htm 
 
Bond University 
http://www.bond.edu.au/ 
School of Business 
http://www.bond.edu.au/bus/index.
htm 
MBA/Master of Electronic Commerce 
MIT/ Master of Electronic Commerce 
Master of Finance / Master of Electronic 
Commerce 
Master of Accounting / Master of Electronic 
Commerce 
http://www.bond.edu.au/bus/degrees/pgpro/pg-
mEcomm.htm 
 
Swinburne University of 
Technology 
http://www.swin.edu.au 
School of Business 
http://www.swin.edu.au/business/ 
Master of Business (EB and Communication) 
http://www.ld.swin.edu.au/ebusiness/html/outli
ne.htm 
 
 
Appendix III-17.H   EC/EB as elective subjects only 
 
Name of University Faculty/School/Depart
ment 
Name of Subject 
 
Massey University 
http://www.massey.ac.nz/ 
Graduate School of Business 
http://ied.massey.ac.nz/mba.html 
157.754 Electronic Commerce Systems 
http://www.massey.ac.nz/~DViehlan/157754.ht
ml 
 
Northern Territory University 
http://www.ntu.edu.au/ 
Faulty of Technology and Industrial 
Education 
L-CIS32 
E-Commerce and Business Computer 
Applications 
http://mindil.ntu.edu.au/NTU/Apps/unitrep2.nsf/
ff7e1daf14b2c6fa6925656e000135d5/2f76a041
04d2f09069256b3d003a78db?OpenDocument 
The Flinders University of South 
Australia 
http://www.flinders.edu.au 
 
 
Faculty of Social Science COMM3045 Electronic Commerce 
http://stusyswww.flinders.edu.au/topic.taf?subj=
COMM&numb=3045&type=Calendar&year=2
003 
 
The University of Auckland 
http://www.auckland.ac.nz/ 
 
Faculty of Business & Economics 
http://www.business.auckland.ac.nz/ 
 
INFOSYS 225 Fundamentals of Electronic 
Commerce 
http://www.business.auckland.ac.nz/Department
s/msis/courses/index.cfm?fuseaction=225 
 
INFOSYS 226 Electronic Commerce 
Technologies 
http://www.business.auckland.ac.nz/Department
s/msis/courses/index.cfm?fuseaction=226 
 
INFOSYS 328 Electronic Commerce 
http://www.business.auckland.ac.nz/Department
s/msis/courses/index.cfm?fuseaction=328 
 
The University of Adelaide School of Commerce (Undergraduate) 
Internet Commerce II 
Electronic Commerce III 
http://www.adelaide.edu.au/programs/ug/prog/c
omm/#comm 
 
(MBA) 
E-Business New Dimensions 
http://www.adelaide.edu.au/programs/pg/prog/b
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Name of University Faculty/School/Depart
ment 
Name of Subject 
 
usiness/ 
 
The University of Adelaide School of Science WINEMKTG 3047WT, WINEMKTG 
7056WT 
Internet Marketing and E-Commerce 
http://www.adelaide.edu.au/cgi-
bin/calendar/course.pl?id=2060 
 
The University of Newcastle 
http://www.newcastle.edu.au 
 
Faculty of Business and Law 
http://www.newcastle.edu.au/school/
newc-business/ 
 
EBUS1010 Introduction to EB 
http://ccdb.newcastle.edu.au/ccdb/ctspage.cfm?s
dsb_subjcodelist=EBUS1010 
 
 
EBUS2010 EC 
http://ccdb.newcastle.edu.au/ccdb/ctspage.cfm?s
dsb_subjcodelist=EBUS2010 
 
GEBU EB for Managers 
http://www.newcastle.edu.au/school/ngsb/sydne
y_mba/SydneyOutlines/gebu6490.pdf 
 
 
University of Otago 
http://www.otago.ac.nz/ 
 
Department of Information Science 
http://www.otago.ac.nz/subjects/info.
html 
 
SENG 404 Software Systems for e-Business 
http://policy01.otago.ac.nz/papers/FMPro?-
db=papers.fp3&-format=viewpaper.html&-
lay=main&-
sortfield=PaperCode&Prescription=Electronic%
20commerce&-max=2147483647&-
recid=12599139&-find= 
 
University of the Sunshine Coast 
http://www.usc.eud.au 
Faculty of Business 
http://www.usc.edu.au/faculty/busine
ss/ 
 
INF 210 Introduction to Economic Commerce 
Technologies 
 
INF 620 Electronic Commerce 
 
http://www.usc.edu.au/faculty/business/program
s/postgrad/gdis.htm 
 
INF 702 Electronic Commerce 
http://www.usc.edu.au/MBA/ecom.htm 
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Appendix IV-1  
Data Sources for the Online EC/EB Careers Survey  [Accessed April 30, 
2003]. 
 
 
 
Recruitment Agencies URL 
Andersen Consulting http://www.andersen.com/ 
Australian Job Search  http://www.jobsearch.gov.au/ 
Candle IT&T Recruitment http://www.candlerecruit.com/ 
CareerOne Pty. Ltd. http://www.careerone.com.au/ 
Clements Human Resource Consultants http://www.clements.com.au/ 
Clifton & Associates http://www.cliftons.com.au/ 
DMA http://www.dma.com.au/ 
Drake Information Technology Group http://www.briandrake.com/ 
Employment Opportunities in Australia http://www.employment.com.au/ 
Ernst & Young Australia http://www.ey.com.au/ 
Harper IT Executive http://www.harperit.au.com/ 
Hays I.T. Personnel http://www.hays.com.au/ 
HiTech http://www.hitechaust.com/ 
Hugh Francis Consulting http://www.hughfrancis.com.au/ 
ICON Job Centre http://www.iconrec.com.au/sw/index_jobsrch.html 
Index Technology Recruiters Pty Ltd http://www.index.com.au/ 
Information Systems Employment Services http://www.ises.com.au/ 
InfoTech Services (Hong Kong) Limited http://www.infotech.com.hk/ 
IntoTech Recruitment http://www.intotech.com.au/ 
IT Career International http://www.itcareer.com/ 
Job Access Limited http://www.jobaccess.com/ 
JOBNET WorldWide Pty Ltd http://jobsearch.jobnet.com.au/ 
Jobnet.com http://www.jobnet.com/ 
Jobsite http://jobsite.co.uk/ 
Jobworx http://www.jobworx.com.au/ 
John Fairfax Holdings Ltd.  http://itjobs.fairfax.com.au/ 
Mantech IT Recruitment http://www.mantechIT.com.au 
Michael Page International http://www.michaelpage.com.au 
Monster.com http://jobsearch.monster.com 
MYJOB Co. Ltd. http://www.myjob.com.hk/search.shtml 
Oriental Tech Executive Search Consultants http://www.oriental-tech.com/ 
Parkside Consulting http://www.parkside.com.au/main.htm 
Paxus People http://www.paxus.com.au/ 
Peoplebank http://www.peoplebank.com.au/ 
Plexus   http://www.plexus.co.uk/ 
Protocol Consulting http://www.protocolconsulting.com.au/ 
Skillsearch Computing http://www.skillsearch.com.au/ 
TechPartners International http://www.techpartners.com 
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Appendix IV-2 
Major Categories of Careers and Skills in EC/EB 
 
 
 
Category 1 – Web Development and Programming 
 
Job Titles: 
 
Analyst Programmer  Applications Software Developer Applications Development 
Manager 
ASP Programmer C++ Programmer Developer in Internet 
Developer in Java Lead Web Designer OO developer 
Perl Programmer Progress Programmer Senior Analyst Programmer 
Software Developer Software Engineers Technical Web Team Leader 
Visual Basic Programmer Web Consultant Web Director 
Web Engineer Web Programmers Web Specialist 
 
 
Qualifications: 
• Degree in Computer Science, Engineering or related field. 
• One to eight years of post-graduate experience. 
 
Key Selection Criteria: 
• Experience, skill and knowledge of one or more of the following: 
ASP, C++, CGI, CICS, Cold Fusion, COM, Corba, ADO/OLE, DCOM, DHTML, 
Dreamweaver, EJB, Flash, Generator, Mediasurface, MS Access, HTML, HTTP, 
Informix, InterDev, Java, Javascript, Lotus Notes, OLTP, Perl, PowerBuilder, 
RATIONAL ROSE, TCP/IP, Visual Basic, Visual Fox Pro, XML, XSL. 
• Experience in the Internet design industry. 
                       
Specific Accountabilities: 
• Manage a team of web professionals to develop and maintain the company's web site. 
• Develop and /or manage external consultants to develop applications on the web to 
implement the company's business vision. 
• Design; develop and support WEB sites and assist with integration testing and user 
acceptance testing. 
 
Category 2 - E-Commerce Systems and Solutions 
Job Titles: 
 
C++/Unix Analyst Database Analyst - SQL Server - 
Internet 
E-Commerce Architect 
E-Commerce Development Manager E-Commerce Network Administrator E-Commerce Specialist 
E-Commerce Systems Architect E-Commerce Systems Technical 
Leader 
E-Commerce Technical Architect 
Internet Systems Designer Java Database Developer Oracle DBA 
Oracle Project Manager Professional Services Manager Project Director 
Project Manager Security services/ Risk Management 
Lead Consultant 
Senior Developer 
System Analysis System Tester - Internet Systems Administrator 
Systems Architect - Internet 
Development 
Systems Engineer Team Leader 
Technical Development Manager Technical Specialist Technical Support Manager 
Unix Systems Administrator Web Database Developer Web Site Coordinator 
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Qualifications: 
• Degree in Computer Science, Engineering or a related field. 
• One to five years of post-graduate experience. 
Key Selection Criteria: 
• Experience in managing Linux, Microsoft NT server, Active Server Pages, SAP, MS 
SQL Server, Transaction Server, Informix, Sybase, Oracle, QMS, Solaris macromedia 
product knowledge and Apache. 
• A sound understanding of security issues and security tools around the Internet and 
UNIX based platforms. 
• Ideally a Microsoft Certified Professional. 
Specific Accountabilities: 
• Design, develop and implement world-class Internet, Extranet and Intranet E-Commerce 
solutions. 
• Work with the different business groups and use a broad skill set to deliver effective web 
solutions. 
• Understand client requirements, develop E-Commerce architecture, provide input to 
proposals and manage the delivery team.  
 
 
Category 3 – Business Analysis 
 
Job Titles: 
 
Business Analyst/ Business Systems 
Analyst 
Business Development Manager Business Solutions Manager 
E-Commerce Business Analyst E-Commerce Product Manager Junior Business Analyst E-
Commerce Designer 
 
Qualifications: 
• Professional qualifications will vary but a good understanding of IT and E-Commerce is 
essential.  
• Degree in Business and Management Information Systems is preferable. 
Key Selection Criteria: 
• Possess experience in system development, ideally in a client server or web based 
environment coupled with a quality and customer focused approach.  
Specific Accountabilities: 
• The key driver of ascertaining business needs and providing electronic commerce 
system solutions.  
• Provide the technical leadership in relation to the potential application of e-commerce 
and revised business practices to improve the efficiency of products in their business 
units. 
• Review/analyse and support systems/solutions to satisfy user requirements. 
 
Category 4 - Sales and Consultancy 
Job Titles:  
 
Business Manager – Corporate 
Accounts 
Buying Manager Call Centre Specialist 
Chief Content Editor Consultant E-Business Development Manager 
E-Business Security Consultant E-Business Security Consulting 
Manager 
E-Commerce/ Internet Specialist 
E-Commerce Account Manager E-Commerce Business Development 
Manager 
E-Commerce Sales 
Electronic Commerce Consultant Engagement Manager ERP/CRM Consultant 
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ERP/Professional Services 
Consultants 
Exceptional IT Consultants Internet Sales Executive 
Marketing and Business 
Development Director 
Marketing Manager Public Relations Consultant 
Recruitment Consultant Sales Account Manager Sales Director 
Sales Executive Sales Manager Senior Sales Executive 
 
Qualifications: 
• Diploma or Degree is preferred – not necessarily in any particular field.  
 
Key Selection Criteria: 
• Background in programming, systems, advertising, agency, media or Internet, E-
Commerce, software sales is preferred. 
Specific Accountabilities: 
• Involves in identifying and qualifying of electronic business opportunities and 
determining customer requirements relating to this type of solutions.  
 
Category 5 – Management and Strategic Planning 
Job Titles: 
 
Business Manager – Planning Business Manager Communications Credit Manager 
E-Commerce Business Strategist E-Commerce Executive Manager General Manager - E-Commerce  
National Business Strategist Senior Manager Vice President – E-Commerce 
Qualifications: 
• At present, most advertisements which specify qualifications tend to ask for an MBA – 
but this is slowly changing as more E-Commerce graduate degrees become available.  
Key Selection Criteria: 
• Senior management experience. 
• Team building and team leadership skills and experience. 
• Strong commercial and planning skills. 
Specific Accountabilities: 
• Put in place a 5-year business plan. 
• Manage a regional E-Commerce operation. 
• Undertake strategic, proactive business development.  
Category 6 – Education and Training 
Job Titles: 
 
E-Commerce/E-Business Trainer 
Teacher in E-Commerce/E-Business 
Training Manager 
Lecturer in E-Commerce/E-Business 
Professor / Assoc. Professor of  E-Commerce/E-Business 
Qualifications: 
• A Higher degree is essential and teaching experience is preferable.  
 
Key Selection Criteria: 
• Knowledge of and experience in E-Commerce/E-Business. 
 
Specific Accountabilities: 
• Conduct lectures and tutorials. 
• Carry out research in the E-Commerce/E-Business arena.  
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 Category 7 - Research  
 
Job Titles:  
 
E-Commerce Postdoctoral Research Fellow in academe 
E-Commerce Postdoctoral Research Fellow in industry 
 
Qualifications:  
• A PhD degree is essential. 
 
Key Selection Criteria: 
• A sound research track record. 
 
Specific Accountabilities: 
• Conduct research in the E-Commerce arena.  
 
Category 8   Lawyers and Legislators/Policy-makers 
 
Job Titles: 
 
E-Commerce parliamentary draftsman/woman 
E-Commerce policy planner 
E-Commerce solicitor/barrister/attorney 
 
Qualifications: 
• A law degree with experience in policy making. 
 
Key Selection Criteria: 
• Knowledge of and Experience in legal and E-Commerce issues. 
 
Specific Accountabilities: 
• Assist the government in establishing the laws, regulations and policy on E-Commerce. 
• Consult and advise clients on E-Commerce legal issues.  
• Represent clients in court on E-Commerce cases.   
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Appendix IV-3 
Explanations of the Measures of Web Design 
 
 
NetMechanic  (http://netmechanic.com/toolbox/html-code.htm) 
Seven NetMechanic’s tools are used to test the performance of each web site. They are: link check, 
Bad links Summary Report, Remote Links Summary Report, HTML check & repair, browser 
compatibility, load time and spell check.  The following figure shows a sample of result. 
 
The followings are the explanations of the rating. 
Link Check Rating  
Your page rating is based on the number of bad links on your page.  
Ratings:  
5 stars equal to 0 bad links  
4 stars equal to 1 bad link  
3 stars equal to 2 bad links  
2 stars equal to 3 bad links  
1 star has greater than 3 bad links 
Bad Links Summary Report  Rating  
This report shows each bad link found and the pages that contain that link  
Ratings:  
5 stars equal to 0 bad links  
4 stars equal to 1 bad link  
3 stars equal to 2 bad links  
2 stars equal to 3 bad links  
1 star has greater than 3 bad links 
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Remote Links Summary Report  Rating  
This report shows each remote link found and the pages containing that link. 
Ratings:  
5 stars equal to 0 bad links  
4 stars equal to 1 bad link  
3 stars equal to 2 bad links  
2 stars equal to 3 bad links  
1 star has greater than 3 bad links 
Load Time Rating  
Your rating is based on the time required to load your page using a 28.8 modem. A 2 second connection time penalty is 
added for every Web server that must be accessed to load your page and its graphics.  
Ratings:  
5 stars - loads in less than or equal to 13 seconds  
4 stars - loads in less than or equal to 24 seconds  
3 stars - loads in less than or equal to 35 seconds  
2 stars - loads in less than or equal to 46 seconds  
1 star - loads in greater than 46 seconds 
In addition, your rating will be lowered by 1 star if you have HTML problems on your page that affect load time.  
To get a 5 star score, keep the size of your page and all its graphics below 40k, only connect to one Web server, and keep 
your page free of HTML errors.  
HTML Check & Repair Rating  
Your rating is based on the number of HTML errors found on the page.  
Ratings:  
5 stars equal to no errors  
4 stars less than or equal to 6 errors  
3 stars less than or equal to 12 errors  
2 stars less than or equal to 18 errors  
1 star greater than 18 errors 
Browser Compatibility Rating 
Your rating is based on the number of compatibility problems affecting more than 10% of your visitors.  
Ratings:  
5 stars equal to no compatibility problems  
4 stars less than or equal to 4 problems  
3 stars less than or equal to 8 problems  
2 stars less than or equal to 12 problems  
1 star greater than 12 problems 
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 Spell Check Rating  
Your rating is based on the percentage of suspected misspellings on your page.  
Ratings:  
5 stars equal to no misspellings  
4 stars less than or equal to 5% misspellings  
3 stars less than or equal to 10% misspellings  
2 stars less than or equal to 15% misspellings  
1 star greater than 15% misspellings 
Note: since the tool does not cope with some new specific words, e.g. eCommerce, it provides a list of misspelling words 
and in fact they are not. Therefore we investigate the output result and identify whether those mentioned words are 
misspelling or not. The rating returned from the audit result of a web site is from 1 to 5 (1=poor and 5 = excellent) for each 
criterion and for overall rating. If the overall rating is 4 or above then Feature 11, outstanding web design is considered to 
be present. 
 
 
The following tables show the scores for the web design of each site in May 2003. 
au: universities in Australia 
nz: universities in New Zealand 
hk: universities in Hong Kong 
sg: universities in Singapore 
 
University web sites 
au 
   1 
au 
2 
au 
3 
au 
4 
au 
5 
au 
6 
au 
7 
au 
8 
au 
9 
au 
10 
au 
11 
au 
12 
au 
13 
au 
14 
au 
15 
au 
16 
au 
17 
au 
18 
au 
19 
au 
20 
au 
21 
au 
22 
au 
23 
Link Check 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 
Bad Links Summary Report 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 
Remote Links Summary Report 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 
HTML Check and Repair 4 4 5 4 4 3 5 5 4 4 4 5 5 1 4 5 5 2 4 1 4 1 3 
Browser Compatibility  5 3 4 3 4 3 2 4 5 4 4 2 4 4 2 4 3 4 4 3 5 4 3 
Load Time 2 5 4 3 5 4 3 3 5 5 4 2 5 4 4 4 2 4 2 4 3 4 4 
Spell Check 5 5 4 5 5 4 5 4 5 4 5 5 4 5 4 3 5 5 3 4 4 5 5 
Average 4.4 4.1 4.6 4.3 4.7 4.1 4.3 4.4 4.9 4.6 4.6 4.1 4.7 4.1 4.1 4.4 4.3 4.3 4 3.4 4.4 4.1 4.3 
 
 
 
University web sites 
au 
24 
au 
25 
au 
26 
au 
27 
au 
28 
au 
29 
au 
30 
au 
31 
au 
32 
au 
33 
nz 
1 
nz 
2 
nz 
3 
nz 
4 
hk 
1 
hk 
2 
hk 
3 
hk 
4 
hk 
5 
hk 
6 
hk 
7 
sg 
1 
sg 
2 
Link Check 2 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 4 5 5 5 4 5 
Bad Links Summary Report 2 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 4 5 5 5 4 5 
Remote Links Summary Report 2 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 4 5 5 5 4 5 
HTML Check and Repair 1 4 5 3 4 5 4 5 5 5 5 2 5 1 3 5 4 4 3 4 2 4 4 
Browser Compatibility  5 2 5 5 3 4 3 3 5 4 4 3 3 2 3 3 5 4 2 3 2 1 3 
Load Time 5 4 5 5 4 4 4 5 5 3 3 4 2 4 2 3 4 4 3 1 5 2 2 
Spell Check 4 3 5 5 4 5 5 5 5 5 5 4 5 5 5 5 5 4 5 5 4 4 5 
Average 3 4 5 4.7 4.3 4.7 4.4 4.7 5 4.6 4.6 3.6 4.3 3.9 4 4.4 4.9 4.1 4 4 4 3.3 4.1 
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Appendix IV-4 
Features Present from the Review of EC/EB Web Sites in New Zealand and 
Singapore in May 2003 
 
 
No. 
 
 
Features 
 
Explanations of features nz1 nz2 nz3 nz4 sg1 sg2 
1 Individual web site  
Individual web site showing exclusively 
information for the EC/EB degree 
programs.  
√ x x x x x 
2 Identification of the offering department 
The department which offers the EC/EB 
can be identified by the web visitor. √ √ √ x √ √ 
3 Program objectives The objectives of the degree programs are listed. √ √ √ x √ √ 
4 Program structure The structures of the degree programs are listed. √ √ √ √ √ √ 
5 Subject description A brief description of the subjects which are required for the degree programs. x √ √ x x x 
6 Recognition of professional bodies 
A list of professional bodies which 
recognises the qualification of the 
degree programs. 
x x x x √ x 
7 Entry requirements The entry requirement for admission. √ x √ x √ x 
8 Fee of the program The fee for studying the degree program. x x √ x √ x 
9 Scholarship or other financial support 
Scholarship or financial support for 
students. x x √ x √ x 
10 Duration of the program The duration of the study of the program. √ √ √ √ √ √ 
11 Outstanding web design Details refer to Appendix 1. 4.6 3.6 4.3 3.9 3.3 4.1
12 Employment opportunities List out employment opportunities for graduates. √ x √ x √ x 
13 Presses release News related to EC or EB. x √ √ x x x 
14 Database search 
The url of the degree program is shown 
by searching through key words 
“Electronic Commerce” or “Electronic 
Business” at the university home page, 
or that a pull down menu is available for 
visitors to select the program.   
√ √ √ √ √ x 
15 Contact information  
Photographs of staff, telephone 
numbers, fax numbers or email 
addresses are available. 
√ √ √ x √ √ 
16 Bench marking  Data or information to show that their degree programs are superior to others. √ x x x √ x 
17 Catchy information display  Using Java Applets, video to introduce the program. x x x x x x 
18 On-line enquiry form On-line enquiry form for prospective students.  √ x x x x x 
19 Advanced standing  
Whether it lists out information on credits
for work done elsewhere - ideally 
prospective students can check whether 
their previous qualification can match the
present program.  
x x x x x x 
20 On-line application Prospective students can apply for admission into the program online. √ x √ x √ √ 
21 Payment method The explanation of payment method of program fees is listed. x x x x √ x 
22 Surprise discounts/bonuses 
Any bonus or surprise when students 
have visited the web or finished the on-
line application process. 
x x x x x x 
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Appendix IV-5 
Number and Percentage of Features Present from the Review of EC/EB Web 
Sites in Australia and Hong Kong in May 2003 
 
 
No. 
 
 
Features 
 
Explanations of features Au No. 
HK 
No. 
Au 
% 
HK 
% 
1 Individual web site  Individual web site showing exclusively information for the EC/EB degree programs.  23 5 69.7 71.4 
2 Identification of the offeringdepartment 
The department which offers the EC/EB can 
be identified by the web visitor. 27 7 81.8 100 
3 Program objectives The objectives of the degree programs are listed. 19 7 57.6 100 
4 Program structure The structures of the degree programs are listed. 31 7 93.9 100 
5 Subject description A brief description of the subjects which are required for the degree programs. 24 7 72.7 100 
6 Recognition of professional bodies A list of professional bodies which recognises the qualification of the degree programs. 6 1 18.2 14.3 
7 Entry requirements The entry requirement for admission. 15 6 45.5 85.7 
8 Fee of the program The fee for studying the degree program. 11 6 33.3 85.7 
9 Scholarship or other financialsupport Scholarship or financial support for students. 9 3 27.3 42.9 
10 Duration of the program The duration of the study of the program. 28 7 84.8 100 
11 Outstanding web design Details refer to Appendix IV-3. 31 7 93.9 100 
12 Employment opportunities List out employment opportunities for graduates. 14 0 42.4 0 
13 Presses release News related to EC or EB. 3 2 9.1 28.6 
14 Database search 
The url of the degree program is shown by 
searching through key words “Electronic 
Commerce” or “Electronic Business” at the 
university home page, or that a pull down 
menu is available for visitors to select the 
program.   
24 7 72.7 100 
15 Contact information  Photographs of staff, telephone numbers, fax numbers or email addresses are available. 28 7 84.8 100 
16 Bench marking  Data or information to show that their degree programs are superior to others. 6 2 18.2 28.6 
17 Catchy information display  Using Java Applets, video to introduce the program. 6 3 18.2 42.9 
18 On-line enquiry form On-line enquiry form for prospective students.  3 2 9.1 28.6 
19 Advanced standing  
Whether it lists out information on credits for 
work done elsewhere - ideally prospective 
students can check whether their previous 
qualification can match the present program.  
4 1 12.1 14.3 
20 On-line application Prospective students can apply for admission into the program online. 0 5 0.0 71.4 
21 Payment method The explanation of payment method of program fees is listed. 8 7 24.2 
100.
0 
22 Surprise discounts/bonuses 
Any bonus or surprise when students have 
visited the web or finished the on-line 
application process. 
0 0 0.0 0.0 
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Appendix IV-6 
The Top 5 Features Present in the Evaluation Framework. 
 
 
 
 
Australia 
Rank No. Features % 
present 
   
1 4 Program structure 93.9    
2 11 Outstanding web design  93.9    
3 15 Contact information 84.8    
4 10 Duration of Program 84.8    
5 2 Identification of the offering department 81.8    
 
 
Hong Kong 
Rank No. Features % 
present 
    
1 2 Identification of the offering department 100.0     
2 3 Program objectives 100.0     
3 4 Program structure 100.0     
4 5 Subject description 100.0     
5 10 Duration of the program 100.0     
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Other web sites link to Elsie Chan’s EC/EB program web sites 
 
 
 
 
CollECTeR web site 
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Roger Clarke’s EC web site 
 
 
 
 
 
IGNITE Web Site 
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